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Bulk Discounts, AA Survey Shows 


But Some Reps Decry 
Trend as Reversion to 
Oldtime Fights, Chiseling 


Cuicaco, Dec. 6—National ad- 
vertisers in newspapers should get 
a better break in the near future 
on discounts for advertising bulk 
and frequency if the prognostica- 
tions of newspaper representatives 
here pan out. 

A large majority of the repre- 
sentatives feel that the days of a 
flat rate for national advertising 
are numbered. They predict that 
the trend toward more newspapers 
offering the discounts to national 


C&W Gets $300,000 
Baldwin Piano Co. 
Account from EWRR 


CINCINNATI, Dec. 5—The Bald- 
win Piano Co., one of the largest 
manufacturers of pianos and or- 
gans in the U.S., has moved its 
advertising account from Erwin 
Wasey, Ruthrauff & Ryan to Cun- 
ningham & Walsh. 

James M. E. Mixter, director of 
advertising and sales promotion for 
Baldwin, told AA that three or 
four agencies were under consid- 
eration for the account. He de- 
clined to name the other agencies, 
and would give no reason for the 
ouster of EWRR. 

The winning pitch was made by 
a C&W team composed of Ivan 
Hill, exec vp in charge of the Chi- 
cago office; Larry Scott, vp; John 
Volibrecht, vp and creative direc- 
tor, and Perry Thomas, account 

(Continued on Page 110) 


More Dailies Using Frequency, 
| 


‘Through With Do-Good Causes’ .. . 


advertisers will continue at a) 
greatly accelerated pace. 


s In the past year publishers re- 
portedly have been under heavy 
pressure from agencies and large | 
national advertisers to offer more 
attractive rate packages. The pub- 
lishers are being constantly re- 
minded that competing media offer 
such inducements. 

They also are reminded that they 
already allow discounts to local 
advertisers and to advertisers in 
supplements distributed by the 
newspapers, so why, they are} 
asked, shouldn’t such discounts be | 
given to national advertisers for | 
r.o.p. b&w space in daily editions? | 

Many publishers reportedly are 
interested in doing something about 
their national rates but have been 
slow to act because of the counter- 
pressure of high costs. But many 
representatives feel that when the 
bulk and frequency discounts are 
offered, open and one-time rates 
will increase to take up the slack. 


s J.H. (Jake) Sawyer, vp of Saw- 
yer-Ferguson-Walker, told ADVER- 
TISING AGE that most newspaper 
publishers are now receptive to 
the institution of bulk discounts, 
though they have not acted as 
quickly to install them as some 
people in the newspaper field 
thought they would. 

Mr. Sawyer said he has a plan 
to speed up the allowing of dis- 
counts, which he intends to press 
in the near future. He declined to 
disclose details of the plan. 

He predicted that a series of 
newspaper networks would be es- 
tablished in the near future. Since 
large advertisers today buy large 

(Continued on Page 80) 


Safeway Scuttles Private Brands, Cuts 
Ad Budget in Decentralization Move 


$2 Billion Volume in ‘57 
Seen; Chain Sets ‘Open 
Door’ Policy for Brands 


New York, Dec. 5—Safeway 
Stores has cut back the number of 
its private brand canned goods 
labels from 40 to six in a year- 
long marketing strategy shift, and 
has slashed private label advertis- 
ing from $7,700,000 to $4,100,000. 

It has quit fighting trading 
stamps, milk price supports and 
manufacturers’ advertising allow- 
ances. 

It has employed A. C. Nielsen 
Co. to study what national brands 
Safeway Stores should stock, and 
regional managers have been given 
unprecedented local authority. 

These sweeping and drastic 
changes are explained by R. A. Ma- 
gowan, chairman of Safeway 
Stores, in an interview published 
in the Dec. 2 issue of Food Topics. 


= “We're through with do-good 
causes,” he says. “The company 


spent millions of dollars opposing 
trading stamps, cutting prices and 
issuing its own Cash-Saver cou- 
pons, but we didn’t put one dent in 
the solid front of the stamp givers. 
We learned the hard way that you 
can’t combat stamps by cutting 
prices. If it takes stamps to hang on 
to our business, we're going to give 
them.” 


THE NATIONAL NEWSPAPER OF MARKETING 


hae 


Nhurselfes > 


yumMMY—Mars Inc. will introduce 

its new Marsettes with this color 

page in Life Jan. 13 (story on 
Page 8). 


St. Louis Tax 


Proposal Eased 
After Attack 


Democratic Official 
Calls It Oppressive; 
Sponsor Relents a Bit 


Sr. Louis, Dec. 5—The proposed 
St. Louis tax on advertising has 
run into political opposition even 
before its sponsor could formally 
introduce the measure in the city 
council. 

Mark R. Holloran, Democratic 
national committeeman from Mis- 
souri, has expressed doubt about 
the wisdom of the advertising tax, 
although Alfred I. Harris, alder- 
man who plans to introduce it at 
the city council meeting here to- 
morrow, also is a Democrat. 

Mr. Harris announced late Tues- 
day evening that he would be a 


candidate for the presidency of the 
board of aldermen in 1958, and he | 
said he would modify his advertis- | Manischewitz billed $20,000 
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Madison Ave. Musical Chairs... 


‘Friendly’ Parting. 
Annual Switch Are 


Among Week's Events 


New York, Dec. 4—This is the 
advertising business: 


e A. B. Landau Inc., which has 
been on the account for 37 years, 
|yesterday resigned B. Manische- 
| witz Co. kosher foods. The agency 
said (1) it was the first agency 
Manischewitz ever had; (2) in 37 
years the client became the biggest 
outfit in its field; (3) the parting 
was “friendly”; (4) reasons for the 
resignation may come out later. 
Manischewitz said today it has 
decided on Landau’s successor, but 
would not announce the name of 
the new agency till later this 
month. The parting with Landau 
was described as “friendly.” “After 
37 years, it’s good for both sides to 
get some fresh air; we were both 
getting stale,” the company said. 


e Ellington & Co. gets Ceribelli & 
Co., Fair Lawn, N. J., maker of 
Brioschi anti-acid preparation, ef- 
|fective Jan. 1. Brioschi was with 
|David J. Mahoney Inc. in 1955, 
MacManus, John & Adams in 1956, 
Roy S. Durstine Inc. in 1957. 

A Ceribelli spokesman said it 
was fine at Mahoney; then, when 
Mr. Mahoney moved to the Good 
|Humor Corp. and the account, 
among others, was switched to 
| MacManus, “we thought the agen- 
cy was a little too big for us.” At 
Durstine there “were no squabbles; 
it was very peaceful,” but “we 
wanted to make a change now be- 
cause we're changing management 
policies here.” 

Ceribelli bills about $175,000; 
its 


ing tax proposal to exclude the | first year with Landau and “much 


(Continued on Page 110) 


j}more than that” in 1957. # 


Last Minute 


News Flashes 


Snow Crop Shifts to Hilton & Riggio from Bates 


SEABROOK, N. J., Dec. 6—Hilton & Riggio, New York, has been named 
to handle Snow Crop frozen orange juice, fruits and vegetables; the 


account has been with Ted Bates 


& Co. Seabrook Farms recently ac- 


quired the Snow Crop franchise from Minute Maid Corp., which has 
moved from New York to Orlando, Fla. Bates will continue to handle 


the Minute Maid line. 


ABC to Report Business Paper Free Lists 


This, Food Topics asserts paren- 


when Lingan A. Warren headed the 
company and declared that “trad- 
ing stamps are parasites on legiti- 
mate food distribution.” 

Currently, Safeway’s coopera- 
tively run Blue Chip stamps are 


not cooperatively owned, are used 
by the company in Little Rock, Ark. 
Tape plans, although dropped in 
New York and California, are still 
being used elsewhere. 

A major change instituted by Mr. 
Magowan, the report says, has been 


(Continued on Page 118) 


thetically, is quite a contrast to)! 
Safeway’s policy of two years ago,| 


distributed in California, Canada, | 
Idaho and Utah, and other stamps, | 


General Beauty Products Joins Coty at BBDO 


New York, Dec. 6—Directors of 


the Audit Bureau of Circulations to- 


day approved the reporting of additional information on business pub- 
lication members’ unpaid distribution. This drastic change of policy 
will be effective with publication statements for the period ending 


June 30, 1958. Categories which wi 


ll be audited include checking copies 


to advertisers and agencies, free lists and all other unpaid distributions. 


Sub-headings in the breakdown in 
months or more) and rotated or 

broken down in these categories 

ABC board, it was pointed out, wi 
bership eligibility requirements. 


clude fixed free (every issue for six 
occasional. All unpaid distributions 
will be audited. This action by the 
ll not affect in any way ABC mem- 


New York, Dec. 6—General Beauty Products, a subsidiary of Coty 
Co., which moved its $1,500,000 account last week from Heineman, 
Kleinfeld, Shaw & Joseph to Batten, Barton, Durstine & Osborn, like- 
wise will become a BBDO account Jan, 15. General Beauty, which 
markets Lilly Dache, Lucien Lelong and Marie Earle products, is now 


with Buchanan & Co. 


(Additienal News Flashes en Page 111) 


Airlines, Beers Among @ 
Unstable Clients in‘57 & 


$50,000,000 in Billing 
Represented by Biggest 
8 Account Moves in Year 


New York, Dec. 6—The major 

account shifts of the first 11 
months of 1957 occurred among the 
restless airlines, the bilious brew- 
ers and the contentious cosmetic 
companies. 
Unlike the situation a year ago, 
when longtime arrangements be- 
tween clients and agencies were 
notably being canceled, the trend 
of 1957 seems more dependent on 
product category than on dissatis- 
faction with time-hallowed agency 
arrangements. 

It ought to be emphasized that 
many of the account shifts report- 
ed in the table on Page 70 result 
from a kind of Madison Ave. Mu- 
sical Chairs: A beer resigned to 
make way for another brewer, 
food accounts turned loose when a 
food account was consolidated in 
the agency, etc. 

In order of size, the major ac- 
count shifts in the first 11 months 
of the year were: Studebaker- 
Packard ($8,000,000); P. Loril- 
lard’s Kent and Newport cigarets 
($7,500,000); Revlon Inc. ($7,000,- 
000); Pabst Brewing ($6,500,000) ; 
Kroger Co. ($6,000,000); Tidewa- 
ter Oil ($5,000,000); Prudential 
Insurance ($5,000,000); Schick Inc. 
($4,500,000); Seagram V.O. and 
Golden gin ($4,000,000); Andrew 
Jergens ($4,000,000); Armour & 
Co. food products ($3,000,000); 
Capital Airlines ($3,000,000); Har- 
old F. Ritchie Inc. ($3,000,000); 
Colgate-Palmolive’s Brisk ($3,- 
000,000); Magnavox Co. ($2,500,- 
000); Lanolin Plus ($2,500,000); 
Lewis Howe Co. ($2,000,000); ASR 
Products ($2,000,000); Duffy-Mott 
($2,000,000). 


@ Some of these accounts dis- 

rupted agency relationships which 

had endured for a sizable number 
(Continued on Page 70) 


McGregor Names 
McCann; Likes Its 


Marketing Setup 


New York, Dec. 5—The reasons 
for McGregor-Doniger Inc.’s disaf- 
fection with Grey Advertising 
Agency were hard to come by this 
week. 

Grey, which has serviced the 
sportswear account for seven years, 
announced that it and the client 
“had agreed that it was to their 
mutual interest that they sever 
their relationship as of July 1.” 

It was learned immediately, al- 
though no announcement was 
made, that McCann-Erickson Inc. 
will succeed Grey. 

In announcing the breakup, 
Lawrence Valenstein, chairman of 
Grey, said pointedly: “We’re proud 
of the promotional and advertising 


(Continued on Page 107) 
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‘Consume; Pays Taxes’... 
Avert Economic 
Skid, Robinson 
Exhorts Admen 


Coca-Cola Head Blames 
Slump of ‘30s on Press, 
Politicos, Economists 


New Yor«, Dec. 3—William E. 
Robinson, president of the Coca- 
Cola Co., today blamed the depres- 
sion of the ’30s on newspapers, eco- 
nomisis and politicians—“prophets 
of doom,” he called them—and said 
it is up to sales and advertising 
people to save the nation from an- 
other depression. 

Mr. Robinson, speaking at the 
weekly luncheon of the Sales Ex- 
ecutives.Club of New York, said it 
has never been proved to him that 
the depression was anything more 
than the result of a “negative psy- 
chology” that undermined public 
confidence. 

The Coca-Cola executive point- 
ed out that in 1930 department 
store sales in New York were high- 
er than they were in 1929. He also 
noted that R. H. Macy & Co. set a 
new sales record in 1930. 

The depression which followed, 
he said, was a “synthetic, unrea- 
sonable and manufactured thing.” 


# Mr. Robinson charged that the 
“manufacturing” was done by the 
“big thinkers” who said “what 
goes up must come down,” by out- 
of-office politicians and by the “al- 
ways frantic press.” These groups, 
he said, “decided we must have a 
depression.” 

By rights, he continued, “the 
*30s should have been the most 
prosperous period in our history.” 

Mr. Robinson said the nation is 
today facing a “new ehallenge” in 
the form of the sputnik, the new 
arrogance of the Russians and the 
admission of our scientists that we 
have fallen behind the Soviets. 

He expressed confidence, how- 
ever, that the U. S. will success- 
fully meet this challenge because 
(1) “we have a God ... who is in 
command of all the forces of na- 
ture” and (2) while we have pre- 
viously lagged in pure research, 
we have always proved to be first 
in applied science. 


® Mr. Robinson told the sales ex- 
ecutives that they could do a great 
deal in this fight by doubling their 
efforts “to keep the economy 
strong.”’ High consumption is nec- 
essary, he said, to provide the 
taxes required for the defense ef- 
fort. 

He advised the audience not to 
pay too much heed to economists. 
“I don’t even know any good ones,” 
he said. “Real good ones.” 

Contrary to assertions of the 
“big thinkers,” Mr. Robinson said, 
“What goes up need not necessar- 
ily come down unless we pull it 
down.” He concluded: “You have 
the know how, the spirit and the 
drive to insure the forward march 
of this country.” # 


Bryan Houston Promotes Two 

Robert Boulware, associate me- 
dia director of Bryan Houston Inc., 
has been appointed a vp, and Rich- 
ard A. Stevens has been named 
manager of the media department. 
Mr. Boulware joined the New York 
agency four years ago. Mr. Stevens, 
formerly with Scheideler & Beck, 
joined Houston a year ago. These 
appointments follow the elevation 
of John Ennis to vp and media di- 
rector, succeeding Harold H. Dob- 
berteen, who has resigned (AA, 
Nov. 25). Eloise Gibson, formerly 
in the copy department of Franklin 
Bruck Agency, has joined Hous- 
ton’s copy department. 


| Pre@vetisen Gimmes 
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“Beaulieu 


THE DETROIT LOOK—Simca, one of the “Big Four” of the French auto- 
mobile industry (it has about 20% of the market), is introducing 
two American-styled cars—the Beaulieu and the Chambord—this 
year with an American-style ad campaign. Color spreads are run- 
ning in magazines and dealers are tying in with teaser ads. The new 
models, selling for around $2,500, are called “a step in the direction 
of an esthetic European automobile.” Simca, partly owned by Ford 
Motor Co., is a $1,000,000 advertiser in France. Its agency is Havas. 


‘Mystery Mail’ 
Opens Doors in 
Honeywell Push 


MINNEAPOLIS, Dec. 3—Minneapo- 
lis-Honeywell Regulator Co. has 
kicked off a $100,000 promotion 
with a “mystery mailing” to exec- 
utives of 130 heating equipment 
manufacturers and trade associa- 
tions. 

The mailing consists of a red 
duffle bag—locked tight. Local 
Honeywell salesmen show up later 
with the key to the lock. Out of 
the bag come all the promotional 
elements of the program ...A 
five-page ad to appear in the 
March American Home, banners, 
furnace sticker, lapel tags, ad re- 
print mailers, furnace check-up 
pad and promotion timetable. 

Minneapolis-Honeywell calls the 
program “Project Warm Hearted 
House,” and describes it as “one of 
the biggest efforts in the home 
heating industry” since it will in- 
volve 55,000 heating dealers and 
contractors and is aimed at 20,000,- 
000 home owners with heating sys- 
tems more than ten years old. 

The project centers on profes- 
sional check-ups on home heating 
systems by participating dealers— 
each a gratis seven-point analysis 
that would normally cost the home 
owner about $15. 


® The American Home insert will 
be headed, “Are you the owner of 
(Continued on Page 36) 
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PURF 1R1SH LINEN 


ce amen ale poe toh heme 


upPED—The Irish Linen Guild has 
expanded its campaign by about 
150% and has scheduled 29 pages, 
each featuring an American de- 
signer, starting in December. This 
b&w page runs in the January 
Herper’s Bazaar. Donahue & Coe, 
New York, is the agency. 


Olin Mathieson Sets 
3-Page ‘Editorial’ Ad 
in ‘Wall St. Journal’ 


New York, Dec. 4—Olin Mathi- 
eson Chemical Corp. will take a 
three-page layout in the eastern 
edition of the Wall Street Journal, 
which it will title “Industrial 
Chemical Review.” The editorial- 
style ad coincides with the 26th 
Exposition of the Chemical Indus- 
tries, at the Coliseum here. The 
three-pager will be repeated next 
week in the midwestern and 
southwestern editions of the Jour- 
nal. 

Articles in the editorial-style ad 
cover the importance of chemicals 
in the nuclear field; new benefits 
of chemicals to power, medicine 
and agriculture; and the chemical 
fuel types that will be needed in 
the upcoming “space era.” The lead 
story in the section declares that 
“the first World War could be sym- 
bolized by nitrogen; the second 
World War ushered in the age of 
uranium; but the symbol for today 
should be hydrogen.” 

The ad was placed by Doyle, 
Kitchen & McCormick, while Edi- 
torial Projects Inc. produced the 
ad from an idea by Richard C. Carr, 
ad manager of Olin’s industrial 
chemicals division. # 


Erase Gray Flannel 
‘Myth,’ ‘Daily News’ 
Writer Urges Admen 


CuicaGo, Dec. 4—The advertis- 
ing profession itself must destroy 
the feedback picture of the Madi- 
son Ave. man, Sydney J. Harris, 
syndicated columnist of the Chi- 
cago Daily News, told the Chicago 
Copywriters Club last night. 

“When enough advertising men 
stop imitating the immature stere- 
otypes of the bad movies and bad 
novels, a start will have been made 
in this direction,” Mr. Harris said. 
“The advertising field, like all 
groups, tends to be judged by the 
loudest, the coarsest and the most 
obvious members of it.” 

The poorest advertising job in 
the country has been done by ad- 
men about themselves and their 
profession, he said. The public looks 
upon advertising as a “cause” rath- 
er than a “symptom,” which it is, 
he said, and “the monster, adver- 
tising” is generally blamed for the 
sins of business or industry or mer- 
chandising. 

“Advertising is largely ashamed 
of itself,” Mr. Harris said. “Now 
it may have a lot to be ashamed of 
—but not as much as it thinks, or 
as much as it leads the public to 
think.” 


s Mr. Harris asserted that the cre- 
ative person in advertising “must 
turn some of the ‘motivational re- 
search’ inward and try to under- 
stand his own motives in working 
and living. 

“It seems to me that no creative 
person can be in any way happy or 
fulfilled until he has grasped— 
emotionally, and not merely intel- 
lectually—the dynamics of his own 
behavior; until he knows what he 
wants out of life (and not merely 
what he thinks he wants), and how 
he can best get it without making 
some deep sacrifice of an essential 
part of his personality,” he said. 

The idea of the “public” should 
be abandoned by the creative ad- 
man and should be replaced with 
the idea of the “person,” he said. 

“We speak about the ‘mass,’ but 
the ‘mass’ is an abstraction,” he 
said. “No individual belongs to it, 
and no individual thinks he belongs 
to it.” As an example, Mr. Harris 
pointed out that the main reason 
his column has been widely accept- 
ed by persons in all walks of life is 


(Continued on Page 80) 


“My Doctor Daddy’ Art Contest, Traveling 
Show Create PR Windfall for Nepera Labs 


Morris Piarins, N. J., Dec. 4—A 
one-shot promotion to help launch 
a new product has proven so suc- 
cessful for Nepera Laboratories— 
in an institutional sort of way— 
that it will be repeated in 1958 on 
an expanded basis. 

Earlier this year Nepera, a divi- 
sion of Warner-Chilcott Labora- 
tories, came up with a “My Doctor 
Daddy” art contest as the device to 
bring Mandelamine, a urinary an- 
tiseptic, to the attention of pedia- 
tricians. What started out as a 
children’s art contest, with but one 
mailing and no other advertising, 
has since snowballed into a travel- 
ing exhibit, an advertising and 
public relations program and, pos- 
sibly, an annual event. 

Most important, it has brought 
Nepera, an otherwise little known 
company, to the attention of the 
medical profession in an unusual 
manner, according to John Baruch, 
public relations director of Ne- 
pera’s parent operation, Warner- 
Lambert Pharmaceutical Co. 


s In 1958, Nepera will promote 
the My Doctor Daddy contest in 
medical journals, and it is discus- 
sing the possibility of a national 
My Doctor Daddy Day on an indi- 
vidual community basis. It will 


continue the traveling exhibition 


of the 96 contest winners on a 
schedule which already includes 
Dallas in January, Memphis in 
February, Lubbock and Minneapo- 


(Continued on Page 6) 
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Median Taxable 
Income in ‘55: 
$3,500, Says U. S. 


WASHINGTON, Dec. 3—The per- 
centages of individuals in various 
income brackets in the U. S. in 
1955 are shown in a preliminary 
report by the Internal Revenue 
Service. 

The report covers 57,818,164 in- 
dividual 1955 income tax returns, 
reporting a total adjusted gross in- 
come of $248.5 billion. 

The report makes it apparent 
that the “man in the middle” in 
income in 1955 was the individual 
with an adjusted gross income of 
$3,500. The report shows that 29,- 
368,825 returns, or 50.8% of the to- 
tal, were from individuals with in- 
comes of $3,500 or more and that 
28,449,339 returns, or 49.2% were 

(Continued on Page 76) 


Distributors Cool 
to Manufacturers’ 
Light Fixture Ads 


Cuicaco, Dec. 4—A survey of 
lighting fixture distributors shows 
that the majority of them are un- 
happy with the advertising and 
other sales aids provided by the 
manufacturers. 

The survey was made of 33 lead- 
ing distributors by the American 
Home Lighting Institute. 

Product catalogs were the one 
item rated “excellent” sales aids 
by more than half the distributors. 
Consumer literature and advertis- 
ing mats were rated “fair” by the 
largest single group of respondents. 
The majority of the producers gave 
promotion kits and publicity re- 
leases a “poor” rating. 

Distributors commented that 
they would like to see more direct 
mail pieces sent to dealers rather 
than consumers and suggested the 
use of fixtures as props on tv and 
as background in ads, to show 
them in use. 


® Respondents to the survey spent 
an average of about $3,600 for ad- 
vertising. All of them said they use 
direct mail, the average expense 
being $1,093 per year. Most re- 
ported they would increase their 
budgets in 1958, All but three said 
they had also used other kind of 
advertising, including newspapers, 
radio, trade magazines and cham- 
ber of commerce publications, 
Favorite promotional events for 
the lighting fixture wholesalers 
were listed as home shows and 
similar events, model homes, trade 
meetings and open houses. # 


AT THE CONVENTION—Nancy Tell, five-year-old daughter of Dr. H. 
Edward Tell of Passaic, N.J., explains the finer points of her win- 
ning entry to a television interviewer at the American Medical 
Assn. convention. In the background are a few of the 96 winners. 
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Ankle Angle: Right... 


Capezio Extends 
‘Madness’ With 


Stemwear Push 


New York, Dec. 4—Capezio 
Inc., “the dancer’s cobbler since 
1887,” has come forth with a stock- 
ing that’s the “direct descendent 
of the leotard.” 

Called Stemwear and manufac- 
tured by Chester H. Roth Co., the 
new stocking is the only one to 
“follow the natural law of limbs,” 
according to the company. In 
Stemwear, the foot and leg are knit 
together at right angles—the same 
angle feet and ankles make bare- 
footed or in low-heeled Capezio 
footwear. This new construction 
thus eliminates ankle wrinkles that 
could occur in stockings knitted 
with the usual 135 ° ankle angle. 

For the moment, Stemwear 
comes in five styles and 14 colors, 
dyed to match Capezio shoes. But 
for the future, Stemwear can be 
expected “to go Capezio all the 
way,” with designs mad enough for 
the maddest Capezienne. 


= Just as the idea for the Stem- 
wear stocking stems from the Ca- 
pezio shoe, so its advertising stems 
from the Capezio campaign. The 
first Capezio ad, two years back, 
showed a strange orange-and-yel- 
low creature, called a Polka-Dotta, 
asking, “Are you mad enough for 
Capezios?” 

The Stemwear ad develops this 
. theme further by picturing the 
Polka-Dotta happily hopping over 
a field of long-stemmed flowers. 
The caption: “Are you mad 
enough to pick Capezio Stem- 
wear?” A footnote explains that 
Stemwear is “A Capezio kind of 


(Continued on Page 36) 


WLEA Sues Nielsen, 
WWHG; Charges 


Inaccurate Survey 


New York, Dec. 5—Charging 
that its reputation with advertisers 
and listeners has been damaged 
by Nielsen coverage study No. 2, 
WLEA, Hornell, N.Y., has filed a 
$50,000 suit against A. C. Nielsen 
Co. and a competing Hornell sta- 
tion, WWHG. 

The suit was filed in the state 
supreme court of Steuben County. 
Station WWHG was made a co- 
defendant because of a newspaper 
ad published in the Hornell Eve- 
ning Tribune last May. The ad, ac- 
cording to the complaint, claimed 
a 100% audience superiority over 
WLEA on the basis of the Nielsen 
radio coverage study. 

The complaint charges that Niel- 
sen made no accurate survey in 
Hornell “in December, 1956 or at 
any other time” and that the fig- 
ures circulated by WWHG are 
“false and misleading.” 

Charles D. Henderson, head of 
WLEA, said his company took this 
dispute to court “because there 
seemed to be no other course to 
settle, once and for all, the materi- 
al damages which were being done 
to many other radio and tv stations 
as well as radio and tv artists by 
some of the so-called experts and 
ratings which are at the least, not 
properly indicative of true audi- 
ence reactions.” 


s In Chicago, Arthur Nielsen Jr., 
president of Nielsen, told AA: “Our 
company’s reputation for careful 
and accurate work is well known in 
the industry. We have no other 
comment to make at this time.” 
Lawyers for Nielsen have filed a 
preliminary motion asking for a 
dismissal of the suit. # 
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mMaD—Stemwear, “a Capezio kind 
of stocking,” is introduced in this 
color page in the New Yorker. 


LNA, BAR Join to 
Offer Radio, TV 
Sponsorship Reports 


New York, Dec. 4—Leading 
National Advertisers and Broad- 
cast Advertisers Reports are pool- 
ing their resources to provide a 
new service covering sponsor ac- 
tivity in network television and 
network radio. 

The alliance is effective Jan. 1 
and fills a vacuum created by the 
discontinuance of the Publishers 
Information Bureau’s monthly tel- 
evision service. Those figures also 
were compiled by Leading Nation- 
al Advertisers. 

Broadcast Advertisers Reports, 
which monitors network broad- 
casts, and LNA report that their 


new network tv service will cover, | 


among other things: 

1. Complete product classifica- 
tion dollar expenditures on a 
monthly basis. 

2. Station lineups for shows and 
advertisers. 

3. Brand breakdowns. 

4. Summary of company net- 
work tv activity. 


® The radio service, which will not 
include any dollar expenditure fig- 
ures, promises to include: 

1, Station lineups for shows and 
advertisers on a monthly basis. 

2. Complete monitored reports 
for the four networks showing 
what products were advertised in 
every minute of commercial 
time, + 


Ideal Group Revises Discounts 

Ideal Women’s Group, New York, 
effective with the April issues, will 
offer discounts to advertisers based 
on the number of pages used over 
a 12-month period rather than on 
its previous system of frequen- 
cy of insertions. Discounts will 


range from 342% on the equivalent 
of two pages to 25% on 24 pages. 


BUVEZ DE RHUM—Marte Brizard, 
leading French liquor producer, is 
using a new Andre Francois poster 
in France to promote its Charles- 
ton rum. The Gauberti Agency is 


handling. 


O Irony! Boeing 
Sale Ends Conflict 
—Too Late for Ayer 


PHILADELPHIA, Dec. 3—N. W. 
Ayer & Son has reason to reflect 
these days about the irony of the 
agency business. 

A year ago it lost a client of 15 
years standing—Boeing Airplane 
Co., Seattle—because of an indi- 
rect conflict with another client, 
United Air Lines. 

United had ordered DC-8 jet 
transports from Douglas Aircraft 
Co. in preference to Boeing’s long- 
range jet, the 707. This put the 
agency in the position of promoting 
in its United ads a competitor of 
Boeing. 

Now the ball has taken another 
bounce, as Boeing has succeeded 
in selling United on its 721 me- 
dium-range jet. Previously, United 
had been thinking of turbo-props 
for medium-range hauls. 


= The order for 30 DC-8s still 
stands, but the airline has also put 
in orders for Boeing’s 721. 

Meanwhile, Boeing’s advertising 
is being handled by Calkins & Hol- 
den, New York, in cooperation with 
Frederick E. Baker & Associates, 
Seattle. # 
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Julian Watkins 


Watkins, Veteran 
Agency Man, Shifts 
from C-M to Burnett 


Cuicaco, Dec. 4—Leo Burnett 
Co. today announced that Julian 
L. Watkins has joined the Chicago 
office as vp in the copy department 
and a member of the plans board. 

A veteran adman and author of 
“The 100 Greatest Advertise- 
ments,” Mr. Watkins moves to 
Burnett from Campbell-Mithun, 
Minneapolis, where he has been 
chairman of the plans board since 
March, 1956. 

He was formerly vp, copy direc- 
tor and creative administrator at 
Campbell-Ewald, Detroit, a com- 
pany he joined in April, 1954, after 
resigning as vp and chairman of 
the creative board of review at 
Maxon Inc, 


s Mr. Watkins began his career as 
a copywriter with N. W. Ayer & 
Son in 1923. He joined Young & 
Rubicam in 1928, switched to J. 
Walter Thompson in 1930, and in 
1935 joined the H. B. Humphrey 
| Co. in Boston, where he remained 
for 16 years before returning to 
JWT. 

Before leaving JWT for Maxon 
in 1952, Mr. Watkins worked on 
the Florida Citrus Commission ac- 
count, and lived for a year in Eu- 
rope while working on the General 
Motors export account. # 


| Thatcher to Williams & London 


Thatcher Glass Mfg. Co., Elmi- 
ra, N. Y., manufacturer of glass 
containers, has appointed Williams 
& London Advertising, Newark 
and New York, to handle its ad- 
vertising. Thatcher also has an- 
nounced plans to open executive 
offices in New York in the near 
future. Taylor M. Ward Inc., Ith- 
aca, is the previous agency. 


Go Ahead, Get Fresh, Bra Ad Intimates .. . 


Single Show May Cost 
$1,000,000; Some Sell 
Is Hard, Some Very Soft 


By Maurine Christopher 

New York, Dec. 3—Much of the 
entertainment, in name at least, on 
tv this season has fallen into the 
spectacular or “special” category. 

The day—if ever such a day 
there was—is gone when sponsors 
shied away from a promising tel- 
evision show simply because it was 
priced at a fantastic figure. 

On the contrary, this fall adver- 


Men’s Shoe Group 
Sets Heavy Spring 
Campaign in ‘Esquire’ 


New York, Dec. 4—A group of 
16 shoe manufacturers will parti- 
cipate in the “largest men’s shoe 
advertising-merchandising promo- 
tion in the history,of the industry,” 
which will get under way next 
spring. 

Leather Industries of America, 
|which will sponsor and coordinate 
the program, said the promotion 
will start with a three-page color 
jad in the April issue of Esquire. 
|A page will be devoted to shoe 
| fashions for March, April and May, 
|respectively. The shoe manufac- 
|turers will be identified in the ad, 
jand a list of their retailers will 
lappear. Sixteen different shoes 
will be pictured in the layout. In 
addition, the 16 manufacturers will 
run their own ads in the same is- 
sue of Esquire, Each will tie in 
with the theme, “Spring ahead— 
leather afoot.” 

The manufacturers include Com- 
monwealth Shoe & Leather, Free- 
man Shoe Corp., French, Shriner 
& Urner, International, and Geo. 
E. Keith Co. 


s Leather Industries of America 
said the promotion will involve 
more than 3,000 shoe retailers. 
Each will get (1) a point of sale 
merchandising kit containing coun- 
ter and window cards, (2) plans 
for window and interior displays 
and (3) sample newspaper ads. 
Shoes also will be promoted via 
fashion shows on tv network pro- 
grams and by newsreel coverage. 

The Leather Industries ad will 
be placed by Peck Advertising. 
Individual manufacturers’ ads— 
ranging from quarter-page to page, 
will be placed by their respective 
agencies. # 


C&W Names Depew, Chase 

Cunningham & Walsh, New 
York, has appointed Richard H. 
Depew a radio-tv account execu- 
tive and program coordinator. He 
formerly was with ABC. C&W also 
has elected Edward T. Chase, as- 
sistant director of public relations, 
a vp. 


Costs Soar, but Advertisers Are Still 
Experimenting with Big Show TV Ads 


tisers have been shelling out dol- 
lars for these name-packed super 
shows with the lavishness of smit- 
ten sugar daddies. 

The bill for some of these one- 
throw tv binges—notably the much 
praised General Motors 50th anni- 
versary party (AA, Nov. 25)—ran 
near the $1,000,000 mark. Last 
week’s Pepsi-Cola and Pontiac 
sponsored “Annie Oakley” produc- 
tion probably was within sight of 
this same fancy fiscal neighbor- 
hood. 


s A sponsor who goes for this kind 
of tv extravaganza would be ex- 
pected to try for commercials that 
would be in the same league with 
the entertainment—that is some- 
thing special, different and atten- 
tion-getting. 

It’s not an enviable task, this 
business of attempting to catch 
and hold the viewer’s attention in 
the commercial break on a long 
show where the audience has seen 
everybody from Kirk Douglas to 
Helen Hayes. 

The problem is a tough one 
whether the effort to produce 
something special in the way of en- 
tertainment hits or misses miser- 
ably. 

If the entertainment is a delight, 
an ordinary commercial seems ev- 
en more ordinary by contrast. If the 
show is a disappointment after its 
loud buildup, a sprightly sales 
pitch might perk up the audience. 
But of course no advertiser wants 
to buy an expensive dud just to 
make his product sell look good. 


s With several examples at hand 
from the season’s output of tv 
specials, this seems like a good time 
to take a look at how various ad- 
vertisers have tackled this problem. 


GM in Soft-Sole Sell 


The best example of an adver- 
tiser whose sell did not come up to 
the standards set by the show 
proper is General Motors. Its 50th 
anniversary celebration on NBC 
drew raves from many of the critics 
and cheered up people who feared 
that sponsors no longer dared to 
take a chance on an off-beat pro- 
duction. Kudner Agency handled 
this special. 

A press release on behalf of Hal 
Roach Studios said that eight 
months of work went into these 
film commercials, but as one typi- 
cal viewer put it next morning, 
they looked just like “another car 
commercial.” 

There was, for example, one 
showing each of the GM cars on a 
platform with a pretty girl standing 
alongside. 

Most people praised the auto 
maker for using good taste and re- 
straint; there were very few com- 
mercials, and they were quite 
short. In fact GM used less than 
nine of the 12 minutes allowed on 


(Continued on Page 108) 


SPECTACULAR APPROACH—This photo, shot in the studio, shows the 
technique MacManus, John & Adams used to catch the viewers’ 
attention during the commercial breaks for Pontiac on “Annie Get 

Your Gun.” 
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U.S. Sees Good 
Yule Trade in 
Most Big Cities 


Of 31 Markets, 13 to 
Have Gains, 10 to Be 
Steady, 8 to Show Dips 


WASHINGTON, Dec. 5—A note of 
cheerfulness over Christmas trade 
prospects has been sounded by 
field representatives of the De- 
partment of Commerce, who say 
sales this year ought to equal or 
surpass those in 1956. 

Their estimates, expressed at a 
meeting here this week, are similar 
to the opinion already expressed 
by the Chamber of Commerce of 
the U.S. 

The Commerce Department’s 
prediction is based on reports from 


staff members in 31 cities in 25 
states. In 13 cities the outlook in- 
dicated better sales than last year, 
while 10 others expected to hold 
their own. A drop was forecast 
from eight markets. 

The U.S. Chamber cf Commerce 
forecast indicated sales of general 
merchandise, apparel] and furni- 
ture, which represent about 30% 
of the Christmas trade, ought to 
be up about 0.5%. Food, eating 
and drinking places and service 
stations were all expected to turn 
in larger sales totals. 

Most of the increase would rep- 
resent price advances since last 
year, rather than an increase in 
volume, the chamber conceded. 


s However, the chamber noted, 
the population is up by more than 
2,000,000 since last year, “so there 
is a larger Christmas market.” It 
also pointed to increases in gross 
national product and disposable in- 
come. 

New York, Dallas, Phoenix, 
Reno, Philadelphia, Los Angeles, 


Detroit and Charleston, S. C., were 
among the cities reporting best 
Christmas prospects, according to 
the Department of Commerce. 
Others on the bright side were 
Greensboro, Jacksonville, Cleve- 
land, New Orleans and San Fran- 
cisco. 

Richmond, Cincinnati, Chicago, 
Memphis, Kansas City, Houston, 
Denver, Salt Lake City, Albuquer- 
que and Seattle were in the “break 
even” group, while Boston, Buf- 
falo, Atlanta, Savannah, Minne- 
apolis, St. Louis, Cheyenne and 
Portland, Ore., were reported on 
the down side. # 


Dr. Schultz Resigns as 
Lanolin Plus President 

Dr. Joseph Schultz has resigned 
as president of Lanolin Plus Inc., 
Chicago. James P. Selvage, new 
board chairman of the company, 
said a successor has not yet been 
named. Dr. Schultz said he would 
announce his plans in_ several 
weeks. 


BEGAVGSE. . 


A quality product deserves a quality 
presentation... Personal Products Cor- 
poration came to Gibraltar for this pre- 
packed corrugated self-shipper. The first 
Modess Tampons self-shipper...and we 
quote . . .“is making Tampon merchandis- 


ing history”! 


You, too, can make history. Just call 
The Man From Gibraltar. 


CORRUGATED PAPER COMPANY. INC. 


350 Worren St., Jersey City 2, N. J. 
NEW JERSEY: HENDERSON 2-4462 
NEW YORK: 


CHICAGO: 
DIGBY 4-0580 


737 WN. Michigan Ave., Chicago 11, Il. 
MICHIGAN 2-1602 
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It’s up to sales and ad people to save the 
nation from another depression, Coca- 
Cola’s Robi says Page 2 


Warm Hearted House project by Minneap- 
olis-Honeywell includes locked duffle 
bag mailing Page 2 


Chiecage Daily News’ Harris tells admen 
that the poorest advertising job in the 
country has been done by admen on 
their own behalf 


Stemwear is the only stocking to ‘follow 
the natural law of limbs,” Capezio 
says 


Cemmercials for spectaculars present 
problems to advertisers 


Bright colored foreign and sports cars 
skitter around Philadelphia area bear- 
ing salesmen selling Gretz beer .Page 28 


Polk Bros. shows American sales tech- 
niques to European merchandis- 
ers Page 29 


Competition stiffens in British women’s 
magazines as two new publications, 
advent of color threaten publishing bat- 
tle Page 30 


Mass manufacturers must move on to new 
outlets—including di 
tells shoe group 


asters 


Stadehak hodul 


16-page supplement 
in five metropolitan newspapers Page 35 


Management skills in agencies are going 
to be called upon increasingly in 
the future, Brorby tells Four A's 
group 


Bonded and straight whiskies will outsell 
blends within two years, Corrado ~— 
dicts . - o Page 44 


Sheaffer schedules “January Write Sale” 


to combat early-year slump ........ Page 45 
Christmas parties improve employe mo- 
rale, 75% #of executives believe: 
a Page 46 


Business papers have reputation for un- 


sound survey tactics; impartial check 
needed, Gleiss tells Dotted Line 
UE “tastacteweme Page 47 


Industrial Marketing finds that business 
paper ads dipped slightly in November 
but are still ahead 2.9% in 1957 .Page 48 


Hot and heavy fight for Puerto Rican 
beer market finds local producers still 
dominating Page 50 


Modern Miss charges that Miss infringes 
copyright 


Good women of Britain complain about 
too much sex in ads Page 60 


Highlights of This Week's Issue 


German marketers study American meth- 
ods of moving used cars ...............Page 62 


Chemical and chemical process industries 
to hit $800,000,000 ad total this year, 


Monsanto’s Gillis Say8 ...........0- Page 63 
Meredith Publishing starts $10,000,000 
DulldiINg PTOBTAM .occecccccceeeeee Page 64 


A. C. Nielsen finds that supermarkets top 
drug stores in ten drug lines ....Page 66 


An airline, a doll manufacturer and an 
agate marble company join in a Cin- 
derella holiday promotion 


Chart shows some of the major account 
shifts in the first 11 months of 
"57 Page 70 
Call off cold war in motivation research, 
Roshwalb suggests Page 78 


FTC raps high-pressure ad-sales methods 
of New York labor paper .............Page 83 
Rubel spells out agency operating facts to 
dispel visions of high profits, easy liv- 
ing Page 85 
Another adman swings at Vance Packard, 
charging “exaggeration of the dangers 
that advertising poses” ...............Page 93 


Seiler celebrates 50 years with Cramer- 


Krasselt Page 04 
$840,000 British Trawler Federation ac- 
COUNT BTOWS TESLIVE ......cccccrrereereeK age BT 


Renault plans to sell more than 55,000 
cars in U. S. next year .................. Page 98 


Kroehler to commemorate 65th year with 
$1,000,000 three-month push ...Page 100 
Women “desire to be desirable,” is ad 
theory of Mogul’s Lockman ........ Page 104 


Southern Califernia b ters budget $600,- 
000 for 37th annual campaign .Page 106 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path ...... 
Cc i & Conv ove 
Creative Man’s Corner ... 
Department Store Sales ... 
Direct Mail and Mail Order 


4. 


Drawthinks . *1 
Editorials 12 
Getting Personal 16 
Information for Advertisers ................... “4 
Looking at Radio & TV. . 
Obituaries 20, ‘32, 41, 107 
On the Merchandising Front .............. . 


Photographic Review 
Rough Proofs 
Salesense in Advertising ................ 
This Week in Washington .... 

Voice of the Advertiser .. 
What They're Saying a 
Voom Ogre to Bm oie ccccccccseceeeecereensnnenvee 


Milanese Elected President 
International Color Gravure, and 
its affiliate, Supertone Inc., both 
New York, have reorganized top 
management. William A. Milanese 
is president, James V. Indiveri is 
vp and Michael H. Leuschner 
treasurer-secretary. International 
specializes in the preparation of 
color positives for rotogravure 
printing. Supertone specializes in 


preparing material for reproduc- 
tion in monotone gravure. 


Cullen Appoints Freed 

Walter C. Freed Jr. has rejoined 
John W. Cullen Co., publishers’ 
representative, as manager of the 
Chicago office. Mr. Freed, who suc- 
ceeds the late George E. Gilbert- 
sen, has been with Family Circle 


the past several years. 


1 


: cr 


Wertising Agen 


R-OFFICE 


This news item will help with 
your pitch to the Gillen group. 

Phoenix is setting a remarkable 
pace for growth, - let's take advan- 
tage of the situation, 
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There's nothing so powerful as an idea | 
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The right idea can change the everyday 
living habits of millions of families. 
And that’s the kind of ideas Better 
Homes & Gardens specializes in. 
Every page of this famous idea 
magazine shows men and women 
whose first interest is home and family 
how to make their dreams come true. 
The dream could easily be a new kitchen 
—a wonderful new kitchen where Dad 
and Junior can shine as part-time chefs 
and Mother and Sis can whip up a 
plain everyday sandwich or a holiday 
feast with equal pleasure. 

Better Homes & Gardens keeps nudging 


ot America reads : H a6 


4,350,000 COPIES MONTHLY 


the family toward their goal with ideas that 
set them to talking and doing and then 
buying all the things they need to put 

their plans into practice. A new 

kitchen leads to all sorts of new 

/ habits—to new interest in kitchen 
3 equipment, and cooking and foods. 
What a sales climate BH&G 
provides for any product that 
contributes to better family 
living! It’s unique among all the 
major media. Meredith of 

Des Moines . . . America’s biggest 
publisher of ideas for today’s living 
and tomorrow’s plans 
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‘My Doctor Daddy’ Art Contest, Traveling 
Show Create PR Windfall for Nepera Labs 


(Continued from Page 2) ad manager for Nepera and now 
lis in March and Detroit in April—j|a Nepera account executive at 
all of these by unsolicited request |Lambert & Feasley. Mr. Garbat’s 
of the exhibitors. 1958 recommendations to the client 

Credit for originating the pro-|call for initiating an ad schedule 


motion goes to Julien Garbat, then in medical journals, doubling the 


mailings to doctors and an accel- 
erated public relations program. 


® My Doctor Daddy art contest was 
launched last March with a single 
mailing, prepared by William 
Douglas McAdams and containing 
contest rules and information on 
the prizes. The mailing was sent 
to about 100,000 physicians. Aside 


EVEN IN JAPANESE IT’S: “Sell the POST 
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they tell the others!” 


from mentioning Nepera Labora- 
tories division in the address, etc., 
the only advertising in the mailing 
piece was on a flyleaf, which read: 
“For physicians’ children only. 
$3,000 in prizes... For all children 
new Mandelamine suspension... 
effective, safe, palatable urinary 
antiseptic.” The contest was also 
announced in “Scope,” medical pa- 
per published by the competitive 
Upjohn Co., and the business press. 

3,000 entries were received. Mr. 
Baruch considers the 3% return 
unusually satisfactory for (a) a 
single mailing which had to be 
culled from the hundreds weekly 
pouring into the doctors’ offices 
and (b) had to be brought home 
for discussion with the children 
(c) who- had to be under the 12- 
year age limit to enter. 


® Reuben H. Donnelley Corp. nar- 
rowed the entries down to 96, and 
a judging panel composed of two 
artists and a pediatrician picked 
the order of winners. They were 
announced at a press lunch in May. 


AHEAD FOR KEEPS 


Last year the success was stunning. From the 
moment the new Plymouth was unveiled there 
was no stopping this car that suddenly leaped 
three years ahead. Its sales record dazzled 
the industry. In one swift sweep Plymouth 


became the car to catch. 


This year the challenge is plain: “Can the 


finest be made finer?” 


The dramatic new models, just announced, 
accept the challenge. The long, low Silver Dart 
Styling, the luxurious Torsion-Aire Ride, the 
Golden Commando V-8 Engine—these and 
other advances serve notice that there’s still 


no catching Plymouth. 


Since 1943 we have been associated with 
the Plymouth Division of Chrysler Corpora- 


Philadelphia - New York 


San Francisco + Hollywood - 


tion, makers of the car that’s “ahead for keeps.” 


N.W. AYER & SON, INC. 


* Chicago + Detroit 
Boston 


Honolulu 
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Press pickups ran in many of 
the home town papers among the 
96 areas from which winners came; 
in three medical publications, to- 
taling about 350,000 circulation; 
and in a spread in the New York 
Times Magazine of some of the 
winning drawings. Medical & 
Pharmaceutical Information Bu- 
reau handled pr. 

An exhibit of the drawings and 
paintings was also scheduled for 
the American Medical Assn. con- 
vention at the Coliseum in New 
York in June. 

At the convention, more traffic 
was clocked through the art exhib- 
it than the company’s technical 
booth, and television networks and 
film syndicates were on hand to 
interview several of the youthful 
winners. 


® The idea of making the exhibit a 
traveling one came from AMC 
stores, who had seen the Times 
publicity and convention booth and 
asked Nepera if it could borrow 
the drawings for a tour of AMC 
department stores. 

Nepera said yes, provided (1) it 
could choose the stores and (2) the 
exhibit would have some medical 
tie-in. 

The first exhibition took place at 
| Dayton’s, in Rochester, Minn., last 
|August. The store is across the 


| street from the Mayo Clinic, and 


|the exhibit was publicized on the 
| clits bulletin boards and in the 
/local press and broadcast media. 
| Originally scheduled for one 
| week, it was extended to three. 
One of the results was an easier ac- 
cess to Rochester physicians, re- 
ported by Nepera detail men. 

Next on the list came requests 
from the Cleveland Health Muse- 
um and from Foley’s department 
store, in Houston, for an exhibit 
during the southern medical con- 
vention. 


s All of these have asked for re- 
turn engagements and additional 
unsolicited requests have come in 
to the delighted Nepera offices. 
Among these are (1) the Dallas 
Health Museum, which will sched- 
ule it next month in conjunction 
with a Doctor Daddy Month; (2) 
a Memphis bank, which will dis- 
play it in a new branch office in a 
medical building, opening in Feb- 
ruary; (3) the Lubbock Health 
Museum (and then back to Min- 
neapolis for the opening of a new 
shopping center which includes a 
medical building) in March; (4) 
the Hudson Co., Detroit, in April. 

For all these tours, Warner- 
Lambert supplies the exhibit— 
neatly packed in three boxes—lo- 
cal press releases and incidental 
public relations. “Have boxes, will 
travel,” Mr. Baruch sums up. 

The entire 1957 promotion, in- 
cluding prize money, cost Warner- 
Lambert an “amazingly inexpen- 
sive” $15,000, according to Mr. 
Baruch. 


# While the main value of the 
Doctor Daddy contest is institu- 
tional, an attempt will be made in 
the 1958 effort to tie in the promo- 
tion more directly with the prod- 
uct. Nepera hopes thereby to add 
| sales as well as stature to its or- 
ganization. # 


Appeals Court Upholds Libel 
Suit Against Brush-Moore 

The court of appeals, Annapolis, 
Md., has upset a lower court ruling, 
which dismissed a libel suit 
brought against the Brush-Moore 
Newspapers Inc., Canton, O., by 
Sheriff Jesse M. Pollitt, of Salis- 
bury, Md. The high court held that 
an article published in the Salis- 
‘bury Times contained statements 
|that were libelous per se, and sent 
the suit, which seeks $50,000 dam- 
jages, back to the Wicomico circuit 
court for further proceedings. The 
court upheld the dismissal of a sec- 
ond libel suit for $100,000 damages 
brought against the newspaper 
chain by the sheriff. 
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What a sattt 


... the advertising pages of SPORTS ILLUSTRATED 


Now watching TV is a true spectator x port 
ee a 
5) Gtmenar @ crtcraie 


General Electric combined its Fall 1957 cam- 
paign with a “Sportstacular” promotion to 
Spark 63 distributors, 400 salesmen, 10,000 
GE outlets—one of the most successful the 
company has ever staged. 


THE MIGHTY CHRYSLER 


3007C 


MEE CAR MOE! POWERFUL CAR: TPO HF! 


Chrysler has used SPORTS ILLUSTRATED 
for Imperial, 300-C, Dodge, Plymouth, the 
Forward Look, marine engines. (Also in SI: 
Ford, Thunderbird, Mercury, Lincoln, Con- 
tinental; Corvette, Pontiac, Chevrolet.) 


Koowhelgectle people buy fayerial 


wy buy it by the cune 


Whitey ty Hiren Wither 


> 


In just the past year, America’s national 
sports weekly has jumped from 13th to 4th 
place among all magazines in pages of liquor 
advertising. Hiram Walker, for example, 
runs seven separate brand campaigns. 


< bether wet te prete.t sour meet ogy 
tlh te the prwgle at Chase Mathotten 


veyry 


Miantiarvan 
RANK 


Chase-Manhattan’s Trust Department sells 
against SI's background of the good life— 
with an imaginative use of color in the East. 
ern Regional Edition. SI has eight other re- 
gional color advertisers. 


McGregor is one of more than 180 apparel 
advertisers who have lifted SI into first place 

g all magazines in pages of men’s wear. 
A survey among merchants shows SI second 
only to LIFE in merchandising impact. 


SPOKTS ILLUSTRATED is also up from 
22nd to 7th in pages of hotel, travel, and re- 
sort advertising. 76% of SI’s readers have 
traveled outside the U.S.A. (compared with 
3% for the population as a whole). 


in breeze soft Du Poot ORLON 


DuPont shows up in SPORTS ILLUSTRAT- 
ED nearly every week—promoting women’s 
and men's wear to style-setters —selling 
Nylon tires to two-car families all over the 
United States. 


Masewny desing ine : m il 


Pepsi-Cola’s color pages go hand in hand 
with good health, good looks, good groom- 
ing—and SI also carries campaigns from 
Bristol-M yers,Coty, Lanvin, Warner-Lambert, 
Shulton, Eversharp-Schick, among others. 


ADVERTISING GAINS, 1955-1957 
T T 
(Total, National & Regional Pages) 
1957* 


400 


200 


*Decembe: advertiing poges eitimoled 


More than 600 advertisers are giving 
SPORTS ILLUSTRATED the biggest page 
gains of any magazine. SI continues to grow, 
as advertisers discover its versatility as a 
“setting for selling.” 


During 1957 Anheuser-Busch added SI to 
their schedule—to increase impact where sell- 
ing is most profitable: the leading country 
clubs, yacht clubs, field clubs, and the homes 
where the most entertaining is done. 


sm 


A prewaie comversaien af OM berwenn My Lord & My Tepter 


Lord & Taylor is one fine store which uses 
the magazine to pinpoint its best clientele. 
Others include Saks Fifth Avenue, Marshall 
Field, Roos Brothers, Halle Brothers, Nie- 
man-Marcus, I. Magnin. 


Aa only 3 years, SPORTS IL- 
LUSTRATED is already knocking 
on the doors of America’s top ten 
magazines in pages of national and 
regional advertising. 


In addition to leading the field in 
advertising page growth, SPORTS 
ILLUSTRATED has virtually start- 
ed a marketing revolution. Scarcely a 
major U.S. department store has not 
already tied in with its “selling with 
sport” promotions. 


For SPORTS ILLUSTRATED is 
in the middle of the fast-moving cur- 
rent of American marketing. Right 
now is the perfect time for you to 
assign America’s contemporary class 
magazine to do your selling for you 
in the competitive months ahead. 


SPORTS 
ILLUSTRATED 
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Anti-Trust Suit 
Hits Volkswagen 


Sales Practices 


German Car Seller Had 
Exclusive Territory, 
Parts Deals, U.S. Finds 


WASHINGTON, Dec. 6—Anti-trust 
officials underlined their determi- 
nation to resist any revival of “ter- 
ritorial security” in the automobile 
industry by filing a complaint to- 
day charging that Volkswagen of 
America Inc. has tried to enforce 
exclusive sales territory arrange- 
ments for its 14 distributors and 
more than 300 dealers. 

The action came within a few 
days after a spirited defense of 
automobile “bootlegging” by anti- 
trust chief Victor Hansen. In a 
speech before independent auto- 
mobile dealers here last week, the 
anti-trust chief said non-franchised 
dealers have a right to sell cars 
at whatever price they wish, and 
to take their chances in the mar- 
ketplace (AA, Dec. 2). 

The complaint against Volkswag- 
en also is directed at the 14 dis- 
tributors. It says a system of con- 
trol was worked out requiring 
distributors and dealers to sell ex- 
clusively in their own territories. 
It also contends efforts were made 
to keep cars and parts out of the 
hands of unauthorized dealers. In 
addition, it complains that dealers 
were required to carry Volkswagen 
cars and parts exclusively. 


@ The anti-trust division said the 
Volkswagen has achieved wide- 
spread popularity here. In 1956, 
it said, sales of new Volkswagen 
automobiles accounted for more 
than $75,000,000 of a total of $175,- 
000,000 in foreign car sales. 

Anti-trust chief Hansen com- 
mented that the types of activities 
challenged in the case “have re- 
peatedly been held by the courts 
to violate federal anti-trust laws. 

“Price fixing, territorial alloca- | 
tions and agreements not to deal 
in competitive products contravene 
the principles of our competitive 
economy and require vigorous | 
prosecution under the anti-trust | 
laws,” he said. 

The anti-trust division has taken 
the position repeatedly that simi- 
lar practices on the part of auto- 
mobile manufacturers and dealers 
in this country would violate the 
anti-trust laws. # 


Masterson Joins ‘McCall's’ 

Frank Masterson, formerly sales 
promotion manager of the Rem- 
ington electric shaver division of 
Sperry Rand Corp., has joined 
McCall’s, New York, as appliance 
promotion manager, succeeding 
H. D. Dardenne, who has been 
named grocery promotions manag- 
er (AA, Dec. 2). 


YULE GUM—W™m. Wrigley Jr. Co. is 
promoting its Spearmint with a 
special Christmas package plus a 
self-standing Santa made of vac- 
uum formed plastic. W. L. Stens- 
gaard & Associates, Chicago, pro- 


Exclusive! Moisturizes scalp to stoy 


——rT 


- 


ie wenateada ee BRASS o 


ON THE MOVE—Top Brass, launched 
by Revlon in Atlanta, Denver and 
Cincinnati, has made its first ex- 
pansion by moving into the entire 
West Coast with a heavy radio, tv 
and newspaper drive including this 
ad in Los Angeles. Emil Mogul Co. 
is the agency. 


K&E’s Dwight Mills 
Plans to Retire 
Some Time in 1958 


New YorkK, Dec. 5—Dwight M. 
Mills, chairman of the executive 
committee of Kenyon & Eckhardt, 
will retire some time next year. 

In a memo to K&E executives, 
Mr. Mills—a member of K&E’s 
long-time triumvirate of Thomas 
D’Arcy Brophy, Edwin Cox and 
Mr. Mills—said he would be re- 
tiring shortly, but mentioned no 
specific time. No official announce- 
ment has been made by the agen- 
cy, nor was there any talk at this 
time of his possible successor. 

Mr. Mills came to K&E in 1934, 
shortly after Mr. Brophy and Mr. 
Cox, and was 
named president 
of the agency in 
1949. He served 
two years as 
president and has 
since been chair- 
man of the exec- 
utive committee. 
He is part of the 
team which saw 
the agency grow 
from postwar 
billings of $19,- 
000,000 to an estimated $90,000,000 
in 1957, Billing during his tenure 
as president rose from $28,000,000 
to $39,000,000. 


Dwight Mills 


s Mr. Brophy retired as board 
chairman of the agency in Septem- 
ber, and was succeeded by Mr. 
Cox. Mr. Mills was named a vp of 
K&E in 1935, and from 1942 until 
1949 was exec vp. 

Born in Arcola, Ill., Dec. 9, 1901, 
Mr. Mills received a bachelor of 
science degree from Northwestern 
University in 1923 and began his 
business career with S. H. Kress 
Co. 

Following a short stint as per- 
sonnel director for Northwestern, 
Mr. Mills joined A. W. Shaw Co., 
Chicago business publisher, and in 
1927-1928 served as the company’s 
eastern representative. During the 
same period, Mr. Cox also was 
with A. W. Shaw. Before joining 
K&E Mr. Mills was advertising 
manager of Business Week. # 


Gilbert Heads ANA Committee 

Carlton Gilbert, director of ad- 
vertising of U. S. Rubber Co., has 
been named chairman of the Assn. 
of National Advertisers coopera- 
tive advertising service committee, 
succeeding Elmer Ward Jr., exec 
vp and ad director of Palm Beach 
Co. Mr. Ward will continue to 


New York, Dec. 5—The only 
practical result of the evidence 
linking lung cancer with the use of 
tobacco “observed to date is an at- 
tempt on behalf of the tobacco in- 
dustry to increase, or at least main- 
tain, tobacco consumption through 
a stepped-up advertising cam- 
paign.” 

That charge is made by Brian 
MacMahon, M. D., Ph. D., professor 
of environmental medicine and 
community health in the downstate 
medical center of the State Univer- 
sity of New York, in a letter to the 
New York Times today. It is a re- 
ply to a letter previously published 
(AA, Dec. 2) in which Dr. Milton 
B. Rosenblatt, associate professor 
of medicine, New York Medical 
College, declares there is no statis- 
tical basis for linking cigaret smok- 
ing and lung cancer. 


es “The risk of developing lung 
cancer is proportional to the 
amount smoked,” Dr. MacMahon 
says. “In a very careful study of 
40,000 English physicians it was 
found that the death rate from lung 
cancer was 40 times higher among 
those who smoked 25 or more cig- 
arets a day than among non-smok- 
ers. It is quite inconceivable that 
any of the recognized defects in 
such studies could explain a rela- 
tionship of this magnitude. 

“After nearly ten years of inten- 
sive investigation by modern sta- 
tistical, epidemiologic and experi- 
mental methods, no satisfactory 
explanation of this relationship, 
other than that smoking induces 
lung cancer, has been discovered. 
“Tobacco smoke contains known 
cancer-producing chemicals, one of 
which (3.4-benzopyrene) is one of 
the most powerful carcinogens 
known to us. 

“It would be naive to believe 


Neuberger Attacks 
Postal Rate Hike as 
Threat to Business 


PORTLAND, OrE., Dec. 6—A mem- 
ber of the Senate post office com- 
mittee charged today that a “pay- 
as-you-go” policy for the Post 
Office Department would result in 
stiff rate increases which would 
be exceedingly harmful to some of 
the smaller businesses which rely 
on mail services. 

In a speech before the Oregon 
Newspaper Publishers Assn., Sen. 
Richard Neuberger (D., Ore.) said 
he wants postal revenues to be as 
near as possible to costs and ex- 
penses, “but I do no‘ want a false 
standard raised for fusing these 
two areas,” he added. 

“We could balance the postal 
budget at the cost of impairing the 
nation’s economy, particularly to 
the detriment of the less favored 
users of our mail system.” 

Listing the important public 
benefits which come from inex- 
pensive postal service, the senator 
told publishers, “I am not afraid 
to vote general taxes to help make 
up any postal operating deficit 
which is due to an adequate and 
efficient postal system which 
serves the American public at 
equitable rates.” 


s Turning to the postal rate bill 
approved by the House earlier this 
year, he said the proposal for a 
60% increase over a four-year pe- 
riod would tend to foster monopoly 
in the press. Unquestionably some 
of the larger publishers could ab- 
sorb this increase, he argued, “but 
what about the smaller publica- 
tions whose profit margins are de- 
clining?” 

He said he also regarded the 
proposal to boost the bulk third 
class piece rate from 1%¢ te 2%¢ 


duced the display. 


serve on the committee. 


Advertising Age, December 9, 1957 


|Tobacco Industry Combats Link to Cancer 
by Boosting Ad Programs, Doctor Charges 


that smoking is the only cause of 
lung cancer. Constitutional factors | 
are also important, and there are| 
no doubt sources of carcinogens | 
other than tobacco—for example, 
the atmospheres of towns. But 
there is no disease for which a 
single cause can be postulated. 
Practical preventive measures do 
not require elucidation of the whole 
complex causative mechanism. 


= “It is even more naive to assume 
that if tobacco smoke produces can- 
cer of the lung it should also pro- 
duce cancer of the mouth and up- 
per respiratory tract. It is well 
known that tissues have specific 
sensitivities to specific carcinogens, 
as witness, for example, the blad- 
der tuaniline derivatives. Even 
within the same organ, the lung, 
there is an uncommon type of tis- 
sue tumor which is not related to 
smoking. 

“Few workers in the field would 
agree with Dr. Rosenblatt’s sugges- 
tion that improved diagnosis could 
account for the whole of the in- 
crease in lung cancer noted in mor- 
tality statistics, hospital statistics 
and autopsy reports. The reasoning 
is too detailed to present at this 
time. 


s “However, regardless of th 2 past 
status of this disease, lung cancer 
now accounts each year for about 
1,500 deaths of males in New York 
City and about 25,000 male deaths 
over the country as a whole. 

“It is by far the commonest form 
of cancer, accounting for nearly 
one-quarter of all cancer deaths of 
males, and 3% of all male deaths. 
It is clear that we have on our 
hands a major epidemic—whether 
it is of recent origin or not is a 
secondary consideration. 

“Dr. Rosenblatt’s plea for the 
wise use of time allotted to aca- 
demic studies is a reasonable one. 
One way in which such time can be 
wasted is through failure to act 
upon knowledge gained from aca- 
demic studies. 

“Far from resulting in any ‘pres- 
sure propaganda’ in behalf of the 
‘theory,’ the only practical result 
of this new knowledge observed to 
date is an attempt on the behalf of 
the tobacco industry to increase, or 
at least maintain, tobacco con- 
sumption through a stepped-up ad- 


vertising campaign.” + 


LESTER t. COLBERT, 


president 

Chrysler Corp., will receive the 

1958 Gold Medal of Achievement 

from the Poor Richard Club at the 

club's 53rd annual dinner Jan. 17 
in Philadelphia. 


of 


Caramel Marsettes 
by Mars Will Bow 
Following ‘Mint’ Test 


(Picture on Page 1) 

Cuicaco, Dec. 5—A color page in 
the Jan. 13 Life will introduce 
Mars Inc.’s new Marsettes, choco- 
late covered caramel pieces in roll 
form. Other color pages are sched- 
uled for February, March and 
April. 

An 18-week test in three mar- 
kets preceded the introduction of 
Marsettes. For this test a mint- 
filled product called Mars Creme 
Mint Bits was used to conceal ac- 
tual marketing plans, Mars says. 

“This was a calculated risk,” ac- 
cording to J. R. Fleming, vp and 
general manager, “but we knew 
from exhaustive taste tests that 
mint as a flavor is not the favorite 
that caramel is. So we were sure 
that no matter how well a mint 
product sold, we had one in the 
laboratory that would outsell it by 
a country mile.” 


s The new product is packaged in 
gold foil with an outside wrapper 
featuring a picture of the product, 
the name “Marsettes,” the price 
(10¢) and the Mars trademark. 

Consumer advertising will be 
beamed primarily at adults, Mars 
says, but will not exclude children. 
It will feature appetite appeal, the 
prestige of the Mars name and the 
convenience of the roll package. 

Knox Reeves Advertising, Min- 
neapolis, is the agency. + 


New York, Dec. 6—If anybody 
had been staying up nights worry- 
ing about the possibility that the 
tv networks might accept “secret 
pitches,” he can relax. 

The network stand on subliminal 
messages was formalized this week 
in directives released by the heads 
of NBC and CBS-TV. ABC-TV 
executives also made it clear that 
they would not accept subliminal 
advertising, though they put out 
no formal directive on the subject. 

NBC’s president, Robert W. Sar- 
noff, said “it is NBC’s position 
that in the light of the present lack 
of knowledge of the effects and 
‘implications of subliminal adver- 
tising, employing it in broadcast- 
ing would be improper.” 


s The memo from Merle S. Jones, 
president of CBS-TV, stated: 
“The legal, social and ethical 
implications raised by subliminal 
perception, as we understand it, 
are sufficient to preclude it from 
use in any form on the CBS Tele- 
vision network and our company- 
owned stations. Furthermore, it 
has been and will continue to be 
our policy to insist that all adver- 
tising messages transmitted over 
our facilities are clearly identified 


as far toe drastic. + 


as such to the viewers.” # 


Nets Vow They'll Eschew Subliminal Ads; 
FCC Peek into Method Postponed Until 1958 


WASHINGTON, Dec, 5—A Federal 
Communications Commission 
“look-see” into subliminal percep- 
tion was postponed today after a 
sponsor of the controversial new 
advertising technique reported it 
had run into technical and staff 
problems. 

A closed-circuit showing for the 
commission had already been ar- 
ranged, using the facilities of 
WTOP-TV, the Washington Post 
station, when the Subliminal Pro- 
jection Co., New York, informed 
FCC verbally it is unable to go 
ahead now. 

According to an FCC release, the 
company said it has “technical and 
staff problems and organizational 
reasons” for requesting a post- 
ponement, but that it may be able 
to go ahead “after the first of the 
year.” 

FCC said that it will consider 
witnessing a demonstration after 
the holidays. 

Last week FCC announced it is 
concerned about the possibility 
that the subliminal technique may 
be used to put commercials on the 
air without adequate notice to the 
public. It said it wished to see a 
demonstration before determining 
whether new regulations or legis- 


lations are required. + 
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TDOOR HAS HEAVY SALES IMPACT § 
OR MOGEN DAVID WINES 


a — ae 


“= 
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PRODUCED AND BOTTLED BY MOGEN DAVID WINE CORPORATION, CHICAGO (LUINOIS 


ae : ¥ oer 4 Sl Outdoor Advertising ) | 


Poster designed by Edward H. Weiss and Company. 


“Outdoor advertising was chosen as an integral part 
of the 1957 multi-million dollar Mogen David Wine 
campaign to pinpoint our selling message at the local 


Mr. Bernard J . Wiernik level in major markets throughout the country. 


Vice-President, Sales and Advertising 
Mogen David Wine Corporation, says 


As long-time users of Outdoor advertising, we are well 


aware of its selling effectiveness and heavy impact 


on retailers and consumers alike.” 


83.4% of all peopie who drink or serve wine see and remember OUTDOOR posters! 


OUTDOOR ADVERTISING INCORPORATED |. QA | 


NATIONAL SALES REPRESENTATIVE OF THE GUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
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Another true-to-life story about some mare-veiweve characters 


How to hitch the horses 
to the horsepower 


in Chicago! 


The latest model Pegasus Se was winged horsepower 


with all the trimmings—underslung body, high torque, and lines like a moon rocket. 
And it was Henry Gasser’s pleasant duty to drum up countrywide 
sales excitement for this latest product of Hummer Motor Co. engineering. 
How to get the most sales influence per dollar was Henry’s 
( 3 
+ 3 So that’s what he was discussing with Joe, free-wheeling 


problem. 
<= 

expert from the Chicago Tribune. 

**Markets are people,”’ vocalized Joe. ‘‘And like people, some markets 
have more influence than others. “ Via. First, there are towns. 
Next there are cities which influence their satellite towns. Then there are regional 
cities which exert a major influence over large regional areas.” 

“Yes,” agreed Mr. Gasser. ‘And we have advertising expenditures 
tailored to fit each type.” 


“But there’s a fourth type of city,”’ continued Joe, “‘called the 


Continental City, that exerts an influence over an entire Continental area. In the 
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Kw) CS ) 
United States, there are only three Continental Cities oy 4 


—one on the East coast (near a bridge), one on the West coast (also near a bridge), 
and one in between.” 
‘*‘But what have these Continental Cities got besides more headaches 
and bigger traffic problems?” eHEL queried Mr. G. 
S 
ou 
“Just this,” explained Joe. ‘Continental Cities are where ideas and 
opinions begin, tastes and styles are set, customs and trends originate. People 
all over the U. S. recognize this special influence and 9 times out of 10 follow 
the buying patterns of Continental Cities. So, the influence areas of Continental 


Cities extend way beyond their traditional trading areas. 


And advertising dollars invested there help augment other advertising to build sales 
for all your dealers—from Great Falls to Little Trickle.” 
“But,” complained Mr. ™ “it o ame to measure 
something like that with a slide rule.” Scab) 
SI? 
**You’re right,” replied Joe. ““That’s why the Continental City 
concept is so important . . . and so often overlooked. It is somewhat intangible. But 


smart marketing men sense and observe how much easier it is 


to sell the United States if they sell the Continental Cities . . . not just on the 
basis of their high sales potentials but on the basis of their radiating influence.” 
““Now you’re talking my language,” replied Henry. 
‘*‘And your language makes dollars and sense,”’ admitted Joe. 
“But no matter whether you’re talking influence selling otnadiaen selling, the 
word for big influence in Mid America’s Continental City is Chicago Tribune.” 
Now maybe you sell cigarettes or antennas instead of automobiles. But 
if you want to sell more of them to the people who set the pace, call on Joe. 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


And Joe’s the joe to give the facts to you. 


Chicago Tribune _ 


THE A 8S GREATEST NEWSPAPER 
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12 
The Editorial Viewpoint... 


Let's Do Everybody a Favor 


If all my possessions were taken from me with one excepting, I would choose 
to keep the power of speech, for with it I would soon recover the rest. 
—Daniel Webster 


We are indebted to Frank Snell of Compton Advertising for this 
tagline to his speech at the eastern Four A’s conference, because it 
provides a handy text for a sermon we've been aching (and that’s 
the right verb) to preach. 

We've been on the convention belt lately, and we can report that 
the speeches haven’t improved any. Most are pretty dreary. It has 
always puzzled us that this is true. Most advertising men are wise 
and witty in conversation; their informal talk demonstrates all 
those virtues which their public utterances lack so conspicuously. 
Something about the microphone and the sea of steaming faces 
seems to effect something like a drab transformation—from cham- 
pagne into mashed potatoes. 

Advertising requires communication skills. Many of its practi- 
tioners are remarkably articulate and often are serious students 
of the business, and of the fields of social science from which many 
of its ideas are drawn. Further, because advertising places a premium 
on originality, imagination and the inventive turn of mind, many of 
its practitioners daily exhibit astonishing creative power. 

Why, then, are the speeches so pedestrian? 

We think there are two reasons. One is that advertising talks 
tend to be made (a) before one’s customers or potential customers 
or (b) before one’s competitors. And it seems to us that admen shy 
away from sparkle before customers in an effort to convince the 
audience that they, and their organizations, are sound, solid people. 
This leads to caution, caution leads to cliche, cliche to catastrophe. 
The fact that it is a quiet, polite, numb catastrophe doesn’t change 
its catastrophic character. 

Before their competitors, admen tend to cover up, in an effort to 
conceal originality—and are remarkably successful. 

We have no simple solution, but we have two simple suggestions. 
One is that it is a good idea not to accept the invitation to speak 
unless you have something to say. The second is that if you have 
nothing to say, the less time you take in saying it, the better. 


Why Not Basic Research? 


A friend used to amuse us with his suggestion that every home 
and every business should have incorporated within it a Partial 
Solution Department. It was his firm belief that while solutions to 
most problems were difficult or impossible to come by, it was always 
possible to work out a partial solution. 

A partial solution of what to do about dirt accumulating on your 
floor, for example, might be (a) to sweep it under the rug; (b) to 
bring in a fan to blow it up in the air so it no longer reposed on the 
floor; or (c) to hire somebody to figure out what to do about it. 

We are beginning to suspect that, as far as advertising problems 
are concerned, the researchers have all gone into the partial solutions 
business. 

The trade press, and the general press too, is filled with all kinds 
of research arguments about abstruse conceptions like motivation 
research and subliminal perception, and with thrusts and counter- 


Advertising Age, December 9, 1957 


Gladys the beautiful receptionist 


—Gerald J. Weipert, W. B. Doner & Co., Detroit. 
“Are you going to the office Kissmas party this year?” 


Advertising Age 
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joated Puuei 


thrusts at the validity and importance of this or that study of broad- 
cast listening or magazine reading, or the impact of one message as 
compared with another. 

All these are important, no doubt. But personally we’d like to see 
a bit more time and effort given to the really basic problems of 
advertising and marketing, and to a determination of sounder mar- 
keting theory and concepts. For example, no one has done much of 
anything worth while to try to answer the first and most fundamental 
of all advertising questions: 

“How much should we spend for advertising?” 

Now it is true, no doubt, that if all the partial solutions with which 
we are concerned turn out to be valid, adding them all up will give 
us the solution to this most basic of all advertising questions. But 
it is also true that pursuit of some of the smaller issues can tend to 
remove our attention from the really important ones, without notably 
adding to our fundamental knowledge. 

We'd like to see some really forthright and comprehensive re- 
search done on this subject of how much to spend on advertising. 
We'd like to see some theory developed, and some practical applica- 
tions of that theory to actual situations, which would at least start 
us down the path to answering this first and most fundamental of 
all advertising questions. 

And we'd like to advance the hypothesis right now that such basic 
research would demonstrate that most users of advertising spend 
less than they should for maximum results. 


What They're Saying... 
Watch That ‘Shabby Job’ read is proof of their value to the 


sales effort. And the obvious way 
to be sure that any newsletter or 


The manufacturer and his ex- 
port advertising agent should work 


in the closest possible cooperation 
with the offices of the agent in the 
field. Until quite recently in many 
Asian and other overseas markets 
there were, by U. S. standards, few 
good advertising agencies, although 
the situation is much better now. 
Many times in the past the manu- 
facturer’s domestic agency would 
attempt, by correspondence with 
the advertising agent abroad or 
even sometimes with foreign news- 
papers or magazines direct, to set- 
tle the problem of advertising by 
a shabby job of adaptation of do- 
mestic copy and layouts. This led 
to many serious and even danger- 
ous errors, where local prejudices, 
especially those of a religious na- 
ture, were offended... 

—W. B. Schieiter, vp, Muller & Phipps 


(Asia) Ltd., New York, speaking at 
the Export Managers Club of Chicago. 


Make It the Best 

The question frequently is asked: 
“Aren’t there too many newslet- 
ters?” The answer is an emphatic 
“No—not so long as they have 
reader interest.” 


The very fact that new ones are 
being issued constantly and old 


external house organ is read is to 
have it the best in the particular 
industry or field of interest. 
All evidence supports the con- 
tention that such publications are 
a vital part of the public relations 
phase of the advertising-sales pro- 
gram, helping to create and main- 


Rough Proofs 


Geography teachers are going to 
have difficulty explaining to their 
little charges next year how Cin- 
cinnati and Milwaukee happen to 
be in the “Eastern” division of the 
National League. 

. 
Gillette is introducing Thorexin, 
a cough syrup, in January, and if 
it’s successful it will mean that a 
lot of people will be able to pay 
more attention to ads for razor 
blades, home permanents and ball 
point pens. 

. 
AA's Washington editor talks 
about the opportunity to supply 
rental housing for childless or el- 
derly couples, “who hunger for 
convenient, central city locations, 
free from weary travel to and from 
the suburbs.” And besides, those 
commutation tickets are getting 
more expensive all the time. 

« 
George Halas’ story of the rise 
of pro football in the Post lost some 
of its promotional edge when his 
Bears failed to meet the challenge 
of championship contention. 

+ 
Bennett Cerf told Mike Wallace 
in his ABC interview that there 
are too many Westerns on tv. 
Too many for the critics and the 
intellectuals, but not, the ratings 
say, for the admirers of the heroes 
of the horse operas. 

. 
“The continued growth of bor- 
derline and misleading cosmetics 
advertising is blamed on competi- 
tion,” the story says. 
Meaning competition among the 
manufacturers, and not among the 
gals yearning to look like Barbara 
Britton. 
Speaking of automobiles, Leo 
Burnett says, “There’s never been 
a time when people wanted to 
know so little about something that 
costs so much.” 
They haven’t time for that— 
they’re too busy shopping for the 
best deals. 

. 
One of the problems Better 
Homes & Gardens helps solve, the 
ad says, is “what to do when the 
living room seems too full of fur- 
niture.” 
One solution is to start mixing 
the drinks in the kitchen. 
. 


“Have drawing board, will trav- 
el” is the way an art director ap- 
peals for reader interest, and, then 
he introduces a note of doubt by 
adding, “Wife agrees.” 


tain an atmosphere hospitable to e 

business. “Ads helped farmers get bigger 

—Memo,” published monthly by Alex| share of consumer dollar, govern- 

¥. Frans Inc., Chicago. ment says.” Maybe what farmers 

need is fewer price supports and 

You Never Can Tell bigger advertising appropriations. 
“My publisher only printed a few ° 

thousand copies, and I myself only 


i , th tivation re- 
hoped it would make enough to aete Sinyer, Me sete 


search specialist, retired from 
help ee Ao pote apd g = : ne “Twenty-One” as undefeated 
accumulat when my job wen champion with $47,500. 


down in the wreck of Collier’s 
magazine.” 
Since then, the book has sold 


Now fair Harvard will be able to 
hold up her head again in spite of 


- football defeat b 
nearly 100,000 copies and is going that lep-cited Soe oe Re 


Yale. 
into a paper-bound printing of a 
half-million. And this is not a ° 


high-busted historical novel, but a noe » on myer ® aan whe 
serious study of “motivational re- | W°T*S, OF @ man who prays, says 


search” into the psychological buy- Sports Illustrated, “but also a man 


ho plays.” 
ing habits of the public. be 
—Sydney J. Harris, quoting (in his And, not at all incidentally, a 
Chicago Daily News column) Vance | man who pays. 


Packard, author of “The Hidden Per- 


ones continue to be circulated and 


suaders.” Copy Cus. 
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“Corridors of Crime ?” 


Yes, until The Inquirer acted! 


x Loyalty to a 


, newspaper 
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Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 


At night the subway corridors are silent. In the distance a train’s rumble echoes 
in the concrete tube. Lone passengers walk to the tracks with hearts fluttering. 
They have read—time and time again—of strange crimes here underground: 
muggings, purse-snatchings, sex outrages. 


A newspaper decides these crimes must end. On the first page of The Inquirer 
appears a series of articles on this public peril. Aroused opinion demands swift 
and drastic action. 


Just a few weeks later and people walk the corridors unafraid. Lights burn 
brightly, dispelling the former gloom. There is ample police protection. And once 
again The Inquirer has proved its tenet that a great newspaper must be a devoted 
citizen of its community. 


Here is another example of the power The Inquirer packs... on every page of 
every issue. It is because of this impact that more advertisers place more linage 
in The Inquirer than in any other Philadelphia newspaper! 


Che Philadelphia Prguirer 


a=. Now in its 24th consecutive year of total advertising leadership 


West Coost Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Woodward 5-7260 Garfield 1-79.46 Dunkirk 5-3557 
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Which occupation 


There are 6,200,000 professionals and semi-professionals. 


There are 5,500,000 managers, proprietors and officials. 


There are 5,350,000 people employed in retail stores. 


There are 37,500,000 housewives not otherwise employed. 


There are 20,550,000 full-time students. 


There are 10,300,000 craftsmen and foremen. 


There are 4,700,000 farmers and farm employees. 


There are 13,600,000 machine operators and laborers. 


All data in this report are from the latest nationwide survey of 

the Look average-issue audience, based on people aged 10 and over. 
The study, entitled The Look Magazine Audience, April-May, 1957, 
was conducted by Alfred Politz Research, inc. Copies are 

available on request to Wallace Wegge, Director of Research, 

Look, 488 Madison Avenue, New York 22. 


24,800,000 
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LOOK reaches 1,650,000 about 1 out of 4 


LOOK reaches 1,450,000 about 1 out of 4 


LOOK reaches 1,450,000 about 1 out of 4 


LOOK reaches 7,350,000 about 1 out of 5 


LOOK reaches 3,950,000 about 1 out of 5 


LOOK reaches 2,050,000 about 1 out of 5 


LOOK reaches 850,000 F | about 1 out of 6 


LOOK reaches 1,850,000 about 1 out of 7 


Advertisers have long recognized the importance of all occupation groups in effecting sales. For people in 
every type of work buy, or influence the buying of, most consumer products and services. As the latest 
Politz study of the LOOK auciience reveals, LOOK reaches broadly across all occupation groups .. . 
penetrates deeply into each of them. In your market, whether it's all people or specific people, LOOK delivers 
one of the largest magazine audiences ever assembled. LOOK — The Exciting Story of People. 


| people read LOOK 


your market f 
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Paper Box Group 
Reexamining Byoir’s 
Industry PR Program 


Cuicaco, Dec. 3—The Folding 
Paper Box Assn. of America is 
taking a long, hard look at the 
public relations program Carl By- 
oir & Associates, Chicago, has been 
running for the industry for the 
last couple of years. 

The association’s directors have 
decided to let the present contract 
with Byoir lapse when it runs out 
Jan. 31, 1958. Meanwhile, the as- 
sociation is polling its 164 member 
companies to find out just what 
they think of the program to date 
and what changes, if any, they 
think should be made. 

The association has been putting 
roughly $335,000 a year into the 
Byoir program, the funds coming 
from an assessment of member 
companies at the rate of 60¢ per 
$1,000 of gross sales. 


s The program includes publicity 
in the business, industrial and con- 
sumer press; sales aids; studies of 


the work of the folding paper box 
industry; speeches by industry rep- 
resentatives at business and trade 
meetings, and tv interviews of in- 
dustry figures. 

Two points causing some dissen- 
sion, according to the group’s ex- 
ecutive director, Gustav L. Nord- 
strom, are the general publicity 
work done by Byoir and the cost 
of the program to member compa- 
nies. The money factor has loomed 
large to some carton companies 
whose sales have sagged this year 
and who find the 0.15% of gross 
assessment (0.06% for the pr drive 
and 0.09% for FPBAA member- 
ship) a bit hard to take. 

Results of the membership poil 
will be weighed by the group’s 
directors at a meeting Feb. 15.4 


NBP Adds 7 Business Papers, 
8 Agencies, One School 

Seven business papers, eight ad- 
vertising agencies and one school 
of journalism have become mem- 
bers of the National Business Pub- 
lications, Washington. The new 
business paper members include 
Mississippi Valley Contractor, St. 
Louis, and six recently audited 


publications of Standard Rate & 
Data Service Inc., Evanston, IIL: 
ABC Weekly Newspaper Rates & 
Data; Canadian Media Rates & 
Data; Films for Television; Net- 
work Rates & Data; Spot Television 
Rates & Data, and Transportation 
Advertising Rates & Data. 

New agency members of NBP are 
Ackerman Associates, Oklahoma 
City; Ralph Bing Advertising Co., 
Cleveland; Culver Advertising, 
Boston; George T. Petsche Adver- 
tising, Washington; Darrell Prutz- 


man Associates, Providence; 
George C. Ruehl Jr. Advertising, 
Baltimore; Sabin Advertising 


Agency, Hurley, N. Y., and Lloyd 
F. Wood Associates, Washington. 
The department of journalism, 
University of South Dakota, Ver- 
million, S. D., has become the 50th 
academic member of NBP. 


Gaynor & Ducas Elects Smoke 

Stephen D. Smoke, who joined 
Gaynor & Ducas, New York, earlier 
this year as senior account super- 
visor, has been appointed vp and 
member of the agency’s plans 
board. He was formerly with Hill 
& Knowlton. 


0 ° 
31% ofthe heads <= inthis classification, THE ELKS . 
: * MAGAZINE is far ahead of all other \ 
of lke Magazine magazines surveyed. ° 
households surveyed . ___ Etks median income is $6,636—a figure . 
— : surpassed by only three other magazines 2 
are officials or ° appearing in the Report. No wonder ° 
. Elks are rated tops in car ownership and s 
proprietors of ~ in ownership of most other items : 
H e included in the Starch Survey. . 
business. - a c 
. You can sell this market of . 
5 1,204,000 Elks through advertising 
MAGAZINE ° in THE ELKS MAGAZINE. . 
New York Los Angeles z s 
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Sputnik has only spot-lighted this country’s 
increasing awareness of the importance of the 
educated and exceptional person. You see it 
in national defense, in science, in government, 
in business--yes, and in media selection, too. 


Advertising Age, December 9, 1957 


Getting Personal 


Edwin L. Pierce, business manager of the Republican and Amer- 
ican, Waterbury, Conn., is marking his 50th year with the Water- 
bury dailies... 

Eddie Smarden, Blair TV in Los Angeles, announces the arrival 
of an eight pound, four-ounce baby girl, named Stacy... 

Charlie Brower, general manager of BBDO, New York, has won 
the Poor Richard medallion for leadership in advertising... 

A newly announced Chicago engagement is that of Mitzi Meyer- 
hoff, of Tatham-Laird Inc., to Howard Cohen, ad manager of Perk 
Dog Food Co... 


ALL SHOOK up—Celebration of his fifth anniversary with Hayden 

Publishing Co., New York, was responsible for this once-in-a-life- 

time scene, with ecstatic Edward E. Grazda in the middle. Co- 

publishers T. Richard Gascoigne (left) and James S. Mulholland Jr. 

are the other actors. Mr. Grazda is editor of Electronic Week and 
Electronic Design. 


James Thomas Chirurg, head of his own Boston agency, has re- 
ceived the JACOB award from the Junior Advertising Club of 
Boston for his work in the advancement of youth in advertising. . . 

The annual dinner of the Federation of Jewish Philanthropies’ 
ad, pr, publishing and communications divisions this year will honor 
the professional and philanthropic leadership of William R. Baker 
Jr., chairman of Benton & Bowles; Thomas J. Deegan Jr., advertis- 
ing vp, Allegheny Corp.; Herbert R. Mayes, editor, Good House- 
keeping; Robert W. Sarnoff, president, National Broadcasting Co.; 
and Dorothy Schiff, publisher, New York Post... 7 

The engagement of Christine Watling to Peter Bulkley Paddock, 
account representative of J. Walter Thompson Co., Cincinnati, has 
been announced...Gloria Davis and Bill Kaduson, account execu- 
tive at Edward Gottlieb & Associates, New York, were married 
Oct. 26... 


Peabody 


Remick Niles 

ADMEN 110 YEARS—Stuart Peabody, Eugene H. Remick and Thomas 

B. Niles, who together have spent 110 years in Borden Co. advertis- 

ing, huddle at annual banquet in New York of the company’s Quar- 

ter Century Club. Mr. Peabody has put in 33 years as a Borden ad 

exec; Mr. Remick retired this year after 50 years in the ad depart- 
ment; and Mr. Niles is credited with 27 years of ad service. 


S. Ohrvel Carlson, art director of George Gero Advertising, Pat- 
erson, N. J., has been awarded first prize in the Scandinavian- 
American national art show in Chicago. This is the fifth first place 
he has won out of six exhibitions this year... 

Elaine and Jay Whalen are the proud parents of 7-lb. Pamela, 
born Nov. 18. Mama is chief time buyer at Emil Mogul Co., and 
Papa is a radio representative with the Katz Agency... 

Henry Osburne Haughton Jr., in the New York marketing division 
of Shell Oil, will be married in January to Elizabeth Powell. . .Mrs. 
Elaine Benioff and Henry Untermeyer, general manager of KCBS, 
San Francisco, tied the knot Nov. 24... 

Alfred Auerbach, head of his own New York agency, has been 
named to the national selection committee on Fulbright Scholar- 
ship awards on industrial design and handicrafts. He’s also a mem- 
ber of the jury choosing the industrial designs and handicrafts for 
the U.S. Pavilion for the Brussels World Fair, 1958. .. 
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_ like Tom Holm of Des Moines did last August. But the whole 
generation takes top honors in what we call “market vitality.” 
With $9 billion in allowances and earnings in 1957, they will actually 
control the spending and saving of from 25% to 33% of the 
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Behold a man who is many men! As owner or manager of 
a drug store he is a trusted counselor to his customers... 
a pharmacist...toy shop operator...librarian... business 
analyst...beauty and cosmetic expert... host of the soda 
fountain. How does he possibly keep up? 


Like many an efficient and capable executive, this man has 
a trusted adviser—a magazine that reports regularly to him 
the latest advances in each of the complex businesses that 
he must manage. 


In fact, the information published in American Druggist is 
of such timely value to its readers—in helping them keep 
abreast of modern trends— it is published every two weeks 
—twenty-six issues a year. 


A Key to information and ideas 


The American Druggist is created especially for the man 
for whom it is named—speaking his language, under- 
standing (and catering to) his needs. 


DEPENDS ON A HEARST MAGAZINE 


Because it has been specifically designed to help him man- 
age his business profitably and well, American Druggist 
is a lot more than simply an occasional help—it is a key 
to information and ideas that this man must have. 


Like all Hearst magazines, American Druggist is designed 
for specific readers, and edited with a close, personal un- 
derstanding of their interests. As such, it fits its audience 
as a key fits a lock. 


Key men — Key markets 


Hearst representatives—like the people who represent 
American Druggist—are key men in the publication field— 
because each speaks for a magazine keyed to its readers. 
These key men talk specifics, not generalities. They speak 
primarily of interests as the key to circulation. 


And Hearst markets are key markets—because they are 
based not on charts or figures but on the personal, intense 
enthusiasms of specific groups of readers. 
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Canadian Distiller's 
Sales, Earnings Up 

Hiram Walker-Gooderham &-/ 
Worts Ltd., Walkerville, Ontario, 
Canada, increased both net sales 


- corer — PULSE — Nigy Sey 


NUMBER ONE RADIO BUY 
SAN FRANCISCO 


im KOBY 


See Force Seo Petry 


and net earnings in the fiscal year 


ended Aug. 31, according to its an- 
nual report. Sales were $396,182,- 
157, compared with $370,927,502 
last year. Net earnings were $22,- 


478,161, up from $21,079,312 in fis- 


cal 1956. 


King Joins Peters, Griffin 

James M. King, formerly with 
George P. Hollingbery Co., has 
joined the Chicago office of Peters, 
Griffin, Woodward, radio-tv sta- 
tion representative. 


Frank Gannett, 81, 
Head of Newspaper, 


Station Group, Dies 


Rocuester, N. Y., Dec. 4—Frank 
E. Gannett, 81, founder of the Gan- 
nett Co., a network of 22 newspa- 
pers, four radio stations and three 
television stations, died yesterday 
at his home here. Death was caused 
by complications resulting from a 
fracture of the spine which Mr. 


4 


Gannett suffered in a fall at his 
home in April, 1955, followed by a 
stroke. 

Born at Gannett Hill, a 1,600’ 
elevation 48 miles southeast of 
Rochester, Mr. Gannett was gradu- 
ated from Cornell College in 1898. 
In 1899 he served as secretary to 
the chairman of the first Philippine 
commission. He was offered a post 
in the Philippines by the then act- 
ing governor, William Howard 
Taft, but declined and returned to 
Ithaca, N.Y., to take a $15-a-week 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


®Akron, Canton and Youngstown’s Counties are not included in above Sales. 
Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 


Advertising Age, December 9, 1957 


job as city editor of the Ithaca 
News. Within a few years Mr. Gan- 
nett owned the paper. 


® In 1906 he bought a half interest 
in the Elmira Gazette. Moving to 
Rochester in 1918, Mr. Gannett, 
with two partners, bought the 
Rochester Union & Advertiser and 
the Rochester Times, which were 
merged into the Rochester Times- 
Union in 1924. Mr. Gannett later 
bought out his partners, after re- 
fusing to sell the paper for $5,000,- 
000. 
Between 1919 and 1929 Mr. Gan- 
nett devoted most of his time to 
building the Gannett Co. as the 
parent organiza- 
tion for his prop- 
erties. He dis- 
liked being called 
the owner of a 
newspaper chain, 
preferring the 
word group. His 
policy was to 
give each news- 
paper that he 
owned consider- 
able sectional au- 
tonomy. 

But one major policy applied to 
all of his newspapers: He would 
not accept liquor advertising. 


Frank Gannett 


= In the depression of the 1930s, 
during which period Mr. Gannett 
personally and through his news- 
papers fought bitterly against the 
New Deal policies of the Roose- 
velt administration, Mr. Gannett 
formed the Gannett Foundation in 
1935 to hold the stock of his various 
enterprises. He directed that one- 
third of the proceeds from his hold- 
ings should be devoted after his 
death to educational, charitable 
and philanthropic purposes in the 
communities served by the news- 
papers he owned. 

Active in politics, Mr. Gannett 
resigned in 1942 as assistant chair- 
man of the Republican National 
Committee and later was defeated 
as a candidate for the chairman- 
ship. 

In August, 1948, Mr. Gannett suf- 
fered a slight stroke, but he re- 
turned to his desk in the Rochester 
Times-Union building in mid-1949. 


® Among the awards he received in 
recent years were the Fairbanks ci- 
tation for services to higher educa- 
tion and youth; the good citizen- 
ship medal of the Sons of the 
American Revolution, and an hon- 
orary fellowship from the George 
Washington Carver Memorial Insti- 
tute. In February, 1955, Cornell 
University announced that a $450,- 
000 student health clinic would be 
built to honor Mr. Gannett, a trus- 
tee. He also received the civic med- 
al for 1955 from the city of Roches- 
ter for distinguished service to the 
community. # 


Brand Names Sets Trade Push 
“Manufacturers’ famous brands 
make your selling easier” is the 
theme of the 1958 trade advertising 
campaign for Brand Names Foun- 
dation. The campaign aims at pur- 
suading retailers to stress famous 
makers’ brands in their advertis- 
ing. The three ads, just released to 
trade magazines, stress faster 
turnover, better year-end profits 
and higher prestige. E. A. Korch- 
noy Ltd., New York, is the volun- 
tary agency. 
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Checking on the latest service techniques, 


Frank makes on-the-spot observations at the 


Lewis Oil Company dock, Port Washington, 


N. Y., to get captain Mike Severtsen’s views. 


Pe ae 
ee: 


“THE STORY MUST MEAN 


dollars to the reader’ 


Editor Frank Breese applies this yardstick to all proposed 
editorial material for NATIONAL PETROLEUM NEWS 


To cover the meetingest segment of the oil in- 
dustry—the marketing group—Frank Breese 
spends more than 35% of his working time 
in the field. 

Frank serves “Men with dollar signs in 
their eyes.” They work for major brand com- 
panies, independents . . . handle motor fuels, 
lubricants, tires, batteries, accessories—and 
more. They plan, manage, sell, own, compete 
—they are the industry. 

In Frank’s own words: “NATIONAL PE- 
TROLEUM NEWS must contain articles that 
are more than interesting—more than his- 
torical! Trends, announcements, pictures are 


not enough. Every line of editorial matter 
must help to increase efficiency and profits 
for our readers. This is why we apply the 
profit yardstick to our stories.” 

After graduation from USC, Frank cut his 
teeth with local newspapers, followed it by an 
ll-year stretch with UP in New York and 
as foreign correspondent in Argentina and 
Europe. In 1948, he began working for 
NATIONAL PETROLEUM NEWS in Los 
Angeles, became West Coast Editor in 1951 
and Editor in 1954, Backing Frank is a staff 
of highly qualified editors. They are in con- 
stant touch with the men who make industry 


news: from area salesmen to general sales 
managers, from marketing vice presidents 
to jobbers and commission distributors. They 
all report the “what” in new profit factors 
to the industry. 

Legwork and writing stories keyed to 
reader interests are the identifying traits of 
all McGraw-Hill editors. That is one of the 
major reasons why men who make buying 
decisions for industry rely on McGraw-Hill 
magazines to tell them what is new. Concen- 
trating your advertising in one or more of 
these magazines serving your major markets 


is the most efficient way to reach your prospects. 


MeGraw-Hill Publications 


ARD McGraw-Hill Publishing Company, Incorporated  ; an 


330 West 42nd Street, New York 36, New York @: 
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# =: 10 EXCLUSIVE REASONS 


why advertising works hardest 
in “U.S.News & World Report’’ 


Lowest per-thousand costs 


$4.97 per page per thousand in 1958, lowest of 
any news magazine. 


Biggest circulation growth numerically 


From a circulation of 290,000 ten years ago to 
more than 1,000,000 in 1958. 


Biggest circulation growth percentagewise 
Tripled in the past ten years. 


Biggest newsstand circulation growth 


From 22,009 ten years ago to 117,954 in the 
first six months of 1957. 


First in voluntary circulation methods 


No pressure methods, no premiums, no door- 
to-door salesmen. 


HERE ARE TEN EXCLUSIVE ADVERTISING VALUES 
“U.S.NEWS & WORLD REPORT” HAS OVER OTHER NEWS MAGAZINES: 


10 


Highest concentration of managerial people 


74.8% hold managerial positions, providing 
managerial coverage at lowest per-thousand 
costs. 


Most pages directed to business and industry 


No other news magazine carries as many pages 
of such advertising. 


Highest concentration of high-income families 


Lowest advertising costs for covering families 
with incomes of $7,500 or more and $10,000 or 
more. 


Highest visibility for advertising 


Carried 2,000 more news pages in 1956 than 
any other news magazine, with resulting high- 
est visibility for advertising. 


Biggest impact on important people 


First in number of “‘most useful”’ and “‘most con- 
fidence’’ votes by key people in business, indus- 
try, finance, government and the professions. 


i 
7 


Advertising rate base for 1958—average of more than 1,000,000 % 
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CIRCULATION RATE BASE 
1,000,000 


275,000 


"47 "48 '49 SO ‘51 ‘52 '53 '54 '55 "56 '57 '58 


PAGE COST PER THOUSAND 


COMPUTED ON CIRCULATION RATE BASE 
"47 "48 '49 ‘50 "S51 "52 '53 ‘54 ‘55 "56 '57 '58 


IMPACT ON IMPORTANT PEOPLE 


How key leaders vote on the mag- 
azine in the field ‘‘most useful to 
me in my work.” 


“U.S.News & World Report” 36.4% 


Second place magazine 


MEI 


Third place magazine 


ORBIT 


Fourth place magazine 


ss 


Fifth place magazine 


ae 7.1% 


Sixth place magazine 


me 5.4% 


Based on 19 surveys of more than 161,000 key 
people in business, industry, finance, government 
and the professions. The magazines studied are: 
Business Week, Fortune, Nation's Business, 
Newsweek, Time and ‘‘U.S.News & World Report." 


net paid circulation 


There’s magic selling power in this 
QUALITY 1,000,000 


for every national advertiser 


More and more advertisers are using the extra 
sales power of “U.S.News & World Report”— 
giving it the biggest advertising page growth 
over the past full 6-year period, from 1,116 pages 
in 1950 to 3,204 pages in 1956. 


Here is 1,000,000 net paid circulation of the 
highest quality at the lowest per thousand cost 
in the field—your biggest buying best customers 
and prospects in the year ahead—your best ad- 
vertising buy for 1958. 


T 


U.S.News ia 
COMPLETE | 
& World a NEWS MAGAZINE 


~ Americas 


Class News Magazine 


Your agency has all the facts. They are based on public records or sound 
independent research. The detailed reports are always available at our adver- 
tising offices—45 Rockefeller Plaza, New York 20, N. Y. Other advertising 
offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, San 
Francisco, Los Angeles, Washington and London. 
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In '58 Sell Billion Dollar 
Fort Wayne Market With . . . 


Wayne on your 1958 color schedule. 


Full Color 


A spacious new plant with 10 new Goss Headliner 
presses will soon enable us to serve you better than 
ever before. We'll move in early in 1958 and within 
a short time ROP full color will be available for the 
first time in Fort Wayne. Plan now to include Fort 


FORT WAYNE NEWSPAPERS, INC., Agent 


Represented by Allen-Kiapp Co—New York—Chicago—Detroit—San Francisco 


Cullman Succeeds 
McComas as Philip 


Morris Inc. President 


New Yorxk, Dec. 3—Joseph F. 
Cullman III, exec vp of Philip 
Morris Inc. since February, 1955, 
has been elected president and 
chief executive officer of the com- 
pany, succeeding the late O. Park- 
er McComas, who died Nov. 25 
(AA, Dec. 2). y 

In addition, Wirt H. Hatcher has 
been elected senior vp of the com- 
pany. He was formerly vp in 
charge of leaf tobacco. 

Mr. Cullman, 45, joined Philip 
Morris Inc. as a vp early in 


1954, when it acquired Benson & 
Hedges. He had been exec vp of the 
latter company. His entire business 
career since he was graduated 
from Yale University in 1935 has 
been spent in the tobacco industry. 

He started as a retail salesman 
with the Schulte Cigar Stores, and 
later worked in the cigar factory of 
Uppmann Cigar Co. in Cuba. He 
then returned to the U. S. as a sales 
executive with Webster Cigar Co. 
In World War II he served in the 
U. S. Navy. He joined Benson & 
Hedges in 1946. 


= Mr. Cullman was elected the 
first president of Philip Morris 
Overseas, formed in 1956 by Philip 
Morris Inc., and is currently chair- 


KRON is TV in SF 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 


Advertising Age, December 9, 1957 


Joseph Cullman Wirt Hatcher 


man. He is a director of the Benson 
& Hedges division, Philip Morris 
(Australia) Ltd.. CATANA (Com- 
pania Anonima Tabacalera Nacio- 
nal), Caracas, and Milprint Inc., 
Milwaukee. 

Mr. Hatcher has also spent his 
entire business career in the tobac- 
co industry. After graduating from 
Massey Business College, Rich- 
mond, he started as an accountant 
in 1914 with Tobacco Products 
Corp., which in 1919 purchased 
Philip Morris. Since then he has 
been in charge of all leaf tobacco 
buying and blending for the com- 
pany. He is known for his many 
authoritative articles on the 
growth of the tobacco industry and 
its scientific processes. He is a di- 
rector of the Benson & Hedges di- 
vision, Crawford Mfg. Co., manu- 
facturer of automobile fabrics, 
Spotless Co., a retail chain, and 
Brenco Inc., a machine and foun- 
dry company. + 


ABC Radio Boosts 2, Adds 2 

Michael J. Minahan, with ABC 
since January as a systems spe- 
ialist, has been named business 
manager of APC Radio, New York. 
\BC Radio also has promoted 
Charles Manno, formerly associate 
staff director, to assistant national 
program director. Robert R. Pau- 
ley, formerly an account executive 
for CBS Radio, and Nicholas J. Pi- 
tasi, previously an account execu- 
tive with H-R Representatives, 
have joined ABC Radio as account 
executives. 


Smith Joins Cole, Fischer 

Gerald C. Smith has been ap- 
pointed an account supervisor at 
Cole, Fischer & Rogow, Beverly 
Hills. Mr. Smith, who formerly was 
with Getz & Sandborg, Beverly 
Hills, will supervise Hallamore 
Electronics, Anaheim, Cal., which 
recently named the agency to han- 
dle its advertising. This is the first 
agency for Hallamore, a division 
of Siegler Corp. 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion 
Smaiier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities 2 year to sell them in SIGNAL. Get 
the low page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Copp & Associates 


72 West 45th St., New York 36, N. Y. 
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was great on the 
General Motors Show! 


N ALL OUR YEARS in the agency business, we have never 
seen any show get the praise and plaudits of the recent 
General Motors Anniversary Show. 


And before the scrapbooks are closed on this memorable 
event, we’d like to add our own official thanks to all the 
experts who made it possible. 


So we thank you, Helen Deutsch, for conceiving and writing 
a show that was such a shining example of how television 
can be used. 


We thank the principals of the cast for their appearance in 
the show and the brilliance of their performance. 


We thank all the creative and production and technical folks 
— Direction, Lighting, Music, Choreography, Sets and 
Costumes— for the superlative job each delivered in his 
own field. 


And we thank NBC for their support, cooperation and 
interest at every turn. 


All of you folks have proved a point—when you get the 
best in the business—you get the best results. 


KUDNER AGENCY, INC. 


575 MADISON AVENUE, NEW YORK 22, N. Y. 


OFFICES IN DETROIT, DAYTON, WASHINGTON, LOS ANGELES, AND SAN FRANCISCO 
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Men aren’t hired to buy your equipment. They're hired to solve 
problems. Their solutions translate into somebody's sales. Today, in the 
manufacturing industries, the big professional problem-solvers are the 

Piant Operatinc Group. Who are they? What do they mean to you? See for 


yourself, Read this true case from Factory’s files... 


ined to cold 


by T. W. VAN WINKLE 


HE PLANT—A-manufacturer of ex- 
trusion presses. 


‘ THE PROBLEM — Costly cutting oil 


being carried away with machining 
chips; lowered scrap price due to oily metal. 


THE PEOPLE — General Foreman, Works Manager, 
Ass’t Works Manager, Plant Layout Engineer, Ma- 
terials Control Engineer, Personnel Director. 


This actually happened in a plant in my terri- 
tory. The hero is Charlie Higbee, General Foreman 
of a plant making extrusion presses. Problems all 
around him, as you might expect—but one big one. 
Tons of metal machined away in chip form and 
carrying off precious cutting oil with it. Charlie, 
Bill Fryeburg, the Works Manager, and his assist- 
ant, Sam Benkleman, kept beating their brains out 
on it, 

It was Charlie who read an article one night in 
his favorite business paper . . . about a not dissimilar 
problem, and involving centrifuging. He grabbed 
the phone and called Fryeburg. Next morning they 
got together with Sam. Then, things began to 
happen... 


Several manufacturers of centrifuges, chip crush- 
=, ers and clarifiers got hurry calls. A lot of literature 
exchanged hands. Salesmen called. Meetings and 
conferences. The Plant Layout man got into the act. 
Then a Materials Control Engineer. And, the Per- 
sonnel Director. And, finally . . . 

These men, all part of the Plant Operating Group, 
decided to ask for the money (got it without any 


Pie 


trouble, too) for a new 2-story building and all 
necessary equipment (hoist, drain pan, centrifuge, 
clarifier and still, electrical equipment, etc.). Net 
result... 


Savings hit $12,000 a month in reclaimed oil. 
Clean chips brought a better price. And here’s why 
the Personnel man had been in on it—substantial 
labor savings. Where once it took four men a week 
to load a car with chips, now one man was able to 
load a car in twenty minutes. 

I wish every case study in Factory’s files worked 
out as neatly as this. Here, editorial and advertising 
ideally teamed together to start the sale. Higbee 
and five of his cohorts of the Plant Operating Group, 
by following Factory, found clues to a solution . . . 
which in the natural evolution of things led them 
to competent suppliers, with well-advertised prod- 
ucts, and sales-technical talent capable of working 
out the final details with them. But every case in 
Factory's files does share this identical, inescap- 
able common denominator. . . 


TO SELL THE MANUFACTURING INDUSTRIES, you must 
sell the Plant Operating Group... the manage- 
ment men and engineers with operating responsi- 
bilities for production, plant engineering and 
maintenance, and direction of people. 


THE PLANT OPERATING GROUP is the biggest, fastest- 
growing, most important and most difficult-to-get- 
at influence in manufacturing plant buying. 


FACTORY, AND ONLY FACTORY, concentrates its cov- 
erage and editorial content exclusively on the 
Plant Operating Group. 


MANAGEMENT AND MAINTENANCE 


e FACTORY 


A McGraw-Hill Publication (ABC-ABP) « 330 W. 42d St.. New York 36, N. Y, 
Edited exclusively for the Plant Operating Group 
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Tiny Sports, Foreign Cars Driven by Its 
Salesmen Keynote New Gretz Brewing Push 


(Picture on Page 48) 

PHILADELPHIA, Dec. 3—Bright- 
colored foreign and sports cars are 
now skittering all around the 
Philadelphia-Delaware-South Jer- 
sey area, selling beer. 

Drivers of the cars actually are 
salesmen for the William Gretz 
Brewing Co. Their use of the for- 
eign and sports cars is all part of 
an intensive advertising and pro- 
motion job for Gretz, in conjunc- 
tion with its new agency, Chew, 
Harvey & Thomas. 

The big ad break came last week 
—a page in the Philadelphia In- 
quirer, following a week of teasers, 
which showed silhouettes of the 
11 different foreign and sports cars 
the salesmen are driving. 

Each teaser used the copy: “The 
GB fleet is coming Friday!” 

Other teasers were 100-line ads 
showing individual salesmen in 
the respective Gretz cars they are 


Watch for Danny Tribuano in G.B.-11 


COMING—Part of Wm. Gretz Brew- 
ing Co.’s teaser campaign showed 
salesmen in fleet cars. 


now driving. Copy beneath the 
photo ran: “Watch for (name of 
salesman) in G.B. (numbers 1 to 
333." 


s The page ad then disclosed for 
the first time that this was a Gretz 
promotion. Photos of the little cars 
and the salesmen posing with them 
occupied most of the page. The 
makes of the cars were identified 
at the bottom of the ad. 

Headline: “The GB fleet is here! 
Small modern cars bringing news 
of big flavor from Philadelphia’s 
smallest brewery.” Copy then ex- 
plained that Gretz beer is “spark- 
ling proof that finer beer comes 
from the smaller, more painstaking 
brewery.” 

The Gretz bottle was given very 
small space at the bottom right of 
the page. 

Also on Friday, the entire Gretz 
fleet was publicly unveiled at a 
public parking lot at 16th and Mar- 
ket Sts., in center city, and on Sat- 
urday (the day of the Army-Navy 
football game), the fleet was pa- 
raded around town so that the 
Gretz shield, painted on the back 
and sides of the car, could be seen 
by the largest number of persons 
available in Philadelphia in any 
one day of the year. 


8 Follow-up ads of 180 lines will 
be used for a number of weeks, 
utilizing art illustrations of the 
Gretz foreign and sports car fleet. 
Copy will read: “Small car, big 
performance! Small brewery, big 
flavor!” 

About 15 painted bulletins and 
24-sheet posters in the Philadelphia 
area will continue the theme, some 


WRITE 


We issue the “Advertisers Confi- 
dential Contest News Bulletin” con- 
taining a survey of current major 
national contests and important 
contest data. To receive it regularly, 
send us your name and address. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 


displaying life-size car cutouts. 
Colored postcards featuring the 
various models will be circulated 
by the sales force and local beer 
distributors. Gretz canned beer will 
carry pictures of the different cars, 
giving specifications. 

Eventually the campaign will be 
expanded to hit Wilmington, Del., 
and a number of towns in southern 
New Jersey. The only departure 
from the sports car theme will be 
radio jingles, scheduled for four 
Philadelphia stations. 

Karl L. Gretz, general manager 
of the brewery, said the Gretz cars 


also will appear at sports car meets. 

Samuel Chew, president of the 
agency, said plans call for sales- 
men to change cars every six 
weeks, thus keeping alive the local 
interest in the cars along each 
salesman’s route. + 


‘Farm Store’ Book to Bow 

Farm Store Merchandising, a 
monthly magazine for the farm 
supply supermarket trade, will be 
published in March, 1958, by Mil- 
ler Publishing Co., Minneapolis. It 
will supply information about 
management, merchandising tech- 
niques, store modernization and 
profitable, progressive farm store 
operations. The magazine will 
have a_ controlled’ circulation 


among more than 30,000 farm sup- 
ply dealers and distributors. Basic 
page ad rate will be $600. 


Anderson-McConnell Adds One 

Anderson-McConnell, Los An- 
geles, has been appointed to han- 
dle advertising and sales promo- 
tion for Telecomputing Corp. Mog- 
ge-Privett, Los Angeles, is the for- 
mer agency. 


Avery Joins McCann, Chicago 
Willard C. Avery Jr. has joined 
McCann-Erickson, Chicago, as a 
promotional planning account ex- 
ecutive. He formerly was with 
Procter & Gamble Co. as a sales 
manager in the soap division. 
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Brand Names Sets Trade Push 

“Manufacturers’ famous brands 
make your selling easier” is the 
theme of the 1958 trade advertis. 
ing campaign for Brand Names 
Foundation. The campaign aims at 
persuading retailers to stress fa- 
mous makers’ brands in their ad- 
vertising. The three ads, just re- 
leased to trade magazines, stress 
faster turnover, better year-end 
profits and higher prestige. E. A. 
Korchnoy Ltd., New York, is the 
voluntary agency. 


Mulligan Appoints Ward 

Ralph R. Mulligan, publishers’ 
representative, has appointed Har- 
ley L. Ward Inc., Chicago, its mid- 
western representative. 


Ir you heard conflictin 


accounts of the same 
incident on different 
stations, which station 
would you believe ?” 


By a vote of almost 
3-to-l, listeners chose 
the CBS-Owned Radio 
Station over the leading 
Independent station: 
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Polk Bros. Gives Visitors from Overseas 
Do-It-Yourself Merchandising Demonstration 


Cuicaco, Dec. 3—Polk Bros., 
Chicago appliance dealer, gave 26 
top European merchandisers an 
example of American sales tech- 
niques by showing them through 
the Polk operation and then offer- 
ing a prize for the best suggestions 
for improving Polk salesmanship. 

President Sol Polk led the visi- 
tors through the Polk City sales- 
rooms and the Polk warehouse. 
Then he invited the visitors to mail 
suggestions on improving the oper- 
ation. Replies are expected next 
week. 

“Contests are certainly an im- 


portant key to American selling 
methods,” Mr. Polk said. “We are 
going to demonstrate this tool to 
our visitors by inviting their own 
participation. 


s “One of them will win a valuable 
prize, and Polk Bros. may win some 
valuable ideas.” 

The “contestants,” representing 
trade associations and retail or- 
ganizations in Austria, Denmark, 
France, Germany, the Netherlands, 
Norway and Sweden, visited the 
U.S. under sponsorship of the U.S. 
Department of Commerce. 


They will make detailed reports 
to their home organizations on 
American methods of point of pur- 
chase display, salesmanship, cor- 
relation of fashion and design in 
merchandising and the efficiency 
of store planning. # 


Cloke Heads APRA Committee 

H. Walton Cloke, coordinator of 
public relations of Kaiser Indus- 
tries Corp., has been named chair- 
man of the judges and awards 
committee for the American Pub- 
lic Relations Assn.’s 14th annual 
Silver Anvil awards competition. 
Deadline for entries, which will be 
judged in 17 categories, is March 1, 
1958. Awards will be made at 
APRA’s annual meeting in New 


York, April 30 through May 2. 
Sutton Joins Spinning Agency 


Justin C. Sutton has joined Rolfe | ' 


C. Spinning Advertising Agency. 
Royal Oak, Mich., as account ex- 
ecutive on accounts in the mobile 
home and industrial fields. Prior 
to joining Spinning, Mr. Sutton 
was trade promotion manager of 
Reo Motors Inc., Lansing, Mich. 


Hans, Cohen Join North 

Marcie Hans, formerly of Gour- 
fain-Loeff, has joined North Ad-~- 
vertising, Chicago, as a member of 
the copy staff. Samuel Cohen, for- 
merly an art director at Edward H. 
Weiss & Co., has joined the agency 
as an art director. 


_. is only one question from an exhaus- 
tive study which sheds new, research-docu- 
mented light on radio’s most elusive question: 
are listeners worth more when tuned to one sta- 


tion than to another? 


For years perceptive time-buyers have known 
there was more to evaluating stations than slide 
rule measurements. They know that rating serv- 
ices alone can’t predict which station is most 
likely to deliver more customers for a client. In 
the absence of qualitative data, advertisers have 
had to rely on subjective judgments when ap- 
praising stations. 

But appraisal by intuition is not enough. To 
give concrete support to the subjective judg- 
ments, the CBS-Owned Radio Stations commis- 
sioned Motivation Analysis, Inc. to study the 
attitudes of listeners to the C-O and the leading 
Independent stations. 

In depth interviews 1200 listeners* were asked 
dozens of questions. They spent 1500 hours an- 
swering the questions and then giving reasons 
for the answers, insuring a complete, uninhib- 
ited response. Some of the questions were subtle 
and indirect; others, forthright and provocative. 
Here are a few of them: “When you first turn 
on your radio, for what reason do you put it on? 
... What types of programs do you like the most? 
...Which of the following descriptive terms 
(big-small, authoritative-not authoritative, etc.) 
would you use to describe the stations you listen 
to?”’...and “‘What is your idea of a big radio 
station?” 

Having compiled data on attentiveness, au- 
thority and respect —having assembled a com- 
plete picture of the listeners’ sentiments, the 


interviewers then asked the decisive question: 


“Which one station has the most 


believable commercials ?” 

After 100,000 tabulations, these three basic dif- 
ferences were found between audiences: 

1. Listeners pay more attention to 
C-O stations than to the leading 
Independents. 


2. Listeners regard the C-O’s 
more favorably than the Inde- 
pendents. 


3. Listeners believe the C-O sta- 
tions more than the leading Inde- 
pendents...both their programs 
and their advertising. 


This is a time when, more and more, adver- 
tising budgets are being asked to deliver cus- 
tomers, not just listeners. This study will help 
you select with greater assurance the right sta- 
tion. It is available for your inspection at your 
nearest CBS-Owned Radio Station or CBS Radio 
Spot Sales Office. 


*From a recent study conducted in the six major U.S. markets 
(New York, Los Angeles, Chicago, San Francisco, Boston, St. Louis) 
where there is a CBS-Owned Radio Siation. 


*The sample was divided into three groups: those who were fans 
of the CBS-Owned station, those who were fans of the leading 
Independent, and a control group of fans equally loyal to both 
stations. Fans were defined as listeners who spent more than half 
of their time listening to one station. 


WEEI, Boston; WBBM, Chicago 
KNX, Los Angeles at 

WCBS, New York; KMOX, St. Louis 

KCBS, San Francisco 


CBS-OWNED RADIO STATIONS 


ey 9. 


LOOKING AHEAD—A red, white and 

blue floor display by Ekco Prod- 

ucts Co. will enable housewares 

dealers to capitalize on Valentine’s 
Day cake promotions, 


Tel-A-Sign Names Kribs VP 
Russell S. Kribs, director of sales 
for Tel-A-Sign Inc., Chicago il- 
luminated plastic sign manufac- 
turer, has been elevated to a vp. 
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86 PROOF BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 
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Two New Publications, Advent of Color, to 
Jolt British Women’s Magazine Group in ‘58 


By Mark Random 


Lonpon, Dec. 3—A new war is 
shaping up here in the women’s 
magazine publishing field. 

The first shot was fired last 
month when Odhams Press an- 
nounced it would launch a new 
weekly for women early next year. 
Odhams’ new publication will be 
Woman’s Realm, with a guaranteed 
circulation in excess of 1,000,000. It 
will sell for 4d. (4¢) and compete 
with Odhams’ Woman, which now 
sells close to 3,500,000 copies a 
week at 5d. (5¢). 

Now the opposition camp, 
George Newnes Ltd., publisher of 
Woman’s Own, has returned the 
fire. Newnes announced plans for 
a new women’s magazine called 
Woman’s Day, also due to appear 
early in 1958 and also priced at 
4d. Newnes’ Woman’s Own, which 
like its competitor Weman carries 
a 5d. price tag, now sells around 
2,550,000 weekly. 

In addition, Amalgamated Press 
Ltd. has announced that its Wom- 
an’s Illustrated will go over to color 
beginning with an early issue in 
February—just about the time that 
the new color magazines Woman’s 
Realm and Woman’s Day are due. 


® The statement from Newnes, like 
the earlier one from Odhams, was 
but a brief communique of future 
intentions. Neither side was ready 
to come out with anything that 
might give the opposition a chance 
of gauging future strategy. 

The women’s publishing field is 
currently as healthy as a young 
matron on a diet of vitamins and 
wonder drugs. While other sections 
of the publishing industry are try- 
ing to raise money to buy some red 
ink for the bookkeepers, the wom- 
en’s magazines are going from 
strength to strength. 

General magazines, for instance, 
have been hit by tv and have 
shared in a general shearing off of 
circulation over the past year or 
so. But while other circulations 
dropped, the women’s magazines 
and the do-it-yourself group have 
enjoyed a step-up. 

With advertisers looking for 
high-readership media, the wom- 
en’s magazines have come in for 
increased attention. Woman, which 
claims a readership of 11,200,000, 
and Woman’s Own, which claims 
9,200,000, have been the standouts 
in this field. 


= Given the added advantage of 
color printing, which the mass cir- 
culation newspapers cannot offer 
because of production and labor 
costs—not to mention union trou- 
bles—it doesn’t take an Einstein to 
figure out why the women’s maga- 
zines have been doing all right 
when it comes to raking in the ad- 
vertising revenue. 

Following Odhams’ first an- 
nouncement, Advertising Director 
Harris Kamlish told a news con- 
ference that there was an “over- 
flow” of advertising that Odhams 
thought Woman’s Realm will be 
able to mop up. It was hoped that 
the new magazine would enable 
smaller advertisers to go over to 
color, so that in a way it would act 


as a farm from which Woman’s 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
—magotines, trade-papers, 


Est. 1888 
PRESS CLIPPING BUREAU 
BA 7-5371 


phone . 
165 Church St., New York 7, N. Y. 


Own in turn might get business. 


® Besides being the first full-scale 
publishing venture of its kind since 
the war’s end, Woman’s Realm will, 
by all accounts, be a pioneer in 
color reproduction for the mass 
market at reasonable rates. This 
development is expected to be du- 


plicated in Newnes’ Woman’s Day. 

If it is, then the combination of 
these two magazines could well 
give an impetus to the use of color 
in magazine advertising generally. 
If that happens, the newspapers 
might act to remove the present 
block on their use of color in ads. 
The modern presses in Fleet St. are 
equipped for the job. It is under- 
stood to be mainly a problem of 
getting together with the printing 
unions on the question of machine 


staffing and rates of pay. 

A recent survey by the Institute 
of Practitioners in Advertising 
showed that 8,500,000, or 43%, of 
the country’s 20,000,000 adult 
women read Woman and 7,000,000 
read Newnes’ Woman’s Own. 

They appeal to a wide range of 
income groups. Taking three main 
income levels, their readers com- 
prise about 43% of those in the top 
level earning £750 ($2,100) or 
more a year, 50% of those in the 
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group earning between £500 ($1,- 
400) and £750 ($2,100) and 37% 
of those earning less than £500 a 
year. 


® Woman and Woman’s Own are 
the giants in the field. But there 
are more than 26 other publications 
for women published on a weekly 
or monthly basis. Only two of these 
can boast circulations exceeding 
1,000,000—Woman’s Weekly, pub- 
lished by Amalgamated Press (1,- 


Reach this 
strong han 


*HEW RESEARCH 


- 
a 


NOW AVAILABLE! 


Write or call any Journal office for your copy of 
“The Reading Preferences of Corporate Officers 
and Executive Personnel in The United States.” 


ADVERTISING SALES 


ATLANTA 3, GA. Walton 
BOSTON 9, MASS. 79 Milk S 

CHICAGO 6, ILL. 711 W. Monroe Street 
CINCINNATI 2, OHIO. Dixie Terminal Building 


Building 
treet 


CLEVELAND 15, OHIO. 1010 Euclid Avenue 
DALLAS 2, TEX. 911 Young Street 
DETROIT 26, MICH. Buhl Building 


© Dow Jones & Company, Inc. 1957 


OFFICES: 


GREENSBORO, N.C. 921 Guilford Building 
HOUSTON 2, TEX. Commerce Building 


KANSAS CITY 5, MO. Fairfax Building 


MIAMI 32, FLA. Hall =! 
MINNEAPOLIS 2, MINN. Building 
NEW YORK 4. N.Y. 44 Broad Street 


LOS ANGELES 5, CALIF. 2999 W. 6th Stree 
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750,000) and Woman’s Sunday Mir-| demand. (“I should have such 
ror (1,180,000), a somewhat ma-| problems,” said a newspaper ad- 
tronly tabloid (matronly as tabloids | vertising manager.) Woman, fer 
go, that is) published by the Daily|example, is reported to be fully 
Mirror-Sunday Pictorial newspa-|booked until next July. 


per group. 


A secondary problem has been 
the increase in page rates as cir- 


® The success of these mass-cir-| culations have climbed. As Odhams 
culation publications for women,| made clear, its new publication is 
particularly those offering adver-/| designed partly to meet this prob- 
tisers full color, produces such| lem. Instead of having to pay £3,- 


| 


to go into the smaller circulation 
Woman’s Realm for £1,000 ($2,- 
800). 

It is estimated that an estab- 
lished publisher who is able to 
spread the initial cost over a large 
number of publications would need 
to reckon on an initial capital ex- 
penditure of about £1,000,000 
($2,800,000) to launch a new pho- 
togravure periodical like those 


problems as lack of sufficient | 750 ($10,500) for a color page in | now planned. 
advertising space to meet the big | Woman, an advertiser will be able 


To this must be added the cost 


of promotion. Odhams is planning 
“the biggest and most prolonged 
promotional campaign ever staged 
to launch a new weekly” for Wom- 
an’s Realm. The cost of the cam- 
paign is reported to be around 
£100,000 ($280,000). + 


Campbell-Mithun Names Two 

Roger C. Bumstead has joined 
Campbell-Mithun, Minneapolis, as 
a media planner. Mr. Bumstead, 


ser to the,s 


PUBLISHED AT: 


The same hand that turns the pages of The 
Wall Street Journal can be a powerful, helping 
hand for you and your salesmen. Just think 
of the key men at every executive level among 
Journal subscribers—and what they could mean 
to you. They have the broadest responsibilities 
and the widest authority. Their familiarity 
with your product or service can overcome 
mountains of seeming obstacles as you pursue 


that important sale. 
B ( , | 


These key executives rely on The Wall Street 
Journal and that’s your best reason for rely- 
ing on this medium. (And far from incident- 
ally, they see to it that the men they depend on 
read it, too.) They prefer The Journal. They 
read it regularly. They say it is most useful.* 
They say they find the advertisements helpful. 
The Wall Street Journal’s pronounced leader- 
ship in this influential area has been proved 
time and again. 

Have you overlooked this selling idea be- 
cause it is so simple? Don’t neglect it any 
longer. Advertise in The Journal. Test it by 
the roughest, toughest devices you can create. 
Count the results. Listen to the comments. 
Keep an eye on the excitement and enthusiasm 
among your salesmen and dealers. Your score 
card will show that: 


When you advertise in 
The Wall Street Journal 
something REALLY happens! 


le 


formerly media director of the 


PHILADELPHIA 2, PA. 1528 Walnut Street 
PITTSBURGH 19, PA. Koppers Building 
ROCHESTER 4, N.Y. Triangle Building 
ST. LOUIS i, MO. Arcade Building 


SAN FRANCISCO 19, CALIF. 1540 Market Street 


SEATTLE 1, WASH. Northern Life Tower 


WASHINGTON 5, D.C. 1015 14th Street, N. W. 


EASTERN EDITION 


44 Broad St. 


NEW YORK and WASHINGTON, D. C. 


MIDWEST EDITION SOUTHWEST EDITION PACIFIC COAST EDITION 
CHICAGO DALLAS SAN FRANCISCO 
1015 14th St, NL W TH W. Monroe St. 911 Young St. 1540 Market St. 
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New York office of MacManus, 
John & Adams, will be responsible 
for recommending basic media 
strategy on accounts to which he 
is assigned as a media planner in 
the agency’s recently expanded 
and reorganized media depart- 
ment. Campbell-Mithun also has 
named Lynn Werner a space buy- 
er in its media department. For 
the past 10 years Mr. Werner has 
been supervisor on the Hormel 
account at Batten, Barton, Dur- 
stine & Osborn, Minneapolis. 


White Joins Stanley Co. 

Gerald A. White, formerly an 
advertising space representative of 
Rock Products, Chicago, has joined 
Stanley Publishing Co., Chicago, 
as midwestern manager. 


Schaack Named 7-Up VP 
Philip A. Schaack, director of 
advertising and sales promotion of 


Chicago Seven-Up Bottling Co., has 
been elevated to vp. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


Now—in many markets— three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market's availability. 


Hurry! Markets are 


being reserved 
today! Wire or 
phone tor private 


screenme' 


Television Programs of America, Inc. 


488 Madison Ave.. N.Y. 22 ¢ PLaza 5.2100 
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The BOARDMASTER Visual 
Control tells you at a Glance how 
te save time and money—pre- 
vent mixups and confusion. All 
facts at “eye level.” 

Over 200,000 organizations use 
this simple, flexible tool to get 
things done. Ideal for sales, in- 
ventory, productions, scheduling, 
etc. Type or write on cards, snop 
in grooves. Made of metal. 


Full price ‘49° with cards 


24-page Illustrated 
FREE 


BOOKLET No. V-200 
Without Obligation 

Write or Call Wisconsin 71-8444 
GRAPHIC SYSTEMS, 55 West 42nd ST., New York 36 


McCall Patterns Aims 
Drive at Teen Agers 

The pattern division of McCall 
Corp., New York, will run an ad- 
vertising and promotional program 
for teen agers this spring, based on 
a McCall teen wardrobe of easy- 
to-sew patterns. Ads will include 
a four-page color ad in the Febru- 
ary issue of Seventeen and a 16- 
page insert in the February Prac- 
tical Home Economics. 

Page ads will also run in the 
February, March and April issues 
of the National Grange Monthly to 
announce a $25,000 national grange 
contest for teen agers. Stores will 
| be chosen in each national grange 
|community to be headquarters for 
the contest, and will be supplied 


with contest fliers, window signs 


and ad mats by McCall. Doyle 
Dane Bernbach Inc. is the agency. 


Meredith Adds Fifth 

Radio Unit, KRMG, Tulsa 
Meredith KRMG Inc., new own- 

er of KRMG, Tulsa, assumed man- 

agement of the station Dec. 2. For- 

merly owned by Western Broad- 

casting Co.. KRMG (50,000 watts 


days, 25,000 watts nights) becomes 
the fifth radio station in the Mere- | 


dith group, which also includes 
WHEN (am and tv), Syracuse; 
WOW (am and tv), Omaha; 
KCMO (am, fm, tv), Kansas City; 
and KPHO (am and tv), Phoenix. 
Frank Lane, general manager, and 
his present staff will continue to 
operate KRMG under the new 
ownership. 


ae Be Se 
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The Atlanta Zournal 


Covers Dixie Like the Dew 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co 


Circulation: 458,373 daily «+ 


THE ATLANTA CONSTITUTION 


Owens-Illinois Glass Company's Atlanta operation, 
with the world’s most modern glass melting furnace, 


is Georgia’s only glass plant. Annual payroll will be 


$2,800,000. 


From southern silica will come narrow-neck bot- 
tles and wide-mouth jars for the South’s products— 
everything from pimientos to peanut butter, baby 


food to beer. The plant is the 
of Owens-Illinois, 


Sth Georgia facility 


another industry for Atlanta’s 


well balanced market where no one industry is king, 


but one medium is . 


. The Atlanta Journal and 


Constitution. Over half a million circulation. 


512,559 Sunday (4.8.C. 3/31/57) 


26 27 28 29 30 3i 
; ho FallLway | 


PpartY—Chessie gets a present in 

honor of the silver anniversary of 

her first appearance on the Chesa- 

peake & Ohio Railway calendar. 

Artist John Keay added the kittens 

to show Chessie’s graceful advance 
with the years. 


Johnston Williams, 
‘Waycross Journal’ 
Publisher, Dies at 78 


Waycross, Ga., Dec. 3—John- 
ston (Jack) Williams, 78, editor 
and publisher of the Waycross 
Journal-Herald; owner of Way- 
cross Broadcasting Co., which op- 
erates WAYX, and a former presi- 
dent of the Georgia Press Assn., 
died yesterday after a long illness. 

Born at Castle Hayne, N. C., Mr. 
Williams was graduated from Oak 
Ridge Institute, Oak Ridge, N. C., 
and later attended Curry College, 
in Boston. He had a short stage 
career in Boston and appeared in a 
play in which the French actress 
Sarah Bernhardt starred. After 
working in Boston, he returned 
here in 1915 and bought the Jour- 
nal-Herald. During his 42 years as 
publisher, he was noted for his 
flowing black cravats and his col- 
orful personality. 

At various times during the 
1920s he was publisher of three 
other Georgia newspapers—the 
Blackshear Times, Hogansville 
News, and the LaGrange Reporter. 
From 1937 to 1944 he served in the 
Georgia General Assembly both as 
a representative and as a state sen- 
ator. 


s In 1933 he gained national no- 
tice for his efforts in raising $100,- 
000 to build the Little White House, 
at Warm Springs, in honor of Pres- 
ident Franklin D. Roosevelt. He 
launched the campaign as presi- 
dent of the Georgia Press Assn. 

In recent years, Mr. Williams was 
honored by the National Confer- 
ence of Christians & Jews for edi- 
torially fostering interfaith rela- 
tions. He also received the B’nai 
B’rith’s Morris Jacobson trophy for 
his ediforials on brotherhood. 


Awards Handbook Published 

“Honor Awards Handbook,” a 
summary of information about the 
major awards and contests in ra- 
dio, tv, newspapers, magazines, ad- 
vertising, public relations and al- 
lied fields, has been published by 
Milton L. Levy, Box 425, Berkeley, 
Cal. Available at $5 a copy, the 
175-page handbook gives informa- 
tion about more than 150 contests 
and awards. It gives the name and 
address of the sponsor, deadline, 
entry categories, entry rules and 
regulations, purpose of the contest 
and the announcement dates. 


Gillen Joins ‘Good House’ 
Ed Gillen, formerly with N. W. 
Ayer & Son, Philadelphia, has 


| joined the New York sales staff of 
| Good Housekeeping. 
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“Like you advertising people say, ’m one of the half million 
who read only one newspaper, the Detroite?imes 


* “I’m a foreman at Ford. I own my own home. Make good 
dough. Have a guaranteed annual wage. Buy my wife and kids 
plenty of the good things in life. And I’ve got one habit you 
should know about. 


“I read only one newspaper, the evening DETROIT TIMES. 


“Why? The answer’s simple, friend. I like the way the TIMES 
dishes up all the news. When something happens, I get it straight 
in the TIMES, whether it’s local Wayne, Washington or Warsaw. 
Frank Morris and Art Hinkley are my men for local politics 
and George Sokolsky helps me make up my mind about the rest 
of the world. 


“My wife, she goes for that beauty and fashion stuff— 
Philomene and Joan Dean, they’re local girls. Sometimes I get 
a feeling that woman who writes food news for the TIMES— 


Prudence Penny is it?—knows what I eat for every meal. My 
wife’s a great one for clipping recipes. 


“Fact is we like the whole paper. It sort of reflects things 
the way my wife and I think. 


“If you want to sell families like mine in Detroit (‘cause we 
read the advertising, too) remember, you can reach us through 
no other newspaper but the DETROIT TIMES.” 


Richest metropolitan market in the U.S. in terms of average 
income per family. National family average, $4,100 . . . Detroit 
average, $5,100. Total number of families in the Detroit trading 
area, one million. 


By advertising in the DETROIT TIMES you reach about half 
the families in the Detroit Trading Area, the heart of the Michi- 
gan market. 
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New York, Dec. 3—Manufac- 
turers who won’t sell to discount- 
ers and stores that follow a middle- 
of-the-road selling policy are not 
long for the retailing world. 

Speaking to the annual meeting 
of the Popular Price Shoe Assn., 
Stephen Masters, president of Mas- 
ters Inc. discount chain, asserted: 
“If the mass manufacturer today is 
to survive, he must move on to 
new outlets, line up with new 
forces in retail distribution. If a 
manufacturer remains static, his 
name or his brand will disappear 
from the public mind as his vol- 
ume diminishes.” 

Switching to the retail side, the 
head of the nine-store chain, with 
a reported volume of $45,000,000, 
declared: 

“There will always be room for 
the full list price store, the little 
neighborhood man who offers per- 
sonalized service and convenience. 
He'll deliver immediately for you 
and be open late at night. He'll 
always be in business. 

“And there will always be room 
for the big volume operator, the 
one who offers low prices and a 
tremendous volume. 


s “There will not be room in the 
future economy for the middle-of- 
the-road guy, the $1,000,000-$2,- 
000,000-a-year store that can nei- 
ther offer the little man’s special 
personal service or the big fellow’s 
price advantages. This middle-size 
store must either expand, acquire 
new capital and operate on a low 
margin, or he must retrench into 
the position of the smaller store. 
He cannot remain where he is.” 

Some manufacturers, he warned, 
are blinded to their static position 
because their volume is up. “This 
is the normal increase of the eco- 
nomy, but it may mean the manu- 
facturer still hasn’t gone any- 
where.” 

“Some of the top brands who 
have come along with our policies 
have experienced tremendous 
growth in their areas,” he told the 
shoe men. “A number of the very 
biggest companies in your field are 
now selling us unbranded mer- 
chandise. We are buying this mer- 
chandise for as much as 25% less 
than the same merchandise is get- 
ting when it carries a brand name. 


s “This is a saving we are passing 
on to our customers. We don’t ob- 
ject to buying this way—but we 
believe it is silly merchandising 
and only hurting the manufactur- 
ers. It would be to your advantage, 
as well as ours, to take advantage 
of the tremendous amount of ad- 
vertising money you are spending 
to help us sell your brand-name 
goods.” 

Mr. Masters told the meeting 
that the average department store 
“has shown less growth than any 
other mass retailer in the past 25 
years,” and added: 

“Recently, Masters Inc. gave the 
Westinghouse Electric Co. the 
largest single order for appliances 
it ever received from a retailer, 
and Westinghouse has been selling 
department stores for more than a 
quarter of a century.” 

No amount of wishful thinking 
or legal action will eliminate dis- 
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Manufacturers Need New Outlets, Including 
Discounters, to Survive, Masters Declares 


count retailing from the market- 
place, he declared. On the con- 
trary, discounters will take an 
even greater bite out of the total 
retail volume because of (1)im- 
proved operating techniques, (2) 
taking on additional consumer 
goods categories, (3) entry into 
new types of distribution like shop- 
ping centers and (4) the changing 


of policies and pricing schedules 
by manufacturers to fit high vel- 
ocity retailing. 


s “The discount department store 
has begun to reshape the policies 
and practices of all mass retailers 
and naturally, also the merchan- 
dising policies of many mass man- 
ufacturers,” Mr. Masters contin- 
ued. 

“Some manufacturers have trip- 
led and quadrupled their business 
almost overnight by selling the su- 


permarket chains. You can do a 
phenomenal business with super 
discount stores if you have what 
we want,” he said. 

Mr. Masters reviewed the al- 
ways startling comparisons be- 
tween his operations and depart- 
ment store studies of the National 
Retail Dry Goods Assn. 


e “The NRDGA studies show that 
$85 a sq. ft. return on selling space 
is a pretty good figure for depart- 
ment stores. At Masters’ 48th St. 
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store near Rockefeller Center, in a 
high rental district, if not the high- 
est, we have a return of more than 
$1,000 a sq. ft.” 


e “Masters’ inventory turnover is 
14 times a year, while that of the 
typical NRDGA department store 
is slightly more than four times a 
year.” 


e “Operating expenses of the de- 
partment stores have reached an 
alltime high of 36.6%. Masters’ 
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costs are now 11.9%, and we'll go 
even lower as our newest units get 
into full operation.” 

He said that the secret of Mas- 
ters’ success lies in his definition 
of a discount department store: “It 
is a streamlined, low-cost, fast- 
turnover, high-unit-volume-with- 
low-margin operation in pre-sold, 
sizable gain over the preceding 
guaranteed brands. 

“This year,” he continued, “the 
Masters chain will spend $1,500,- 


000 in advertising to build sales 


volume to an even higher point | 073,688 for the fiscal year ending 


where it will substantially lower 


the cost of operation and enable us| 


to lower prices to our customers. 
This is the basis of the advertising 
profession when they sell us adver- 
tising space. And we are sold. It 
works.” 


KORVETTE SALES HIT 
$71,073,688; NET DIPS 

New York, Dec. 3—Sales of E. J. 
Korvette Inc., discount chain, are 
reported at an alltime high of $71,- 


| Sept. 27, with net earnings of $1,- 
187,527. In the preceding year sales 
were $54,847,140 and earnings 
were $1,558,876. 

Earnings per share were $1.02, 
compared with $1.33 the previous 
year. President William Wilensky 
reported that the company’s ex- 
pansion program, whose cost is 
placed around $1,000,000, as one of 
the major reasons for the reduced 
net. Fierce price competition is an- 
other reason. 


A prediction was made by Ber- 
nard Waltzer, assistant treasurer, 
that sales would reach $125,000,000 
in fiscal 1958. + 


Berry to Alexander Film 

Jay Berry, formerly vp and as- 
sistant to the president of Brooke, 
Smith, French & Dorrance, - has 
been appointed vp and general 
manager of the newly established 
national division of the Alexander 
Film Co., Colorado Springs, film 
advertising producer-distributor. 


New Chilton publication puts advertisers squarely 


on target—the key men in plants 
manufacturing airplanes, missiles, 


power plants and components. 


AIRCRAFT AND MISSILES MANUFACTURING 


is edited specifically for men responsible for de- 
sign, engineering, production and procurement 
in the aviation manufacturing industry. You get 
bull’s-eye concentration on this target area with- 
out paying to reach people connected with air 
carriers, maintenance operations, terminal air- 
ports, and the like. 


No other publication in the field gives you 
such efficient use of advertising dollars to 
increase your sales to manufacturers. No other 
publication serves as a common meeting ground 
and forum for the airing and solution of the 
complex problems of aircraft and missile design 
and production. 


Intense reader interest by over 15,000 care- 
fully selected key men will make your on-target 
advertising especially effective. 


Design and production men are planning now to 
meet the demands of increased activity in the 
aviation manufacturing industry. Give your 
sales story to them now in AMM-—the basic 
medium for selling this multi-billion-dollar 
market, directly and on target. Published monthly 
by Chilton Company, starting January 1958. 


AIRGRAFT«° MISSILES 
MANUFACTURING 


A Chilton db Publication 


56th and Chestnut Streets + Philadelphia 39, Pa. 
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Studebaker Uses 
16-Page Supplement 
in Five Newspapers 


SoutH Benn, Dec. 4—Studebak- 
er-Packard Corp. will run a 16- 
page advertising supplement in 
five metropolitan newspapers next 
Sunday. This is said to be the first 
time an auto maker has purchased 
a separate section for its cars. 

The supplement, half in full col- 
or and half b&w, will run in the 
Chicago Tribune, New York Times, 
Seattle Post-Intelligencer, San 
Francisco Examiner and Los An- 
geles Examiner. Combined circula- 
tion of the newspapers is more 
than 4,000,000. Total cost for the 
supplement is estimated at $175,- 
000. 


= Studebaker-Packard plans to 
spend the majority of its 1958 ad 
budget in newspapers and supple- 
ments. Recent successes with roto 
section ads prompted the company 
to put out its own supplement, ac- 
cording to Ken Steadman, super- 
visor of advertising. 

The supplement features all 
S-P cars, including the recently 
announced hard-top models. Mer- 
cedes-Benz cars, imported from 
Germany and distributed by Stu- 
debaker-Packard, also are featured 
in the section. 

Burke Dowling Adams Inc. pre- 
pared the section. # 


Electric Can-opener Will 

Get $150,000 Campaign 
Klassen Enterprises Inc., Hay- 
ward, Cal., will introduce what is 
said to be the first completely elec- 
tric can-opener with a $150,000 
campaign in tv, magazines and 
newspapers, An agency has not yet 
been selected to handle the cam- 
paign for the opener, called the 
“Canolectric.” 


Hoefer, Dieterich Gets 

Strause Bake Goods Account 
Hoefer, Dieterich & Brown, San 
Francisco, has been appointed to 
handle advertising for a new line 
of Holly-Ann Te-Pe Lo-Lo Calorie 
pies, developed by baker Monroe 
Boston Strause. The new pies are 
said to contain one-fourth the usu- 
al amount of calories. 


Robert Keller Adds WJ/AM 
Station WJAM, Marion, Ala., has 
appointed Robert S. Keller Inc., 
New York, its national representa- 
tive. 


EL PASO 
Capital City of 


Largest Geographical 
Market in the Nation 


Covered exclusively by 
Two Separate Papers 


ONE LOW RATE-33c LINE 
... BUYS BOTH 


The El Paso Times 
1] Paso Herald-Post 
ee ee 


Evening 


eax OVER 96,000 DAILY Jam 
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Bolling Adds Dallas Office 


resentative, 


Bldg. 


in Dallas. Tom Murphy, 


s 
Bolling Co., radio-tv station rep- | formerly with Grant Advertising, Capezio Extends 


is opening a new) has been named Dallas sales man- 
branch office in the Gulf States| ager of Bolling. 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


‘Madness With 
Stemwear Push 


(Continued from Page 3) 


EMPLOYERS 
REINSURANCE 
CORPORATION 

21 W. Tenth, Kansas City, Mo 
New York 
Chicago, 175 W. Jackson 


San Francisco, 100 Bush St 


Tanase | stocking.” The campaign, current- 
ly under way in The New Yorker, 
will be expanded to fashion maga- 


zines next year. 

The entire promotion is worked 
around the Polka-Dotta. The ad il- 
lustration is printed in color on the 
Stemwear box. The stockings are 
wrapped in polka-dotted tissue 
and printed inside the box lid is a 
message, in three colors and three 
stanzas, from the Polka-Dotta. It 
begins: 

Yipee-Yi 

Yippe-Yo 

I’m Polka-Dotta of Capezio 

Cobbler to dancer 


How New is Old? 


*in case you haven't met these three media 
experts before: Hi stands for high accept- 
ance; Brod for broad market coverage and Lo 
for low cost. They al! apply, of course, to the 
Post-Gazette. Why not put them to work for 
youl 


Yesterday's “‘old hat’’ sometimes becomes today’s smartest chapeau. But 
one fashion note you can count on in Pittsburgh is the fact that women’s 
clothing stores place more advertising in the Post-Gazette than in both 
other Pittsburgh daily newspapers combined! Why not follow the fashion 
leaders in Pittsburgh into the Post-Gazette the next time you want to sell 
to women in America’s 8th Market! 


an ott 


Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


Advertising Age, December 9, 1957 


and necromancer 
keeper of the mad and merriest 
a 


= The campaign poster has the 
same theme as the ad, plus a polka- 
dotted fringe, which hangs down, 
half concealing the illustration. 
The theory being, in the words of 
the company, “If you’re mad 
enough to pick up the peek-a-boo 
fringe, you’re mad enough to pick 
Capezio Stemwear.” 

A self-service store display has 
separate sections for each of the 
five styles—which sport such 
names as Mesheroo (a micro-mesh 
stocking) and the Rake (a full- 
fashioned stocking with “fresh-cut 
heel”). As for colors, there are 
ally-oomph, in-the-woods, pale 
rider, and even mudpie. 
Stemwear comes in _ three 
lengths—small stems, middle 
stems and long stems—-and is the 
“only stocking thoughtful enough 
to come in quarter sizes,’ which 
means that the Stemwear custom- 
er takes one-quarter size smaller 
in Stemwear than in ordinary 
stockings. “Capezio people aren’t 
like other mortals,” as the compa- 
ny is prone to repeat. 


s This sizing follows the example 
of Capezio shoes, which are sized 
differently than other shoes. The 
result: Your feet are smaller in 
Capezios! 

To explain Stemwear to sales- 
people, there’s a leaflet which 
starts out: “Hold Polka-Dotta over 
your heart and sign the pledge.” 
A long green pencil topped with a 
daisy is provided for the vow, 
which says in part: “I promise 
never to use the word stockings in 
reference to new Capezio Stem- 
wear ... cognizant that only Stem- 
wear has the right angle and quar- 
ter sizes...” 

For customers, there’s a similar 
booklet which begins: “Are you 
mad enough to take the Polka- 
Dotta pledge?” 

Both leaflets end with a contest 
invitation to send in a Polka-Jotta, 
i.e., any design, any idea for un- 
inhibited Stemwear, Customers get 
nothing but fun out of it, but the 
winning salesgirl wins a solid gold 
Polka-Dotta pin. 

Hockaday Associates is the mad 
enough agency, # 


‘Mystery Mail’ 
Opens Doors in 
Honeywell Push 


(Continued from Page 2) 

a warm-hearted house?” The ad 
provides a quiz so homeowners 
can rate their heating systems as 
“lovable,” “livable” or “liability.” 
A coupon—to be presented to lo- 
cal heating dealers—will show re- 
sults of the quiz and bring the free 
“professional check-up.” Final 
page of the ad insert will carry 
names and addresses of all partic- 
ipating heating dealers. 

Minneapolis-Honeywell will pay 
for the five-page two-color ad, 
while dealers will get free listing 
as participants. In return, dealers 
will agree to make the check-up 
calls. The ad is timed for March 
“to fill in the normal slack period” 
of heating dealers. 

“The program,” said K. L. Wil- 
son, vp in charge of Honeywell’s 
residential division, “is aimed at 
benefiting everyone in the heating 
industry by awakening home 
owners to the shortcomings of 
their present heating equipment 
and inspiring them to want to im- 
prove it.” 

Minneapolis-Honeywell turns 
out home thermostats to go with 
heating systems. Foote, Cone & 
Belding, Chicago, is the agency. # 


Nathan Moves to Gore, Smith 
Richard Nathan, formerly with 
Grey Advertising Agency, has 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT |Newvork ssanartdirector 
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EBASCO SERVICES, INC., 


leading engineers and constructors, in 1956 asked 
its own customers, “What publications of all types 
do you read regularly?” Like dozens of other com- 
panies making similar studies, Ebasco found: Busi- 
ness Week offers more management readership per 
advertising dollar than any other general-business 
or news magazine. 


Yow’re so right 
when you recommend 


BUSINESS 
WEEK 


(when you want to 
influence management men) 


MOST INFORMATIVE 


Lines of editorial content devoted to busi- 
ness subjects (3-month Lloyd H. Hall Co. 


tabulation). 

Business Editorial 

Linage 

Business Week 313,860 
U. S. News & World Report 187,305 
Fortune ; 150,835 
Newsweek 67,265 
Nation’s Business 66,457 
Time 53,820 


A McGRAW-HILL MAGAZINE 


MOST ECONOMICAL 


Mentions (Ebasco Study) and cost-per- 
mention for the 6 leading general-business 
and news magazines. 


Time . 295. $10,080 $34.17 
Business Week 2765 270 ~=~=—s«étOM 
Fortune 19€ 3,515 17.93 
U.S News 

& World Report 196 4,210 22.16 
Newsweek 127 5,050 39.76 


Nation's Business 80 3,375 42.19 


*1z of 13-time page rate 


ADVERTISING LEADER 


For 19 consecutive years, business and in- 
dustrial advertisers have placed more pages 
in Business Week than in any other gen- 
eral-business or news magazine. 


Business Advertising Pages— 
Jan-June, 1957 


Business Week 3,039 
U. S. News & World Report a 1390 «~ 
Newsweek *, » 1,180 
“Fortune a ie 1,040 


Fee ae 
_» Nation's Business 
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M anagement Skills 
New Agency ‘Must,’ 
Brorby Tells 4 A’s 


Derroit, Dec. 3—The creation of 
advertising plans for clients is be- 
coming much more complicated 
than the mere writing of adver- 
tisements, according to Melvin 
Brorby, senior vp of Needham, 
Louis & Brorby, Chicago. 

Speaking at the annual confer- 
ence of the east central region, 
American Assn. of Advertising 
Agencies here last week, Mr. Bror- 
by noted: “On the one hand, there 
is a tremendous amount of prob- 
lem-solving that has to go on; and, 
on the other, there are the skills 
of management that are called for. 

“The development of those man- 
agement skiils in the agency busi- 
ness is very often overlooked,” he 
said. “It’s taken for granted that 
agency management knows how to 
find and train and develop people, 
and how to work out the methods 
by which they work harmoniously 
together to produce highly effec- 
tive advertising. 


s “It’s also taken for granted that 
the managements of advertising 
agencies understand the manage- 
ment problems of a greatly diver- 
sified list of clients, because their 
primary assignment is advertising 
to help these clients make a profit. 
“These management skills are 
going to be called upon increasing- 
ly in the future, as are our prob- 
lem-solving skills. This does not, 
of course, change our fundamen- 
tal assignment of making adver- 
tising itself pay for clients.” 


s A call for full recognition of a 
“fifth dimension” in business—em- 
ploye and community public rela- 
tions—was made by John T. Mc- 
Carty, General Electric Co. group 
relations consultant. 

“Most people will accept the 
products, goods and services pro- 
duced by business,” he said. “How- 
ever, attitude surveys indicate that 
too many people do not think the 
jobs business provides are what 
they ought to be.” 

Strikes, slowdowns and reluc- 
tance of employes to give full ef- 
fort to their jobs already have 
hampered activity in the other four 
dimensions of business—designing, 
manufacturing, accounting and 
selling—he said. 

“This is the fault of business 
men first, and advertising agency 
executives second, because neither 
group has recognized nor invested 
time and money in .. . deserving 
and getting the understanding and 
support of employes and commu- 
nity neighbors.” # 


Transitads Names Two 
National Transitads Inc., New 
York, has appointed James Webb, 
formerly Pittsburgh area sales 
manager, vp in charge of national 
sales. Transitads also has named 
Harold B. Churchill, previously 
with American Legion Magazine, a 
national sales account executive. 


Poris Moves to SSCB 

George Poris has joined Sul- 
livan, Stauffer, Colwell & Bayles, 
New York, as a copy group head. 


He formerly held a similar position | 


at Benton & Bowles. 


Marie does it 
FASTER... 


complete mailings, multi- 
raphing, mimeograph- 
ng, addressing, fitin on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush bo jee a 
nick service and fast delivery 

LL WAbash 2-8655. 


a Lelie fn 


Transcontinent Head Says 
WGR Will Not Be Sold 

Persistent reports that WGR, 
Buffalo radio station, was going to 
be sold have been denied hy J. 
Fred Schoellkopf IV, chairman of 
the executive committee of Trans- 
continent Television Corp., owner 
of the station. Mr. Schoellkopf said 
Transcontinent has received “sev- 
eral offers for both the radio and 
tv station, but they just aren’t for 
sale.” 

Todd Storz, of Omaha, owner of 


a chain of radio stations, was 
among those interested in purchas- 
ing the Transcontinent property, 
Mr. Schoellkopf reported. Mr. 
Storz also has been mentioned as a 
purchaser of WBNY, Buffalo, but 
executives of that station said 
“definitely not.” 


DuMont Appoints Korn 

Bennet H. Korn has been named 
executive assistant to Richard D. 
Buckley, vp in charge of program- 
ming and sales for DuMont Broad- 


Advertising Age, December 9, 1957 


casting Corp., New York. Already | Cincinnati. Miss Hetfield was for- 
a DuMont vp and manager of its|)merly manager of radio-tv sales 
New York station, WABD, Mr./|development of Branham Co. Miss 
Korn, with his new assignment, |Kemme has been with Crosley 


takes over supervision of DuMont’s | 


Washington outlet, WTTG, and the 
company’s syndicated operations. 


Crosley Appoints Two 

Crosley Broadcasting Corp., Cin- 
cinnati, has named Anne Hetfield 
sales development director, and 
Marjorie Kemme director of press 
relations for WLW and WLW-TV, 


since 1945, and was administrative 
assistant to the president. 


Bartell Names Bossard 

Joe Bossard has resigned as 
merchandising director of KSDO, 
San Diego, to become national di- 
rector of merchandising for KCBQ, 
a member of the Bartell group of 
stations, San Diego. 


431 S. Dearborn St b 


The best buyers of 


cosmetics and toiletries 


read America’s 


leading magazine 


- 


Digest readers represent 37% 

of all incomes over $7,000. To reach 
them, advertisers spent 60% more 

in the Digest this year than last. 


Y WHAT YARDSTICK do you evaluate an adver- 
B tising medium for your product? The following 
measurements show why Reader’s Digest is gener- 
ating the same enthusiasm among advertisers as its 
editorial content has always enjoyed among readers. 


Family income: A single issue of Reader's 
Digest reaches over a third of the people in homes 
where annual income is $7,000 or more. 


Circulation: Starting January 1, the Digest’s 
advertising rates will be based upon a circulation 
of 11,500,000. The Digest has the country’s largest 
magazine circulation—larger than the next two 
magazines combined. 


Audience: A single issue of the Digest reaches 
over 32 million Americans, including 17 million 
women. It reaches more women, and more men, 
than any other magazine, including those edited 
expressly for women. 


Circulation concentration: 82% of the 
Digest’s circulation is concentrated in the nation’s 
top-quality markets—where you find 82.7% of the 
country’s buying power. 


And Reader’s Digest offers you the great- 
est extra value of all: The faith of its readers 
—the kind of faith that creates a climate of confi- 
dence for your advertising message. More and more 
advertisers are learning that this kind of faith 
leads people to action. 


*Data from: “A Study of Seven Publications” conducted by Alfred 
Politz Research, Inc. 
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Nilson Named TV 
Sales Manager in 
Katz Agency Shifts 


New York, Dec. 5—Katz Agency, 
national advertising representa- 
tive, has made several key pro- 
motions and additions to its tv 
staff. 

Walter E. Nilson, formerly as- 
sistant tv sales manager, has been 
appointed tv sales manager for the 
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company. William W. Joyce, who 
has been with Katz since 1945, has 
been named tv Chicago sales man- 
ager. The post of tv sales manager 
had been vacant since mid-No- 
vember, when Scott Donahue was 
named vp in charge of tv sales. 
Promoted from the sales staff 
to assistant tv sales managers are 
Oliver T. Blackwell, Alfred I. Mir- 
anda and Michael T. Membrado. 
Added to the sales staff are 
Robert Tatum, formerly of BBDO, 
assigned to the New York office; 


and Robert C. Rohde, previously 
with Peters, Griffin, Woodward, 
and Harold Abrams, formerly with 
the Chicago Tribune, both assigned 
to Chicago. John D. Amey Jr. has 
been shifted from the Detroit to 
the New York staff effective in 
January. + 


‘Channel,’ New TV Weekly. 
Reports 150,000 Circulation 
Channel, new weekly tv program 
magazine, published by Channel 
Northwest Inc., Tacoma, has re- 


ported a circulation in excess of 
150,000 with its sixth issue, just 
out. The magazine, sold in bulk to 
drug stores for free distribution to 
their patrons, is published in three 
localized editions: Seattle-Tacoma, 
Spokane and Portland. President 
of the corporation and publisher of 
the magazine is Marshall Ricono- 
sciuto, head of the agency bearing 
his name at 201 S. Fifth St., Ta- 
coma. 

Channel also carries advertising, 
although the policy is to advertise 


For an analysis of how Reader’s Digest covers 


your best prospects call the Digest office nearest 
you. In New York, MUrray Hill 4-7000; in Chi- 
cago, WHitehall 4-2544; in Detroit, TRinity 
§-g600; in Los Angeles, OLive 3-0380; in San 
: Francisco, EX brook 2-3057. Or write to: Reader’s 
Digest, 230 Park Avenue, New York 17, N. Y. 


New market research shows that Reader's Digest 
reaches more young women, and more women in the “prime 
spending years,” than any other magazine studied.* 


People have faith in 


fReaders Dige st 


Largest magazine circulation in the U. S. — 


over 11 million copies bought monthly 


those products which are avail- 
able through drug stores. The mag- 
azine carries both a listing of tv 
programs and news of new pro- 
grams and features about tv. Con- 
sumer promotion is via tv spots on 
all stations in the areas now served 
by the publication, and its sponsors 
say they hope tc extend the maga- 
zine to most markets of the West 
Coast in the next six months. 


WLEU Appoints Rep 

WLEU, Erie, Pa., has appointed 
Radio TV _ Representatives its 
national representative. The sta- 
tion was formerly listed by Wil- 
liam G. Rambeau Co. Effective 
Dec, 1, WLEU switched from a 
Mutual] affiliation to an indepen- 
dent operation. 


‘American Press’ to Shannon 

The American Press, Lake 
Charles, La., has appointed Shan- 
non & Associates its nationa] rep- 
resentative, effective Jan. 1. In- 
land Newspaper Representatives 
formerly represented the station. 


She'sina --— 


high-buying 
mood, with her 
eyes on KOIN-TV... 
her station in 
Portland and 30 
surrounding Oregon and ; 
Washington counties. The mee 
gentiemen from CBS-TV 
_ Spot Sales have a 
complete dossier on 
KOIN-TV’s fascinating 
ratings ...and on the 
fascinating ways she 
responds to your 
buying suggestions 
\ throughout 
a positively 
incredible 
coverage 
area. 
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Soll vue 


DAVENPORT 


NEWSPAPERS 


. ‘SuNDAY 


Represented by Jann & Kelley 


aol = 
“ays Top-Notch Teams |=" 


tee hee 
“Sane wore 


through Davenport Newspapers . . . 
Circulation 50,000 Daily — 53,000 Sunday. For the 


tenth consecutive year — first in lineage in all lowa 


and the Big © .. . a $494,275,000 market! 
CIRCULATING DAVENPORT, IOWA; 


ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 
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Department Store Sales... 


Sales Dip 20% in Week Ending Nov. 30 


WASHINGTON, Dec. 5—Sales were 
down 20% in department stores 
across the U.S., according to Fed- 
eral Reserve Board figures for the 
week ending Nov. 30, as compared 
to the corresponding week in 1956. 

The U.S. total showed a 7% loss 
for the four weeks ending Nov. 30 
as compared to a year ago, but 
year-to-date sales are up by 1%. 

All 12 FRB districts showed a 
loss ranging from 7% to 24%. The 
losses listed were Boston, 21%; 
New York, 22%; Philadelphia, 
22%; Cleveland, 21%; Richmond, 
22%; Atlanta, 7%; Chicago, 24%; 
St. Louis, 21%; Minneapolis, 14%; 
Kansas City, 18%; Dallas, 14%, 
and San Francisco, 18%. 

A breakdown of district figures 
for the latest week will not be 
available until next week. For the 
previous two weeks, they broke 


chouse of America’s 
missile vonage a 


major 


Mighty rocket engines, unleashing millions of horsepower, 
make exciting news from Rocketdyne Division of North Ameri- 
can Aviation. To keep the public, NAA investors and employees 
up to date, ads show how the world’s largest producer of liquid- 
propellent rocket engines is building power for outer space. Ads 


get mighty good readership .. 


One distinguished name is worth a thousand words in this 
testimonial campaign for Cavanagh Hats. Testimonial begins 
and ends with a famous name — 


entertainment world 


BATTEN, 


NEW YORK + 


.average nearly three times better 
than other ads in the same publication. BBDO Los Angeles. 


from the business, 
-stamped in the band of a Cavanagh. Copy 
reads: “If you name the three top men in any field, two of them 
most likely wear Cavanagh Hats. Do you?” 
pears on the facing page. Ads run in The New Yorker magazine. 


* CHICAGO + CLEVELAND + 


Dealer listing ap- 


BARTON, DURSTINE & OSBORN, 


ATLANTA + BOSTON + BUFFALO 


strong on top.. 


sports or 


DALLAS + DETROIT + 


Top brand in floors and floor coverings is Armstrong — and 
advertisements like this in major magazines helped put Arm- 
. help Armstrong stay on top. Each month, thou- 
sands of readers write for the decorating books and plans offered 
in the advertisements. Sometimes home owners report having 
copied whole rooms, detail for detail. Famous for the modern 
fashion in floors—Armstrong sets the trend in advertising, too. 


Classified Te 


Prize winner in national competition for “100 Best Posters” 
is this 24-sheet for Pacific Telephone. Problem: a leaky ceiling. 
the Yellow Pages of the telephone book. Situation 
posters like this do a twofold job. First, they sell consumers 
on the Yellow Pages as a buying guide for products and services. 
Second, they help make the classified telephone directory an 
increasingly important medium for space-buying advertisers. 


Solution: 


AMERICAN 
Yet 


INC., 


HOLLYWOOD + LOS ANGELES + MINNEAPOLIS + PITTSBURGH 


ADVERTISING 


* SAN FRANCISCO + SEATTLE + TORONTO 


t 23 a 


| 
| 
| 
| 
| 
| 
| 


“Phone Directory 


down as follows: 
% Change from "56 
Week Ending 


Federal Reserve Nov. Nev. 
District, Area, and City 16 23¢* 
UNITED STATES +4 
Boston District ..........06 +1 
Metropolitan Areas 
A —7 +2 
Downtown Boston —Iil — 4 
Suburban Boston ................ +2 +15 
Cambridge ... +5 +13 
Quincy ...... -—4 +10 
STII ~nisienisnmbneisseninenatnnsnnnite 5 — 6 
City 
I —1 
New York District +1 


Metropolitan Areas 


Buffalo —4 +1 
New York- NE. 
ee 0 +13 
Newark ....... —10 +8 
New York — § +8 
hester .. r—12 — 5 
Syracuse ......... ~~ =—t1 +1 
Philadelphia District ............ — 6&6 +2 
Metropolitan Areas 
Wilmington +8 
SD etiiciichineitscscsctes +2 
I st —13 
Philadelphia .................. +2 
Reading +3 
Scranton - 0 
Wilkes-Barre—Hazleton . — 9 +1 
Cleveland District .................. r— 5 +6 
Metropolitan Areas 
Lexington + 2 + 6 
—8 0 
sisitieabdaiibesend —§ 0 
Cincinnati — 3 +5 
Cleveland ....... — 0 +14 
Downtown Cleveland cove = BO +6 
Columbus - 7 +9 
Springfield .... —16 —14 
Toledo —8 ad 
Erie . an — § +74 
Pittsburgh diihieanton oo. = § +11 
Wheeling-Steubenville a) | | —19 
Richmond District ................ r 3 —3 
Metropolitan Areas 
Washington iaahieesiditiatetesaits 0 0 
Downtown Washington — 3 — 3 
Baltimore = uw F— 6 — 4 
Downtown Baltimore. r—10 — 5 
i 3 
Atianta District ....................... — 6 —10 
Metropolitan Areas 
Birmingham —13 — 9 
eee — 2 +4 
Jacksonville — 8 e 
Miami .......... r— 5 +4 
Miami City . —12 +1 
MII wrceisiantensitngnctanes r— 1 —21 
Augusta .......... = a > oe | 7 
New Orleans ........ — 8 —7 
Knoxville a —30 
Nashville 2.0.0... _ bd ° 
City 
Tampa ....... we — 8 
Chicago District a -e —l0o +1 
Metropolitan Areas 
CRMCARO  oxccess0.+ enekeniat — 6 +3 
Indianapolis —12 —2 
NER —12 +1 
CC —14 +3 
St. Louis District ................. dt +3 
Metropolitan Areas 
en —2 +1 
INE incenstbihitectenniptenmeens —13 — 8 
DS a —15 +14 
Memphis . —14 —15 
Minneapolis District enanen —3 —s8 
Metropolitan Areas 
Mpls.-St. Pau ........ sm — 32 —7 
Mpls. and Suburbs . —2 —7 
4. ae «= § as § 
Cities 
Duluth-Superior —10 —7 
Kansas City District — MN +t 
Metropolitan Areas 
a — } +13 
Topeka —lil —1 
Wichita . nin 12 — 8 
ST IID iitisnscccepsiniasenpsitcnaniing —1 +19 
Albuquerque — 1 +41 
Oklahoma City .......cccccccccoee r—17 +19 
Tulsa —14 +7 
Cities 
Joplin oa sab . = — 3 
Kansas City ..... ‘ « f= 9 + 7 
Dallas District ................... -_ 7 +16 
Metropolitan Areas 
Dallas ... a} +16 
El Paso . 4 +34 
Fort Worth oni in on +4 
SNEED caciencnscteermmtonntcys ~13 — 8 
San Antonio een 0 +21 
San Francisco District — 8 +5 
Metropolitan Areas 
Los Angeles-Long Beach - 6 +1 
Downtown Los Angeles 13 8 
Westside Los — exes — 5 + 2 
Sacramento + 8 + 20 
San Diego ........ ~ —9 —1 
San Francisco- Oakland ~ —7 +4 
San Francisco _ mn uae +3 
Oakland a \ | — 6 
Portland —il +34 
Salt Lake City .............. ~ =—1} +2 
Seattle ......... - = +4 
Spokane .......... —4 + 6 
SED. ertemerenenesien —18 —15 
r—Revised. *—Data not available. 


**..Comparisons are affected by the fact 
that Thanksgiving Day is one week later 
this year than last. 


Brumm Joins Campbell-Mithun 
Tom Brumm, for the past four 
years on the Chicago and Dallas 
staffs of Grant Advertising, has 
joined the account service staff of 
Campbell-Mithun, Chicago. 
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Field & 
Stream 


of Outdoor 
Life 


and other 


sportsmen’s 


magazines 


The vigorous growth rate of outdoor sportsmen’s 


magazines is at a new high again in 1957. 


the Healthy Growth 


In the first post war decade, while hunting and fishing 
license sales increased 59%—the combined circulation 


of OUTDOOR LIFE, Field and Stream and 
Sports Afield climbed 85%. 

With 990,050 net paid circulation in the first 
half of 1957—-OUTDOOR LIFE remains 
“the BEST SELLER” in the history 
of sportsmen’s magazines. 
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990,050 


Net Paid 


Circulation 
975,000 


_-. $50,000 


945,245 
& 
& 


~ 900,000 
-875,000 
— $50,000 
Outdoor 
life is 
FIRST in total circulation 
FIRST i ) 
ee? in omer Soret anaes 


FIRST in the $6-billion 
Sportsmen's Market 


Source: A.B.C. Publisher’s 
Statements January 1952—June 1957 
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Straight, Bonded Whiskies Will Overtake 
Blends in Next Two Years, Corrado Predicts 


New York, Dec. 3—Within the 
next two years bonded and straight 
whisky will be outselling blended 
whisky. 

From 1948 to 1956, bottling of 
bonded and straight whisky in- 
creased 246%. 

In 1957, for the ninth consecu- 
tive year, straight whisky regis- 
tered an annual sales gain. 

These figures are contained in a 
new study made for National Dis- 
tillers Products Co. by Benjamin 
W. Corrado, its director of market 
research. The study indicates that 
for 1957 straights and bonded 
whiskies will top 67,500,000 gals. 
—the highest level since repeal, 
almost equaling the bottling of 
blended whiskies. 

Neutral spirits blended whisky 
bottling is expected to total about 
70,000,000 gals. in 1957, the study 
shows. But it notes that bottling of 
blends has declined steadily since 
the war, when it accounted for 
about 88% of total consumption. 


= The increase in the sale of Ken- 
tucky bourbon whisky, the study 
indicates, has been made largely 
at the expense of blended whisky. 
Moreover, it is reported, it has 
happened in virtually every mar- 
ket in the country. 

A paradox reported by the study 
appeared in the northern and east- 
ern areas, where some consumers 
still call for rye whisky, under the 
impression, it is said, that they are 
getting straight rye. Usually, it is 
said, when a customer calls for 
rye he gets a neutral spirit blend. 

The straight rye business is ex- 
tremely regional, the study shows, 
and is confined largely to a few 
northeastern states. It represents 
about 1% of the total market. 

Statistics from 17 monopoly 
states, plus bottling figures from 20 
open states, the report says, indi- 
cate that straight bourbon sales 
are outdistancing blended whisky 
in all of these 37 states. 


® Blends, the study shows, have 
fallen off sharply in every market 
except North Dakota and New 
Hampshire. Straight bourbon sales 
reportedly are up 20.5%, as com- 
pared with a gain of 0.9% for 
blends. 

For the first eight months of 
1957, the report says, apparent 
consumption of straight bourbon 
was up 8.3% in 37 states for which 
figures are available, while blend- 
ed whisky was down 6.5% in those 
same states. 

The increased consumption of 
straight whiskies for 1957 and the 


WMGHM Switches Allegiance 
WMGM, New York, radio sta- 
tion, left with no baseball team to 
call its own when the Brooklyn 
Dodgers went west, has come up 


with a _ replacement—the New 
York Yankees. Starting with the 
spring training exhibition games, 
WMGM will broadcast all the Yan- 
kee games. Station WMGM takes 
over from WINS, which had car- 
ried the Yankee games since 1947. 
P. Ballantine & Sons’ continues as 
sponsor and WPIX remains the tv 
outlet. 


SAMPLE KIT OF 


CLIP BOOKS 


Send a dollar for bargain bundle 
of ready-to-use art, including fa- 
mous “CLIP BOOK OF LINE ART” 
and new “ART DIRECTOR'S CLIP 
xir.”’ Plenty of art for dozens of 
paste-ups. Guaranteed, or dou 
ble-money back. No salesmen 
will call. Send today 


HARRY VOLK JR. ART STUDIO 


Pleasantville 34, New Jersey 


decline of blended whisky sales, 
the report says, will bring annual 
sales of both types to a point where 
the gap between them will be at its 
narrowest since 1943. 

Straight and bonded whisky bot- 
tling in 1948, the report notes, 
totaled 18,400,000 wine gals. This 
increased every year until 1956, 
when it reached 63,700,000 gals. 

The study predicts that straight 
and bonded bottling this year will 
top 67,500,000 gals. # 


Mission Valley to A&C 

Mission Valley Mills, New 
Braunfels, Tex., producer of box 
loom cotton and cotton/Dacron 
blended fabrics for apparel, has 
appointed Anderson & Cairns, New 
York, to handle its advertising. 
Needham & Grohmann is the pre- 
vious agency. 


Berry to Alexander Film 

Jay Berry, formerly vp and as- 
sistant to the president of Brooke, 
Smith, French & Dorrance, has 
been appointed vp and general 
manager of the newly established 
national division of the Alexander 


Film Co., Colorado Springs, film 
advertising producer-distributor. 


Marsak Joins Reach Shop 

Barbara Marsak, formerly with 
Crossley, S-D Surveys and Erwin, 
Wasey & Co., has joined the re- 
search department of Reach, Mc- 
Clinton & Co. New York, as 
a project supervisor. 


Blackmar Named VP 

Dana Blackmar, copy chief of 
Seklemian & North, New York, for 
the past year, has been elected a 


Advertising Age, December 9, 1957 


Deutsch Joins Arrow Brands 

Robert H. Deutsch, formerly 
manager of the House of Leeds 
Advertising, has been named di- 
rector of advertising and sales pro- 
motion of Arrow Brands Inc., Los 
Angeles, a subsidiary of the Rey- 
nolds Metals Co., which specializes 
in aluminum foil for the gift wrap 
industry. 


Jamian Names Art Director 
Rudi Bass, formerly with Len- 
nen & Newell, has been appointed 
creative art director of Jamian Ad- 
vertising & Publicity, New York. 
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Advertising Age, December 9, 1957 


‘January Write 
Sale’ Is Post-Yule 
Sheatfer Promotion 


Fort Mapison, Ia., Dec. 3— 
Sheaffer Pen Co. will try to beat 
the January pen and pencil sales 
slump this year with a merchan- 
dising promotion called “Sheaffer’s 
January Write Sale.” 

This is the first time such a pro- 
motion has been tried, according to 
Edmund F. Buryan, marketing vp. 
2,500 selected dealers throughout 
the U. S. will participate, offering 


special values on writing instru- 
ments sold in boxed combinations. 

Because of the limited number 
of dealers participating, no nation- 
al advertising will be used in the 
promotion, Mr. Buryan said. The 
company will use trade and local 
advertising. 

The promotion “is engineered to 
help retailers continue the Christ- 
mas selling momentum through 
January by providing them with 
a store-wide theme around which 
they can build sales,” Mr. Buryan 
explained. 


s Three gift-boxed combinations 


will be featured during the drive: 
a Snorkel fountain pen and desk 
set; a cartridge fountain pen, ball 
point and cartridges for both pens; 
and a “all point pen, a mechanical 
pencil, silver-tipped cartridge for 
the ball point and a tube of leads 
for the pencil. 


PARKER USES DEALER 
LISTING ‘BLITZ’ PUSH 

JANESVILLE, WIS., Dec. 3—Five 
additional markets are scheduled 
early this nionth for the continu- 
ing newspaper “blitz” campaigns 
being carried on by the Parker Pen 
Co. 


The pre-Christmas drive has al- 
ready “blitzed” Chicago, Milwau- 
kee and Minneapolis. The five met- | @ 
ropolitan areas next up are Provi- | 3 
dence, Boston, Atlanta, Fort Worth oy 
and Los Angeles, according to|j 
George A. Eddy, advertising man- | 
ager. | 3 

Focal point of the campaign, |fj 
which features dealer tie-ins, is| 
Parker’s new T-Ball Jotter ball| 
point pen. Main feature of the) 
campaign: 1,500-line newspaper | 
ads bordered by lists of dealers, | 
with names and addresses. | 

In conjunction with newspaper 
promotion departments and Parker 


Media buying is like automobile buying — the pace setters buy a newer, 
better, more stylish model the minute it comes out. And the pace setters 
are always the ones that are noticed and remembered. 


Make no mistake about it. The new 1958 MOTOR AGE is a totally new 
advertising opportunity, embodying a combination of features never 
before offered. 


* Guaranteed coverage of the market— 125,000 shops 


doing a guaranteed minimum 80% and 
probable 94% of the automotive service volume. 


reading the magazine. 


* Scientifically selected readers, sold personally on 


ACCESSIBLE—The 1958 End-o-Rak, 

with customer access from all 

sides, is being introduced by Swift 

& Co.’s plant food division in gar- 
den supply houses. 


| |wholesalers, mailings are made to 
" {all possible ball point pen outlets, 
offering free listings in the ad. 

Tatham-Laird, Chicago, is the 
> jagency. # 


Bymart-Tiniair Sets Drive 

: Bymart-Tintair Inc., New York, 
plans a television spot campaign in 
17 markets to launch Satin creme 
hair coloring. Copy theme for the 
new product is “the creamiest hair 
coloring of them all.” Co-op de- 
| |partment store advertising is also 
j scheduled for the campaign which 
’ broke the week of Dec. 1. Product 
Services Inc., New York, is the 
agency. 


Coastal Foods Names Doner 
Coastal Foods Co., Cambridge, 
Md., a division of Consolidated 
Foods Corp., Chicago, has appoint- 
ed W. B. Doner & Co., Baltimore, 
to handle its advertising, sales pro- 
motion and publicity for both the 
Phillips and Gibbs food brand 
names. Phillips canned goods are 
distributed in the South and West, 
while Gibbs canned foods are dis- 
tributed mostly in the East. : 


ae ee] 
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Stavid Names Gaynor 

Stavid Engineering Inc., Plain- 
field, N. J., specialist in weapons 
systems engineering and in the de- 
sign and production of military 
electronics equipment, has named 
Gaynor & Ducas, New York, to 
handle its advertising. The agency 
is the first for Stavid. 


a 


ed 
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It’s tomorrow's automotive service publication today. And you can 
cash in on it today! You can be in on the beginning of a marketing con- 
cept that will revolutionize automotive service advertising. 


Phone or wire collect for more information . . . 


The new, expanded 


MOTOR AGE 


A CHILTON PUBLICATION 56 & Chestnut Streets, Philadelphia 39, Pa. BPA] 
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WHEBF 
RADIO & TELEVISION 
COMING! 


Greatly Expanded 
Coverage from a 
New 1000 ft. Tower 
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75% otf Execs Think 
Company Yule Fun Is 
Okay, NOMA Reports 


PHILADELPHIA, Dec. 3—Two out 
of three U.S. companies plan to 
have office Christmas parties this 
year. 

This is about equal to a year ago. 
More than 75% of the executives 
queried by the National Office 
Management Assn. believe such 
parties improve employe morale. 

Of those who like the idea, how- 
ever, 16% approve only if the 
amount of liquor served is limited. 

Among the 1,000 executives who 
disapprove of such parties, 44% 
object because liquor causes prob- 
lems. Another 15% feel that mix- 
ing of the sexes brings about prob- 
lems. Others feel that Yule parties 
are a waste of time, or that their 
workers are not socially compati- 
ble. 

In spite of such hard feelings 
about hard liquor, more than 50% 
of the executives said they would 
provide free liquid cheer. Another 
19% will allow their employes to 
provide their own drinks. 


® The survey showed that where 
parties are held on company prop- 
erty, only about half allow liquor. 
About 33% will celebrate at the 
office. The rest will go out. More 
than 60% will hold the party in 
the evening or on the weekend 
preceding Christmas, with only 
one-third having it on the last 
working day before the holiday. 

Children at such parties are vir- 
tually taboo, with only a few ex- 
ceptions. But 50% of the respond- 
ents in the survey feel it is a good 
idea to invite the wives, husbands 
or sweethearts. + 


French Ad Federation 
Forms Research Division 

The Federation Francaise de la 
Publicite (French Advertising 
Federation), Paris, has established 
a research division to promote the 
development of advertising tech- 
niques. The new division—lInstitut 
de Recherches et d’Etudes Publici- 
taires—expects to act as a clearing 
house of information and _ ideas. 
One of its activities will be the 
publishing of a quarterly analyti- 
cal review which will abstract 
articles from advertising publica- 
tions from many different coun- 
tries. 

Emile Morando of Agence Syn- 
ergie, who was elected head of the 
research unit, said he envisions a | 
membership of 100 with an operat- | 
ing budget of 5,000,000 francs 
($14,000). The unit is starting off 
with 40 members. The French ad | 
federation also has reported that | 
the print media audience survey | 
will be ready for publication by | 
the middle of 1958. Initiated by the 
federation last year, this survey 
will measure the audiences of all 
French newspapers and magazines. | 


Premium Book Issued 

Premium Service Co., a subsidi- 
ary of Curtis Publishing Co., has 
released a new brochure, “47 Ways 
to Increase Sales with a Premium 
Coupon Plan.” Copies are avail- | 
able from Premium Service, 195 | 
North St., Teterboro, N. J. 


Kids Cook Book Going 
Strong, General Mills Says 

The 200,000 first printing of 
“Betty Crocker’s Cook Book for 
Boys & Girls” is “rapidly being ex- 
hausted,” according to A. W. Wil- 
bor, manager of General Mills’ 
Betty Crocker Enterprises. A sec- 
ond printing is due by the end of 
the year. The book, tailored for the 
8- to 12-year-old group, sells for 
$1 in bookstores. 

This follows two other Betty 
Crocker cook books, both of which 


have been publishing successes, 
Genera! Mills says. More than 4,- 
000,000 copies of the seven-year- 
old “Betty Crocker Picture Cook 
Book” have been sold and sales of 
the three-year-old “Betty Crocker 
Good and Easy Cook Book” have 
reached nearly 2,500,000, the com- 
pany reports. 


Petersen Moves N.Y. Office 

Petersen Publishing Co., Los An- 
geles, has moved its New York of- 
fice to 17 E. 48th St. 


Keystone System Adds 14 

Keystone Broadcasting System 
has added 14 new affiliates, bring- 
ing the total to 1,015. The stations 
are KYOU, Greeley, Colo.; KLGA, 
Algona, Ia.; WNGO, Mayfield, Ky.; 
WBSE, Hillsdale, Mich.; WJMB, 
Brookhaven, Miss.; KRES, St. Jo- 
seph, Mo.; WKDX, Hamlet, N.C.; 
KRNS, Burns, Ore.; WEAG, Al- 
coa, Tenn.; WDNT, Dayton, Tenn.; 
WCLC, Jamestown, Tenn.; KACT, 
Andrews, Tex.; WESR, Tasley, Va., 
and KBBS, Buffalo, Wyo. 
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General Mills’ Barry Retires 

Walter R. Barry, General Mills 
vp and co-administrator of the 
company’s consumer food activi- 
ties, retired Dec. 1. He will stay 
on as a board member and consult- 
ant. A. Z. Kouri, vp, who was re- 
cently named co-administrator 
with Mr. Barry for consumer food 
activities, will assume full respon- 
sibility for the office. Mr. Barry, 
61, has been with General Mills 
and the parent Washburn Crosby 
Co. since 1916. 
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Mrs. Mary Allison Dies 

Mrs. Mary Abbott Allison, 61, 
wife, mother and grandmother of 
three Texas: newspaper men, died 
Nov. 27 at her home in Wichita 
Falls. Her husband, James W. Alli- 
son, is a retired vp of the Times 
Publishing Co., which publishes the 
Wichita Falls Record News and 
Times. Her eldest son, James N. 
Allison, is publisher of the Mid- 
land Reporter-Telegram, and her 
grandson, James N. Allison Jr., 
is vp of that newspaper. 


Conn Boosts Konn, Doty 

Cc. G. Conn Ltd., Elkhart, Ind., 
band instrument manufacturer, 
has appointed Frank Konn adver- 
tising manager succeeding Roy G. 
Stewart. Mr. Konn formerly was 
manager of Northern Ohio Appli- 
ance Corp., Cleveland. At the same 
time, Conn appointed Coles A. 
Doty Jr. to the new post of direc- 
tor of educational services for the 
band instrument division. Mr. Doty 
was formerly New York district 
manager for Conn sales. 


Lowry Joins Allen, Reynolds 

O. Earl Lowry, formerly a re- 
search executive with the North- 
western Bell Telephone Co.,, has 
been named director of research 
of Allen & Reynolds, Omaha agen- 
cy. 


Haugan Joins Guerin 

Jevne (Jeff) Haugan, formerly 
an account executive of Western 
Advertising Agency, has joined 
Guerin, Johnstone, Jeffries, Los 
Angeles, as an account executive. 


Business Papers Have 
Reputation for Unsound 
Survey Tactics, He Says 


Cricaco, Dec. 3—A “seal of ap- 
proval” for market research done 


WBC Radio’s deejays know how to program the kind of music that 
puts cold cash in advertisers’ pockets... fast! They are 29 reasons 
why no selling campaign is complete without the WBC stations. 


music into dollars... 


They are the top showmen and salesmen in their respective markets. 
There’s a sound difference on WBC Radio... and these popular 
personalities can prove it! For quick results, call A. W. “Bink” Dannenbaum, 


poo 


za 


v4 =e 
ihe 
_ OR 


WBC VP-Sales, at MUrray Hill 7-0808 in New York. 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


APT represented by The Kotz Agancy, inc 
AN orker WBC Boron: represented by 
Peters, Grillin, Woodword. inc 
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Impartial Check on Business Papers’ 
Market Research Needed, Gleiss Says 


by business publications was rec- 
ommended by marketing analyst 
Henry Gleiss as a means of giving 
the results more credibility. 
Speaking to publication men at 
the Dotted Line Club today, Mr. 
Gleiss observed: “You have the 
reputation of being proponents of 
unsound market research tactics.” 
He said people would be more 
inclined to believe the results of 
the research if some organization 
such as the Dotted Line Club would 
screen the research and approve 
the claims as true and fairly pre- 
sented. The approving group might 
also set up standards for such 
factors as the number and type of 
interviews used in the research, 
he suggested. 

“Whatever you do in the way of 
research,” he said, “base it on fact, 
not fantasy, guesswork or outdated 
figures.” 


s Mr. Gleiss, exec vp of Gould, 
Gleiss & Benn, market research or- 
ganization, said a lack of confi- 
dence in market research done by 
publications has hurt publishers 
who have sought to capitalize on 
legitimate and worth while re- 
search. 

“Advertisers have come to look 
for the ‘joker’ when you publish 
market data that resulted from sur- 
veys,” he said. 

Mr. Gleiss listed three prime 
sources for market data: Trade as- 
sociations, the U.S. Department of 
Commerce and market research 
studies. 

He said publications need up-to- 
date market data for the informa- 
tion of advertisers and of their own 
editorial departments. # 


Atlanta Art Club Elects 

Baron G. Roberts, partner and 
art director of Liller, Neal & Bat- 
tle, has been elected president of 
the Art Directors Club of Atlanta. 
Other new officers are Lawrence 
G. Kern, art director, Coca-Cola 
Co., Ist vp; George T. Reed, Atlan- 
ta Paper Co., 2nd vp; Richard H. 
Brunnell, director of the Atlanta 
Art Institute, secretary, and How- 
ard A. Kjeldsen, of Cox, Kjeldsen 
& Parker Studio, treasurer. 


by WALTER SCHWIMMER 


“Fascinating reading . . . Certainly this is 
one of the frankest, most outspoken comments 
on the advertising busines’ ever put together 
by a practitioner of the advertising art.” 
—S. R. BERNSTEIN, Editor, 
ADVERTISING AGE 
“Must reading slong Madison Avenue, 
Michigan Boulevard and the Ad Alleys of 
the nation.” 
Billboard 
WHAT HAVE YOU DONE FOR ME 
LATELY? is Walter Schwimmer’s witty and 
wise account of his life and hair-raising times 
in advertising, written by the man who in- 
vented the give-away quiz program, wrote the 
first radio jingle, and pioneered the first 
dramatized radio jingle. 


An excelient gift for the ad-men on 
your Xmas list. $4.00 at your book- 
seller. 

THE CITADEL PRESS, New York 3, MN. Y. 
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PROUD TO BE SMALL 
—Wm. Gretz 
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Amazing what can happen to a city like Indian- 
apolis in just ten short years. Here at the cross- 
roads of America, Indiana’s largest city has 
undergone some startling changes. 


in Indianapolis? 


Take population. Up close to 20% since 1946, 
And buying power—up over 160% in that same 
period—compared to the U. S. total of 88.4%. 
Retail sales have boomed-right along, too. Up 
over 80% during the past ten years. 


Per cont of families reached: 


ie 


POST, ..cs0cc,seem 


LIFB..........15% 
LOOK.........17% 


Some of America’s biggest companies have located 
here—RCA, General Motors, Ford, Chrysler, 
U. S. Rubber, American Can, Eli Lilly, Stokely ARAD 
Van-Camp, Western Electric—to name but a igen 3 
few. This great retail and wholesale center (with oe 
an average family income 25% above the nation’s 


average) produces everything from pharmaceuti- 


cals to engines, from road building equipment to 
radio and TV sets, canned foods to jewelry. With 
all this activity, it’s not surprising that from 1939 


to 1996 the value of factory output jumped from 
$140 million to $940 million. 


If you want your share of the big boom in Indian- 
apolis, depend on PARADE and the Indianapolis 
Times, a Scripps-Howard newspaper. Each Sun- 


homes. Each Monday they begin to move the 
goods off dealers’ shelves all across town. 


PARADE ...The Sunday Magazine section 
of 59 fine newspapers covering some 2800 
markets ... with more than 16 million 
readers every week. 


ad 
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Represented nationally by Scripps-Howard Newspapers 


day they call on over 100,000 Central Indiana j | a 


me GB Feet is 


_. email modern cars bringing news of BIG FLAVOR from 


Brewing Co. 
shows all of its 
GB fleet of 11 
small foreign and 
sports cars in this 
newspaper page 
which followed 
the teaser cam- 
paign. “Gretz 
beer is sparkling 
proof that finer 
beer comes from 
the smaller, 
more painstaking 
brewery,” the ad 
points out. (Story 
on Page 28.) 
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Business Paper Ads Dip Slightly in Month 
but Still Are 2.9% Ahead in ’57,’IM’ Says 


Cuicaco, Dec. 3—Advertising 
volume in business papers in the 
first 11 months of 1957 is still hold- 
ing above the comparable 1956 pe- 
riod. Despite a slight decrease in 
November of 0.4% (184 pages), the 
total remained up by 2.9% or 13,- 
176 pages. This was shown in the 
replies of some 325 business publi- | 
cations reporting in the December | 
issue of Industrial Marketing. 

Industrial publications recov- 
ered from their slight October 
slump to show a 0.5% increase 
(139 pages) for November, 1957, 
over the same month last year. 
Their 11 months’ increase reached 
43%, or 13,143 pages, over the 
1956 period. 

The class paper group chalked 
up a larger increase—3.3% (131 
pages) for November; up 5.5% or 
2,114 pages for the total through 
November. 

The greatest jump was exper- 
ienced by export publications, 
which are ahead by 3.5% over No- 


vember, 1956, and by 7.8% for the 
year to date—by 43 and 992 pages, 
respectively. 


® The trade papers’ advertising 
volume fell off sharply in Novem- 
ber—down by 7.6% or 409 pages 
below that month in 1956—bring- 
ing the 11-month decrease for 1957 
to 5.4%, or 3,552 pages. 

The product news publications 
are still maintaining an edge of 
1.3%, or 479 units, for the 11 
months of 1957 over the corre- 


| sponding 1956 total. That edge was 


offset somewhat by a drop in No- 
vember, 1957, when the volume 
dipped 2.5%, or 88 units. # 


‘Bazaar’ Names Miss White 
Miss Nancy White, formerly as- 

sistant editor, has been named ed- 

itor of Harper’s Bazaar, New York. 


| She succeeds Mrs. Carmel Snow, 


who held the editorship for 25 
years. Mrs. Snow now becomes 
chairman of the editorial board. 


You Can’t Sell ’Em If 


You Don’t Reach ’Em 


and WJAR-TV Reaches More Of ‘Em / 
, in The Providence Market , / 


SUMMARY DATA* / 


1,186,410 
706,140 


~—<— 
soo" 
-- 
- 
- 


MONTHLY 


*WJAR-TV Area Per ¢ 


WEEKLY / 
VERAGE 


539,130 / 
430,370 / 


 WIAR-TV 


CHANNEL 10, PROVIDENCE, R. |. 
Represented by Edward Petry & Company, Inc, 
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DOROTHY THOMPSON, as the titles 
of her Journal articles indicate, is 
living proof of the Journal’s slogan, 
“Never Underestimate the Power 
of a Woman!” Representative sam- 
plings from nearly 250 of Miss 
Thompson’s pieces, that have ap- 
peared in the Journal regularly 
since 1937, are now collected in her 
latest book, “The Courage to be 
Happy.” (Houghton, Mifflin, $3.50) 
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Why and What Should Johnny Read? 
nwe Have Nothing to Fear but Fear Itself" 


The Moments That Educate 


Ow of my great pet peeves as a writer is the statistical 
view of humanity. What, for example, is “the average 
woman”? 


Is she a collection of digits? Five-foot two, with 20-20 
vision, mother of 2.3 children? Are her interests equally 
computable in terms of housework, clothes, beauty aids, 
curtains and coffee pots? 


Poppycock. 


Never in the history of any culture have women been 
less “average” than they are in America today. Never 
have a woman’s interests followed less of a pattern, or 
covered a wider range. I know this from my own statis- 
tics, having received thousands of letters from women in 
the years I have written for Ladies’ Home Journal. 


And how can a so-called “mass” women’s magazine 
like Ladies’ Home Journal, whose circulation brushes 
six million, be so loved and respected by so many indi- 
vidual women? Simply, it seems to me, by being edited 


A Foreign Policy for All Americans 
We Can Conquer Minds and Hearts 
The Old Bible and the New 
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On Loyalty 
What Is a World Citizen? 
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After writing in Ladies’ Home Journal for twenty years, Dorothy Thompson asks... 


What is this thing called "the average woman"? 


to cover the huge scope of feminine interests. And by 
talking to each woman as a woman, as an individual. 


The Journal is millions of different things to millions 
of different women—millions of important things. This is 
not an average magazine. It is a great one. 

s e * 
(We agree with Miss Thompson that the millions of women 
who buy and read Ladies’ Home Journal are anything but 
average. They are certainly not considered so by hundreds of 
anything-but-average American advertisers—who invest more 
money in the Journal than in any other women’s magazine.) 


Never underestimate the power of a woman... 
nor the power of the No. 1 magazine for women... 


“JOURNAL 


A CURTIS PUBLICATION 


NO. @ IN CIRCULATION * NO. @ IN NEWSSTAND SALES * NO. @ IN ADVERTISING REVENUE 
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Strenuous Ad Efforts Help Puerto Rico 


Brewers Fend Off Invasion by U.S. Beers 


San Juan, Dec. 3—The fight for 
the Puerto Rican beer market goes 
on hot and heavy here. Local pro- 
ducers continue to dominate this 
lucrative market, beating off the 
invasions of the higher-priced 
American brands. 

Approximately 16,000,000 gals. of 
beer are consumed on this island 
yearly by more than 1,000,000 beer 
drinkers. Of this amount, 80% to 
85% is locally brewed; the rest is 
imported from the mainland. 

Puerto Rico is one of the few 
markets in the world where brew- 
ers are able to compete for consum- 
ers on an active and direct level 
before the consumers become old 
enough to have tasted beer. This is 
because the two largest local brew- 
ers, India and Corona, also bottle 
Malta India and Malta Corona, 
popular non-alcoholic malt bever- 
ages for children. Since the brand 
names are the same—lIndia and 
Corona—the advertising has a car- 
ry-over effect. 


® By a good margin, India beer has 
the lead in this market, accounting 
for more than 50% of total beer 
consumption. In second place, with 
between 25% and 30% of the mar- 
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MALTA INDIA 
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© Con wu sabor original « Malte. jy que netritive! 


FOR KkioS—Cervecia India boosts 
its non-alcoholic malt drink for 
children in ads like this. 


ket, is Corona beer. The third best 
seller is a mainland brand, Rhein- 


proximately a year and a half ago). 


s To get the complete advertising 
story, ADVERTISING AGE interviewed 
the advertising managers of both 
companies. A look at the way media 
is used by both advertisers is re- 
vealing. 

Tony Sifre, advertising manager 
of India, ranks media in this or- 
der: (1) Radio, (2) television, (3) 
point of sale, (4) press, (5) special 
promotions and (6) outdoor and 
transportation. 

Cesar Vizcarrondo, sales manag- 


er of Corona, considers television 
most important, with radio second. 
Dealer material is also third, press 
fourth, and special promotions fifth. 

There are no magazines of im- 
portance in Puerto Rico and press 
rates low on both lists because in 
this island of 2,225,000 people the 
combined circulation of both daily 
newspapers is slightly less than 
130,000. Interestingly enough, Col- 
gate also spends less than 5% of its 
budget in press advertising. 


® India’s radio effort is a satura- 
tion campaign using 21 of the is- 
land’s 25 radio stations. West In- 
dies Advertising reports that it has 
bought, on a 52-week basis, 12 spots 


a day of 15 and 30 seconds seven 
days a week. These are almost all 
daytime spots. Evening hours are 
used only in locations where tele- 
vision reception is poor. The reason 
for this is that radio listenership 
on an average drops about 25% 
when television goes on the air. 
There are more than 400,000 radio 
sets on the island, compared with 
about 140,000 television receivers. 

Corona uses both spots and a 15- 
minute radio program. The radio 
program (a live musical, presently 
the highest rated program on the 
air) is broadcast over eight local 
stations and the spots (which are 
all 30 seconds) are concentrated in 
14 stations. These also are all day- 


time spots. 


s Both brewers buy two half-hour 
television programs weekly, one a- 
piece for their beers and their Mai- 
tas. India uses a live half-hour 
comedy-musical program for its 
beer, “Taberna India,” which stars 
some of the best known names in 
Puerto Rico. The program is budg- 
eted at $1,400 weekly for time and 
talent—probably the most expen- 
sive television program on the is- 
land, and one of the highest rated 
tv shows since it went on the air. 

India’s other program, for its 
Malta, has been the highest rated 
tv program in Puerto Rico for the 
last five months. The program is 


gold, and in fourth place is another 
local beer that has been recently 
doing its best to survive a financial 
hurricane, Real. Below these, with 
small percentages of the market, 
are Knickerbocker, Schaeffer, Mil- 
ler, Pabst and Schlitz. 

Mainland beers have always 
been at a disadvantage here be- 
cause they sell about 10¢ a bottle 
higher than the local brews. 

Beer advertising in Puerto Rico 
is substantial. India, in fact, with 
a $500,000 yearly budget, runs a 
close race with Colgate for the dis- 
tinction of being the island’s largest 
advertiser. Corona, with expendi- 
tures of approximately $300,000, is 
also one of the biggest accounts in 
the field. Both companies have 


| 
| 
| 
| 
| 


been using the same agencies for 


more than six years. The India ac- 
count is handled by West Indies 
Advertising, and Corona by Young 
& Rubicam (formerly Zerbe-Penn 
until Y&R bought the company ap- 


| 
| 


“He must know 
a good spot” 
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“Jin De La Selva”—‘“Jungle Jim” 
dubbed in Spanish. It has a 55.3 
Business Research Institute rating. 
Both Corona programs are syn- 
dicated films dubbed in Spanish al- 
so, but they have not been on long 
enough to judge their pulling pow- 
er yet. For its beer, Corona carries 
“Code Three,” and for its malta, 
“Sheena, Queen of the Jungle.” 


s The most recent television rat- 
ings (October) show that eight of 
the top 15 programs on television 
here are syndicated films dubbed 
in Spanish for the States, and four 
of them (“Jungle Jim,” “Rin Tin, 
Tin,” “Tales of the Texas Rangers” 
and “Highway Patrol”) are the four 


highest rated programs on tv, all 
with ratings above 50. 

Until very recently, Corona also 
carried a daily 15-minute newscast 
on television (cost about $60,000 
per annum) but dropped it because 
it did not feel it was selling beer, | 
although it enjoyed a high rating. 

Both companies use extensive 
| special promotions. India takes the | 
|east of “Taberna India” and puts) 
on road shows throughout the is- 
land, especially in rural areas. Co- 
rona sponsors sporting events and 
donates the trophies. 


® The situation with the American 
beers has been in a state of flux. 
At one time, Schlitz (a Gotham- 


Viadimir account) was in the lead, neighborhood of 2,000 cases a week. 
but its expansion in the States has| At that time, the agency, Mc- 
produced difficulties which have|Cann-Erickson, developed a new 
caused them temporarily to restrict |“gimmick” campaign around the 
their activity in Puerto Rico. Mean-| theme, “Rheingold paga” (Rhein- 
while, Schlitz’s foreign advertising| gold pays). The idea was an old 
head, George Shay, is allocating|one but extremely successful here. 
enough funds to keep the Schlitz 
name in front of the public. |s A certain percentage of Rhein- 
The present leader is Rheingold, gold bottle caps were marked, and 
which has the No. 3 position in the | people who got marked caps were 
total market. With an estimated entitled to free bottles of beer. Lo- 
budget of between $65,000 andj|cal bars were particularly enthu- 
$85,000 for 1958, Rheingold now/|siastic about the campaign, as bar- 
accounts for about 8% of the total} tenders would open bottles of beer 
mainland beer market. This posi-| served to customers and collect the 
tion was gained for them in the last | caps, which they in turn redeemed 
year and a half only. In May, 1956,|for more beer, which they could 
Rheingold’s sales were in the|sell. At the peak of the campaign, 
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Like the timebuyers at Batten, Barton, Durstine & Osborn. 


Major buyers of spot television, they are sure-footed pros at 
getting the most for their clients’ advertising dollars. 


They base their choice of media on a wealth of information 
compiled by their own research department. And they make 
good use of the market and availabilities data supplied by 
CBS Television Spot Sales. 


Their choice? In Philadelphia, BBDO has placed 11 top-rung 
accounts on WCAU-TV during the past year. ..including such 
big-timers as Lever Brothers, American Tobacco, Wildroot, 
Cream of Wheat, Liberty Mutual, DuPont and California Oil. 


Clearly, BBDO knows a good spot to be in. Why not let their 
experience be your guide? Join the 393 different national spot 
advertisers currently using the 13 stations represented by... 


CBS TELEVISION SP@T SALES 


wcss-tv New York, wuct Hartford, wcau-Tv Philadelphia, wrop-tvy Washington, 
westv Charlotte, watw Florence, wmprR-tv Jacksonville, wx1x Milwaukee, 
weemM-tv Chicago, KGUL-TV Galveston, ks_-Tv Salt Lake City, ko1n-Tv Portland, 
KNX? Los Angeles, and THE CBS TELEVISION PACIFIC NETWORK 


TODA HUEVA Geece 1@ Ohaeite Neste of eter 


FOR GROWNUPS—Here is one of the 
newspaper ads used by Cervecia 
Corona to promote its beer. 


which ran for 13 months, Rheingold 
sales were up to 22,000 cases week- 
ly—an increase of 1,000%. 

All brewers report increasing 
sales in the past year. Prospects for 
1958 look even brighter, as the mar- 
ket seems to be increasing in size. 
Advertising agencies handling 
beer accounts in Puerto Rico are 
as follows: 


ee West Indies Advertising 
COORD : sintisiainvesnneitels Young & Rubicam 
Rheingold .......... McCann-Ericksen Corp. 
a (direct) 
Knickerbocker .... Publicidad Badillo Inc. 
Schaeffer ............ Caribbean Advertising 
WAEREG  cccenenivnacneiiioon Highley Advertising 
gnarl National Export Adv. 
IED ‘ss coscintsasenated Gotham-Vladimir Adv. 


Vick Ltd. Names Pemberton 

Vick International Ltd., British 
subsidiary of Vick Chemical Co., 
has appointed Alfred Pemberton 
Ltd., London, to handle advertising 
for two new products it will intro- 
duce next year—Tempo laxative 
and Primes indigestion tablets. 
Vick recently named McCann- 
Erickson to replace Lambe & Rob- 
inson as its British agency for the 
cold remedy line (AA, Nov. 4). 


K&E Elects King, Wilson 
William King Jr. and Howard M. 
Wilson, both vps, have been elected 
to the board of directors of Kenyon 
& Eckhardt. Mr. King, an account 
supervisor, joined K&E in 1951. 
Mr. Wilson, K&E copy director, 
joined the agency in 1951. 


When business threatens 


3 ae ; te interfere with your 


plans to vacation at 


HOTEL AND CLUB 


.+- give up business! 


Boca Raton, Florida 


Stvert L. Moore, President 
Robert B Leggett, Monoger 


Brochure on request 
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HARD-HITTING 


sales presentations 
are our specialty. 
We've been in the 
corner of many top 
agencies, advertisers 
and media when a 
presentation has 
swung a “decision” 
their way. Why not 
let our creative staff 
be your promoters? 


GRAPHIC ARTS CENTER, inc. 
39 West 29th Street, N. Y. 1, MUrray Hill 4-1108 


A New Discount in 
The South Bend Tribune’s 
Sunday Magazine 


| National Industrial Advertisers 


LIFETIME HONOR—Officers and directors of the Pittsburgh chapter of 


Assn. recently honored G. Reed 


Schreiner (right), retired director of advertising of U. S. Steel 

Corp., with a life membership in the association. A. R. Teifeld, Cop- 

perweld Steel Co., and a national vp of NIAA, made the presenta- 
tion. 


Diamond Crystal Ups Hyslop 
H. J. Hyslop, ad manager of Dia- 
|mond Crystal Salt Co., St. Clair, 
|Mich., has been .appointed mar- 
|keting manager. Successor ad 
manager is William A. Barrett, 
formerly assistant to the sales vp 
of Jefferson Island Salt Co., ac- 
quired early this year by Diamond 
Crystal. John C. Chatley, formerly 
associate sales promotion manager, 
| has been promoted to sales promo- 
| tion manager of Diamond Crystal. 


| rayloeChatmers Gains Two 


| Taylor-Chalmers Advertising, 
| Michigan City, Ind., has acquired 
|two new accounts: Lamb Knit 
Goods Co., Colon, Mich., previously 
|handled by Jones & Taylor & As- 


| Grubb Takes Student 
William V. Weston is the first 
| person selected in a new student 
\training program established by 
Grubb & Petersen Advertising, 
|Champaign, in cooperation with 
the University of Illinois college of 
journalism and communications. 
The student will spend 25 hours 
a week in training in all phases of 
agency operation. Throughout his 
| year of training, he will be paid a 
| salary by the agency. 


Mills Agency Formed 

Mills Advertising Agency, Cha- 
|grin Falls, O., has been formed, 
with Charles E. Mills as head. Mr. 
Mills for the past 21 years had 
been associated with Meermans 
Inc., Cleveland. 


| sociates, South Bend, Ind., and 
Gerwin Industries Inc., Michigan Caruso Names Keyes, Madden 
City, Ind., manufacturer of Ther-| Caruso Foods Inc., New York, 
|/mo-Base air distributing systems. | has appointed Keyes, Madden & 
Taylor-Chalmers recently moved| Jones to handle its advertising. 
its offices from South Bend to|Caruso’s line includes spaghettis, 
| Michigan City. |macaronies and dehydrated soups. 


Have you made this important discovery 


Now advertisers can enjoy a 22% discount in completely covering one of the na- 
tion’s richest markets. In addition, you get sensational new selling impact! 

An advertiser running a minimum schedule of thirteen %-pages (or the equivalent 
lineage, 6,500 lines, with fewer insertions) in the South Bend (Ind.) Tribune 
Sunday Magazine may earn an additional 17% discount by running a schedule of 
total comparable space any weekday in the daily Tribune at its regular r.0.p. rate. 
This brings the total discount to a money-saving 22% on the magazine section — 
or 27% if the 26-time rate is used! 


Often, the Corporate name doesn’t present the Corporate 
image adequately. This is only one of many considerations as _ 
you plan your financial-relations advertising. The more fully 
and accurately your company is known, the sturdier is the 
foundation of public support. The best channel to the invest- 
ment public is through Barron’s. Barron’s 85,973 subscribers 
themselves are a major investment market . . . and at the same 
time they set the pace for hundreds of thousands of others. 


YOU COVER SOUTH BEND WITH ONLY ONE 
NEWSPAPER — THE SOUTH BEND TRIBUNE 


Look at this coverage picture! You'll see that you just can’t “reach” South Bend 
market consumers with any newspaper other than the South Bend Tribune. No 
other combinations of Sunday supplements begins to blanket the South Bend 
market as does the South Bend Tribune. The same is true of national magazines 
which provide relatively insignificant coverage of this great market. 


Make this little test: Ask the men your management looks 
to for investment counsel which financial publication they 
consider most important. Recent surveys* show that the 
Financial Community rates Barron’s first. That’s where your 
advertising can do you the most good—in the publication 
that financial people say does them the most good. 


Learn more about the new discount and the South Bend Tribune’s pre-sell and 
hard-sell plan. Ask your Story, Brooks and Finley man, or write for details. 


CITY CORPORATE AREA METROPOLITAN AREA MARKET AREA 


Daily Sun. Daily Sun. Daily Sun. 
SOUTH BEND TRIBUNE 100% 100% SOUTH BEND TRIBUNE 90% 88% SOUTH BEND TRIBUNE 62% 64% 
Chicago Tribune 14% 16% Chicage Tribune 12% 12% Chicago Tribune 11% 16% BAR RON'S 
Chicago Daily News ™% = Chicago Daily News 6% — Chicago Daily News 5% = uate ae 
Chicago Sun Times 8% 5% Chicago Sun Times 6% 4% 4% 4% be Ho Fa tr 
Chicage Ameren 2% 9% Chicago American 2% 7% 2% 10% Get to the Financial Community |. eh 


wows BARRO 


F< 
... where advertising, too, is r@ 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


Frenklin D. Schurz, 


Editer and Publisher CHICAGO 


711 W. Monroe St 


BOSTON 
388 Newbury St. 


50 Broodwoy 


7 Counties, 1/2 Million People 
© NATIONAL REPRESENTATIVES 


STORY, BROOKS & FINLEY, INC. 
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To reach 
the men who 
build America... 


A 40-man editorial staff in New York, editors 
in major cities from coast to coast, 160 special 
reporters and correspondents throughout the 


world, the industrial news-gathering chain of 
McGraw-Hill bureaus and correspondents, 3 major 
wire services . . . plus contributions by outside 
experts . . . all this is why 77,000 construction 
men — the men who build America — depend on 
Engineering News-Record every week. 


ENGINEERING NEWS-RECORD ABP ABC A MCGRAW-HILL PUBLICATION 330 WEST 42ND STREET NEW YORK 36 


> Ce ae Sa ag fa a a ea xP 
| ee iene ee Hae. + eae a ee 2 a is Oa au 
ae ee Oi ‘ta 3 les Tene fs: s "nena ane Sa a 
te a ie i Se ae we pedi: 3 Sa Re eee oie = ae =y 
a 13 (ie oS oe ay >. Seyi oN ee Bee cn bn Toe ne eee et er ° : . em 
Wa he ee = a ee ae Se ks. ee it alee De ES arto! ah > lle ares aes a =. Dea ¢ ae 
+ er: at eee Bais SO oe 3 Met Te re a ; sa oe 
ee ae ee, a. ae ao a oe : yoo 
oy ae see eh a eres se aaa Weer: We ae foe ae Dass » Milas ; F . 
a oa Lee iy Sopp Ss as gy pcre eer lie We ae s eee Z . . 
: . es vee eae Mr ee . 

i I iia 

“23 . ; 

— PES EE oS ROOPS 

wg _. * 7A ee ¥5° +a : 

it Uae eo Eh ine ic ae a aginst ere: 

i, S « eee “~ ' ‘ c, A “pas ue 7 7 - ~ f ¥ one 

“ te 5 ge wyeF 3 2 Ne Sele SiGe Oa we 

: ask « op + ox if oh i : s) Ey we Peay * mee 2 "hs 

‘ A: alee ae if 3 ae, PUSAN Ot) -e SON ee Mads: 
x j $x: Ss cay Raa iy Bet AP /.: Rage o ts agree UieGs oe 
: sak ty 7 seol%, ae 
» ¥: oie ( dg “tio eae peep Va 
‘ Se athe $ Pt, ry "i oT Sr aiaae RE *) GR ae 

bi em agit le ay Fae “4 he Reta SSN Tok " Sei Sole 
¢ 4 * Sty er, 4. fo ris Ls Pen Ct wie setae ss mr Ay, aes 
ws i Sips fF: 1a fe vs a ae Che ate sor seat = Sig: 
ne 75 we f< ? fy: Ge 4 , Mise . Reigns + Je Eh 5 CoO ieee Sy : ee , 

e BRE Ae? 5 ae nea PC RERLEL on ede 
ae i 2 SS Gane So TSOP Rame e PUR oe ts torn yy ae 
a ; ed : | fe: Soka5 ° RO UA 2 Ae ey ates Has it ufos 
Fr eal: ; gO ee win mpeg EER Nes D4 SCOTS a SU AEs en & "Pee 
: re CMa Sere nO iad Nate 2 He 
_ RS , +. of) toa 2 ~~ Q ISD scars Wier “a, Pratall re oe As a ene 
a “ z ie eZee Sagitey Ay et A SIE OIE. reat Lge y SCY OS a oer 
a > f Weal a Sy aD i SUSE ESLER Se PY ad 9. Si ee eee 
b sai ff 2 ¢ $i teeae = CA Dip var ye 
it. d 3 Me 4 42 Tat? nT ast Ni RAR CS Ee HEN: ioe Bess © - 
Na PX i Roo Sra Ss ney pa iy Sieg Rea ey a hice, : 
pA Sess i Ego SE 2 he Be Be Nae TI Se as Bie TS Oa 

: MS : ca i fae: SARS IAA RE AD Se ae aie 

ra at 3 et ae m semper’ seth SARK A IS Ss ary. Soret <A Sy 

im ae ee es ° P ; % (f Psy ATES o> ~ at CA Se eee BR 3 shies. 
ie ec 7 HS ie = oe hie’ - MA es - ae pap ASE, a SMS ‘ og “iene ie 
i tae os A ey a we & “eat {fy BF HM Aes fz: PRIS ete “ A MEK, ne > ae 
<a mee < i bi a a oe date 1M © EGR ~ i ee, af Bry “he ha om 

: ~ tr gee 2 * ar ee eee <¢ Red ie Kiger ae ‘ SR res ioe setts he Sie & 
g Tarte *2 i itt ae 2 #2: oi NS RPL Se Lh oe ship: nem E8 oP. MS ALbbe yt * oy aged 
; samecf ft fe. ct oh ae a Hie Hs (Wk FREE OR RS r.. 
&§ ee et oe: Se if BS EEA Pi 68 fe 2 a ieee Sry RO Ap Ce te ontop - 
SSPE SORE AT Ae PMI Scie ona a 

| “See OP ep Se ‘ 
7 a Se Pa ge ees ee EE ae ee hoe: Daprite. 7x Aaa ‘ 

pe fm ok! 30." Cera cee a oe P Sa are ae: 9 wer ** aT vare Ohotsis sae OREN tae A : 

: Bees ree F et oer aes EP ES ie ie a sip ; 

SF at SS | site #: Prd Sere a eS ae DS Bier UN Soe Sete Soe 
: Eee Rd #24 f 7 7 2 ry LO ee BI» a a edit a Rate 

: aoe Sas ee ky? Cagle yy 8S PCy clea gee ieee 2S Se 

= ibas. F. OF rae FY } HSS oP ae oF LD ant Rae ea i foe NY 

Theses JF, of te a SOR Ree. aia 

eof oe aes of we : 7B MPO aay ban Fon) pF aa ey, : 
pe é yd So allege at alae Ae OI Ae ie ED re Go <f> ae oon 
aah F ay ie ee, Age 2 te 2 Be ease NG a Sa ane ae 
mi See “¢ Pee Famke’ ae <5 OR a BBP Penge Le SRO = 1A a tee 
yi 7 ae ha AM, pe ae x ED ee oop trea peat * 
ie a ers eee ease aD het re eile) aster 214 Regis), Seat 

: io PN ee re 2 get ge Ea PAK ee, PRE Ul 7h Se aaa BOWER 
* Mo bee SL ee re 5 of sae CPM ROR it sing. eo 
7 St) Geena et oS es Bee apts 2a ; 

thf) Fae * Phy CAPT eee ie! se Te Oa eae 
te os wed aan a hi A PRRs Rt Ser <n O75) So SEN ig 
’ ae ee ‘ 2 SRT ees (AICS > ip se 
be ee LBIESE. Pon A See. Od sae 
a bees”, , ce EP Mie So DEEN: aa . 
¥ hfe rid A SSIE Cap tease. % i 
Br 2 4 f “Pa wd if aes M3 Bs oyun ts im REBS ara. be ae 
a Ra PS se Maes as Fe Bie Pas cee ai Spey. a NG 
+ BOF sr ye “y ed PERN 30 he Rea pey oye em Dae ae 
n° Bas, at PoP am CPx Y "4 ee 7 REE 3 gs ; Pip F “"g RSs): eek 
pes Shee f or ; SOF Gia i Sean ic (a ils 
eS tO Sa nd ‘f A oie: a to UN eae °. - RSS 
Be <. BO de Po k < t Apa ts 0930 SAS er 
” CORE “Sy Seay Natio, O97 ae , 
Bae vf od hat SDT se erraeammm: SE. | oe 
Sve ke ; s SIDR SGAGIR Ont. fs. SF WER eo ape 

: . af ag / AUS by Sie : we cA Pants at Ease my 

ol ca A (i a Ses y SY ‘2 Lea et! ae Va ie wg oe 

; ~ Pf, ff he ee ee rh SIS Pe A eee Ret coal Att xin : 

i KF OS PERM Ry Bees est. mes", Tea 

“eo ee, FP, ae eee Ay Poke ky 2 Gr Tepe mtd Pe a gste ae ; a 

" bt Ee Fie IRE She SAR Sat RS a 

: Pe ge ¥o4) a CNS Pw os =» 

2: fs is es fe EF y RPE: a DEER x / BAT Sr : 
ind 7 Pf ate” a SPP p Save iB RAO. FE eae Ree. eth 
4 CD Das SS aaa oS ae oe 
a eT 0 Ee ke Sesame a 
et ed re Ved 4 eee Crt -. A ate 
= ee EY ai Sas Pia. Meee SF aaa a 
; * J ri i ey, a“ . a q ay Se » © w o Se: cai 
is PE ee ee ts ~ $e Ae Re 9 Sorts. a4 
E wigs Bef t é Pe Ges Sr. name ie 
e” ONG Pees © id asi eS Fa Pesy Wht. Swi ae 
= sie: 6 fA" 9 sf $3 : Pit Ob! Be eee. i or ee 
P “SEES PRP RSE ES PSeSponee Be. 
iP a > ae eis Ye 7 3 & x is % & |. Seat "y, ad . al 
Ej Sika? oe “ § ; ‘1 et SE teen “ag 
bss Bes Ses SSP ow RU EERE © «5h. Mh Slate or 
ie OEPESE Sie tees poe oes i 
a -" “ * G z ie xaoe P of ee “- "Se 
: Sas St 2 Se * / Me - 

: Ny Ss LES ~ ¥ Ad Sie eae 

* » Fie beta a > SE gh ie ve oe 
2 » aT ed oe eee re” 
ey 50°. Se a w, wes L 
tate ON ie le otal ty 

a : 
eae se 
js: ahh 
Peet me 
BD) oun as 
ia RT are . oy 

AIR PP ; 

7 Wipe Bets VWs. a 
_ oy Chae OG" Rigs , : 
me ne PB 
The - é Pea wa eae LRN : ir 
wien ‘. SON an yn tt) ceeetne ce « ci 
ieee ou, SEOUL SL ae oui 
ade Tike “Sips Dace ulin (ENC Aa ae ee apres" . ieee 
es -. ise ARS, SA ae esate fig Pires ae ae EL oS sy oF Cale 
: eM er 5 o> BEGINS ON tcnghtaea ata mo a 
ie ee Bee. ee ae NReente REMAP RSE SA Sastagi ent Bra ts Mie 

ition: TANG vale Sys ernie CRs Fis B SORRY 1 gle AAR tea 

heer see eS seh, Ke ey omits ALL: CLD tera "SN, bh akek Vie" Ses. ’ 
‘chee Bante: ty: Ider ae: 20 OLA H Si tas eee ee Pee Gite ah 
es oe ARE} EU sea i) oi a is vi 
* eis, iS oe ER eters ERAS saath So eel gh a ee 
a 5 2 A ere LCDS SESS. PEAS Lint iyi) Melt Pe Zee 
= ae ~ LEAK oe Yt WAS, 2 ¥ Ea ak ah as Sith 32 fas pie, ts « Selly 
ee ., stot yi 5d prt AY nk avis “Sous f SS Money PAGS Ary are 48: a ey 
= pay 5 OI NR Marea ees a 
ee DiPage <= ihe . 1 ‘ a ten Stas : #5 
a , ie Oe . oe - ee -t — . oat . Ae 
Gras AL USy Aah po 
oe KES. “ 

" dees i 
“Fe Dy Mere 8 

a ? See ae SS 

se Ree ee . 
“eae ieee sh we : 

3 A . 
aoe cate om 
Bas pyle ay 
seed ad SAN ~ a 

ee ag Gok, hig 
ee. aa. : z3 Ay 
 % » SRS kom Soa ptagsed oS Ae 
ey Q Ci citee SO Sat og =. Sat : Paha ee ere FESS RSET 
aes ft CBE EP BS ? OR ar atin rah be SE mr yg go MEI Ag fe MLS 
ae rf he ¥, oreo we yiutenuy age nm SJ Pere re Le A sy 2 8 om 

* a f" os, 
Pun: ae 9g Be BOREL Giese Vian "hes BE Sines iy 
be. 3 Bier. Pe tee RE Shassirlpiy witb SM 6 tl os ea ee 
Br QI sah 2 “7 pte Mee od nhs ane = (\, fg Ot ty, OK on , 

“ SALT 6 oH vee” FUG 5 ae see. y : 

An a ET aS SaRS Se Chaya’ Lg aan 
jy 

fee 

is i es 

Pita ie 
a e 

ee fa 
— Be: 

= oa x 
‘ee Tes 

oe : 

sete bas 
ee 
¥ ce i be 
“Pos ~ 
aes by 
‘Seay : aie is . ie ee 
5 — 7 re ee ST ee eee x Tea eiad sha dai Se Rese ee 6 2 oe Ue ey gla eh oree er 
x si a Se i ae Seale aaa ie a eee nee ae aie : emt a Sos sa Ree a ya ae Ss £3) aie Spots Siemens 
; Bs : ; ; ; ) it aie tire On tee ee oy te : ee Tae es Tee z at es ge ‘ ee ee ee Meee EF Bence nes AY ee Sie ed rae ey 
es et ss euge Biting eo ere ore aes fae Sour. re } eee ee Ha nara ene PO pr tae ines i ae ee 
Fie 5 ee Bah ree ae sa sleds - : a eee Se rs ie Be eo Ee ee eek ea 
ae ae tee Bees Re atta pS a se SS $20 2 4 ee ee hee Del seco ammais 
Packt eek ue 2 xg Te tke EN at eke oe eae oe coe. oa Lee ue 
RS ey Ss ee Rees <p le aaa aa id eae ae r. 
diag ates ee 5 es 


Information for Advertisers 


The markets for welding, braz- 
ing, soldering, adhesive bonding 
and mechanical fasteners within a 
cross-section of U.S. hard goods 
manufacturing plants have been 
analyzed in a survey conducted by 
Materials in Design Engineering. 
The study, “Joining & Fastening of 
Materials,” is based on information 
from 615 plants. dt offers market 
data on all principal types of fast- 
ening and joining methods. Ail 
data is broken down by Standard 
Industrial Classifications. Single 
copies requested by manufacturers 
or advertising agencies are free. 
Write to the magazine at 430 Park 
Ave., New York 22. 


e Depicting the northern Ohio 
area as the center of an industrial 
heart, and accounting for 74% of 
U.S. payroll dollars and 56% of 
the nation’s retail. sales, Central 
Outdoor Advertising Co. has pub- 
lished “The Cleveland Story.” First 
of a continuing series of publica- 
tions in a new information pro- 
gram launched by Central’s parent 
organization, Harry H. Packer Co., 
to publicize the Cleveland area, the 
book reveals that the district has 
produced 3% of America’s indus- 
trial expansion and accounts for 
1.2% of national retail sales. New 
figures disclose that auto registra- 
tions advanced 28% for the area 
since 1950, and that consumer pur- 
chases of gasoline in 1956 were the 
fifth highest of all U.S. metropoli- 
tan areas. Copies are available 
from Central at 4(00 Carnegie 
Ave., Cleveland 3. 


e Increased use in Minnesota 
homes of major household appli- 
ances, especially automatic clothes 
dryers with a 32% increase in 
family ownership, is just one of 
the highlights from the “Minnesota 
Homemaker Survey No. 9” pub- 
lished by the Minneapolis Star & 
Tribune. Copies may be had by 
addressing William A. Cordingley, 
national advertising manager, 
Minneapolis Star & Tribune, Min- 
neapolis 15. 


e A comprehensive survey—titled 
“How to Get Your Share of the Car 
Dealer Market”—has been re- 
leased by Automotive News. It 
presents a general cross-section of 
dealer volume and purchasing 
habits in both large and small 
cities. It includes the makes of 
cars sold, number of cars—new 
and used—sold each year, size of 
dealership by quantity of new cars 
sold and averages of annual serv- 
ice volume for dealers. For a copy 
write R. L. Webber, business man- 
ager, Automotive News, 2666 Pen- 
obscot Bldg., Detroit 26. 


e The 1957 edition of “Beauty 
Secrets,” a Good Housekeeping 
consumer panel survey of the cos- 
metic field, has just been pub- 
lished. The report provides infor- 
mation on women’s usage, brand 
preference, and shopping habits 
for the following: makeup; bath 
products; deodorants; toilet water, 
perfume and cologne; dentifrices 
and toothbrushes; products for the 
care of skin, hair and hands, and 
other grooming aids. Copies of this 
report may be obtained free of 


does 


it! 
See page 108 


Mortimer 


charge by writing to Consumer 
Panel Department, Good House- 
keeping, 57th St. & Eighth Ave., 
New York 19. 


e A 16-page two-color brochure 
on 1958 marketing facts in the 
field of automotive distribution 


has just been released by Jobber 
Product News, Chicago. The mar- 
keting facts highlight several im- 
portant areas of vital interest to 
advertisers in the automotive aft- 
ermarket. They include such things 
as publications readership, editori- 
al vitality, coverage and penetra- 
tion of the automotive wholesaler 
market, advertising volume trend 
—and other factors helpful to ad- 
vertising space buyers interested 
in the field of automotive whole- 
saling. Copies of this brochure are 


available by writing to Jobber 
Product News, 431 S. Dearborn St., 
Chicago 5. 


e Rollins Broadcasting Inc. has 
put out a brochure on its radio sta- 
tions which cover the Negro mar- 
ket in five areas. Coverage data 
plus population, income and retail 
sales data are given. The stations 
are KATZ, St. Louis; WGEE, Indi- 
anapolis; WBEE, Chicago; WRAP, 
Norfolk, Va., and WNJR, New 
York. Copies and information are 


Advertising Age, December 9, 1957 


available from Rollins offices at 
565 Fifth Ave., New York; 6205 S. 
Cottage Grove, Chicago, and Ar- 
cade Bldg., St. Louis. 


e Four research reports on the 
public school market and the read- 
ership of magazines in that field 
are available from School Manage- 
ment, 22 W. Putnam Ave., Green- 
wich, Conn. Included in the studies 
are breakdowns of the market by 
buying influence, number and size 
of districts, administrative person- 


— Architectu 


ral Record 


Over 92% of all architect-planned nonresidential building and 77% of all architect-planned residen- 
tial building is in the hands of Architectural Record’s architect and engineer subscribers. 


Architectural Record is the only magazine whose coverage of building planning activity is docu- 
mented by Dodge Reports, the one news source permitting anything like full measurement of 


architect and engineer activity on ALL TYPES OF BUILDINGS, SMALL AS WELL AS LARGE. 


Top verifiable coverage of architects and engineers 
responsible for planning—and specifying the prod- 
ucts that go into—the bulk of all U. S. building is 
one strong reason for putting Architectural Record 


first on your 1958 advertising schedule. 


In addition, Architectural Record offers you. . . 


@ the largest architect and engineer circulation in 


the history of architectural magazines; 


@ the lowest cost 
engineer subscri 


rs; 


ved page per 1,000 architect and 


AND ADVERTISING AGENC 


@ the steady reader preference of architects and 
engineers established in 102 out of 112 studies 
SPONSORED BY BUILDING PRODUCT 


MANUFACTURERS 
IES, 


Important, too, is the testimony of building product 


advertisers to the unequaled advertising effective- 
ness of Architectural Record. 


In 1957, for the 11th straight year, more advertisers 
are placing more pages of ps 


vertising in Architectural 


Record than in any other architectural magazine 


—43% more than in 
58% more than in the 


Again in 1958... advertising 
will work harder for 

you in the ‘“‘workbook 

of the active architect 


the second-place magazine, 
third-place magazine! 


F. W. DODGE 
CORPORATION 


and engineer’’. 


pubiication 


ny 


ARCHITECTURAL RECORD 


119 West 40th Street, New York 18, N. Y. 
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nel and product line. There is also 
a detailed analysis of the maga- 
zine’s reader list, with a docu- 
mented report on the manner in 
which the 50,000 names, addresses 
and titles were compiled. Copies 
may be had by writing to the mag- 
azine. 


e Industrial Maintenance & Plant 
Operation has prepared a market 
analysis kit giving geographical 
breakdowns, plant operating func- 
tions, purchasing patterns, reader- 


ship studies, industrial classifica- 
tions and a great deal of related 
material eovering the multi-billion 
dollar industrial maintenance and 
plant operating market. Free cop- 
ies of this valuable marketing aid 
are available to qualified market- 
ing and advertising executives. 


e Nation’s Business has completed 
a survey of subscribers’ plans to 
purchase air conditioning, eleva- 
tors and escalators. Conducted 
among 3,000 executives in business 


and industry, the study indicates 
considerable planned buying ac- 
tivity for these items. A copy of 
the report is available on request 
to Herman Sturm, Nation’s Busi- 
ness, 711 Third Ave., New Yor. 
17. # 


Kirkpatrick Named Sales 
Promotion Head of NuGrape 
National NuGrape Co., Atlanta, 
has appointed A. L. Kirkpatrick 
sales promotion manager to direct 
an expanded program of merchan- 


dising and sales promotion among 
bottlers, set up by the company 
and its new agency, Tucker Wayne 
& Co., Atlanta. He had been with 
the company since 1948. 


Joyce Joins Western Books 

John J. Joyce, formerly associate 
editor of Practical Builder, Chi- 
cago, has joined Western Business 
Publications, San Francisco, as as- 
sistant to the publisher of Plastics 
and Western Appliances & Tele- 
vision. 


WHY DODGE REPORTS ARE VITAL TO 
MARKET COVERAGE MEASUREMENT 


To figure accurately its coverage of architect pains 


— a — needs to know: (1) the tota 
— anned building, small and large; (2) the 
e active architects and the nature of their 


of arc 
identity of t 


planning activity. 


F. W. D 


amount 


Corporation's daily Dodge Reports are 


Architectural Record’s unmatched source of these essen- 
tial facts—and they are available to no other magazine. 


am Reports are timely individual reports on buildi 


(and other construction) projects prepared in the fiel 
by over 1,000 trained newsgatherers. Dodge Reports cover 
every type of new building (including major additions 
and alterations) down to as small as an $8, nonresiden- 
tial project and a $10,000 house. Information reported 
includes: type of building, location, construction stage, 
floor area, dollar value, names and addresses of architects 
and engineers. 


Dodge Reports are used by building product manufac- 
turers, contractors, dealers, distributors and others to 
pinpoint costly personal selling efforts on the right people 
at the right place at the right time. 


How Dodge Reports Document Architectural Record's 
Building Market Coverage: 


@ With the aid of Dodge Reports a day-to-day record is 
maintained of projects planned by individual architec- 
tural offices. 


@ Analyses are prepared of the complete activity record 
of all of these architectural offices in individual states 
for full 12-month periods. 


© The names of active architects are then checked 
against Record’s subscriber galleys to determine cov- 
erage of floor area and dollar value for every major 
type of building. 


Why speculate on market coverage when you can be sure? 
Ask us for a summary of Architectural rd’s 18 most 
recent state checks, 


FOR CHEFS—Its new aerosol barbe- 
cue sauce package has been de- 
signed to appeal to the barbecue 
expert—the man of the family— 
says Andersen Foods division of 
Heublein Inc. Harry Lapow Asso- 
ciates is the designer. 


‘Miss’ Infringes 
Copyright, Says Suit 
by ‘Modern Miss’ 


New York, Dec. 3—Miss, 
brought out earlier this year by 
Ned L. Pines, head of Miss Pub- 
lishing Co., has been charged with 
trademark infringement and un- 
fair competition by Simplicity Pat- 
tern Co., publisher of Modern Miss. 

According to a complaint filed in 
U.S. southern district court this 
week, Simplicity has been publish- 
ing Modern Miss since April, 1942. 
It now has an annual circulation 
of 100,000. Miss, started last June, 
infringes the Simplicity title trade- 
mark and constitutes unfair com- 
petition, according to the com- 
plaint, because its size and format 
are substantially the same as those 
of Modern Miss. 

Simplicity seeks an injunction 
prohibiting Mr. Pines from pub- 
lishing Miss or any other publica- 
tion in which the name “Miss” is 
prominently used, in addition to 
an unstated amount of damages. 

The defendant has until Dec. 16 
to reply. 


s Asked for comment about the 
suit, Frank Lualdi, general man- 
ager of Miss, told ApverTIsSING AGE, 
“We've been advised by our law- 
yers that there is absolutely no 
merit to the complaint.” # 


Nielsen Promotes Finley 


J. A. Finley has been promoted 
to account executive at the Menlo 
Park, Cal., offices of A. C. Nielsen 
Co. Mr. Finley has been a client 
service executive for Nielsen since 
1952. 


Here's that dream market 
of never-ending spending . . 


the do-it-yourselfers. They 
ate free-spenders and marathon 
spenders. To keep their hobby 
going they keep on spending. And 
every issue of Home Craftsman 
stimulates their ceaseless activity 
with new, sound ideas. These send 
them right out after new tools and 
more materials. Why not profit by 
our latest information on the pur- 
chasing habits of these multi buy- 
ers? Write today to 


115 Worth St. 
New York 13 ome eS 


CRAFTSMAN 
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Heat Treatment... ME Factors influence the pur- 
chase of all heat treating equipment, mechanisms and 
accessories. Chemical composition, mechanical proper- 
ties and cleaning operations—all demand decisions by 
metals engineers. More advertisers in this field invest 
more dollars in Metal Progress markets than in any 
other magazine. 


Cleaning & Finishing... The metal makes 
the difference...determines whether the clean- 
ing operation should be mechanical, chemical 
or electrochemical...the finish — coating, clad- 
ding, spraying or plating...there are scores of 
cleaning methods and finishes...hundreds of 
metals and alloys...ME Factors based on en- 
gineering knowledge must provide the correct 
operation. 
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{WORLD OF METALS 


ME factors 


mean everything! 


Only metal has the muscle to shatter the thermal barrier. Only the strength, the 
versatility, the economy of metal...can do the job. Metal... working only as metal 
can...created this dynamic age of transportation. 


Metal is made to serve so well by strict adherence to ME Factors... Metals 
Engineering Factors that govern each step of production, processing, fabrication, 
testing and design application. 


Today, the Metals Engineers and the Metallurgists...the experts who know 
ME Factors...are bound together through membership in the American Society for 
Metals and through readership of Metal Progress...their Society's brilliantly-edited, 
Eastman-researched monthly magazine of metals engineering. More than 29,000 
metals engineers eagerly seek the benefits of over 100 million pages of engineering 
information published annually by ASM...vital information, essential to the use 
and application of ME Factors. 


If you sell the metal industry, the success of your products may be determined 
by ME Factors. Do you know these factors? Are you familiar with them? Why not 
check them over with an ASM staff engineer... he will be happy to provide an ME 
Factor Chart that applies to your products. Phone or write your ASM district man- 
ager for this free service. 
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CLEVELAND 3: W. J. Hilty, District Manager * 7301 Euclid Ave. * UTah 1-0200 

CHICAGO 4: Victor D. Spatafora, District Manager * 53 West Jackson Blud.* WAbash 2-7822 

DETROIT 21: Don J. Walter, District Manager * 20050 Livernois St. * UNiversity 4-3861 

NEW YORK 17: John B. Verrier, Jr., Regional Manager * Fred Stanley, District Manager * 342 Madison Ave.* OXford 7-2667 


METAL PROGRESS 


AS “The Magazine of Metals Engineering” 
C7 Published by the American Society for Metals 
7301 EUCLID AVENUE . CLEVELAND 3, OHIO 
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NEW ENGLAND 


Conn Hartford, Catholic Transcript Cire. 65,943 
Maine Portland, Church World ” 18,134 
Mass Boston, The Pilot " 65,228 
Mass Fall River, The Anchor " 15,670 
Mass Worcester, Catholic Free Press ” 35,312 
R.I Providence, Providence Visitor ” 29,323 
Vt. Burlington, Vermont Catholic Tribune " 13,055 

Total Circulation New England Group 242,665 


MIDDLE ATLANTIC 


D.C. Washington, Catholic Standard Cire. 41,641 
N.J. Camden, Catholic Star Herald " 25,497 
N.J. Newark, The Advocate ” 96,688 
N.J. Trenton, The Monitor " 77,506 
N.Y. Albany, The Evangelist " 25,448 
N. Y. Buffalo, Union & Echo " 25,109 
N.Y. New York, Catholic News ” 77,502 
N.Y. Rochester, Courier Journal ” §3,903 
Pa. Scranton, Catholic Light ” 561,202 
Total Circulation Middle Atlantic Group 474,496 
Open Rate $2.435 per line (subject to volume discounts) 
MIDDLE WEST Catholic Families 324,512 
Ill. East St. Louis-Belleville, The Messenger Cire. 23,112 
Il. Peoria, Peoria Register " 28,364 
Til. Springfield, Western Catholic Edition,O.S.V. ” 33,922 
Ind. Indianapolis, Indiana Catholic & Record " 41,109 
Mich. Grand Rapids, Western Michigan Edition, 
0.8.V. " 20,035 
Mich. Marquette, Northern Michigan Edition, 
0.8.V. " 13,294 
Mo. St. Louis, St. Louis Review ” 104,015 
Neb. Omaha, True Voice " 24,742 
Total Circulation Middle West Group 288,593 


SOUTH & SOUTHWEST Catholic Families 375,335 
Ala. Birmingham, Catholic Week Cire. 12,230 
Fla. St. Augustine, Florida Catholic * 31,330 
La. Alexandria, North Central La. Register " 14,922 
La. Lafayette, South West La. Register ”" 19,925 
La. New Orleans, Catholic Action of the South " 41,119 
Miss. Jackson, Mississippi Register " 8,949 
N.C. Raleigh, North Carolina Catholic " 6,258 
Tex. Amarillo, West Texas Register " 6,756 
Tex Dallas, Texas Catholic * Vee 
Va. Richmond, Catholic Virginian " 20,225 

Total Circulation South & Southwest Group 178,881 


PACIFIC COAST 


Cal. Fresno, Central California Register Circ. 14,043 
Cal. Los Angeles, The Tidings " 94,781 
Cal. Sacramento, Superior Catholic Calif. Herald “” 11,140 
Cal. San Diego, Southern Cross ” 17,759 
Cal. San Francisco, The Monitor " 44,908 
Mont. Great Falls, Eastern Mont. Catholic Register “” 9,580 
Total Circulation Pacific Coast Group 192,211 
Open Rate $1.38 per line (subject to volume discounts) 
CANADA Catholic Families 7,599 
Albt. Edmonton, Western Catholic Cire. 7,152 


TOTAL CIRCULATION 
CATHOLIC FAMILY NEWSPAPERS 
Open Rate $8.98 per line 


(subject to volume discounts) 
Spoce moy be bought in individual newspapers — rates on request. 


Along the Media Path 


e KROC-TV, Rochester, Minn.,|month rate protection policy. 
has increased its power from 100,- | 
000 watts to 240,000 watts, effec- 


e TV Guide is going right to the 
Seed , |dinner table to remind advertisers 
Gre. Saeeey. and readers of its progress and 
e WJBK-TV, Detroit, CBS outlet, | new office building in nearby Rad- 
is converting from a six-month |nor, Pa. The weekly has scheduled 
rate protection policy to a 12-/a four-color photo of its new build- 


ing to appear on the front cover 
of all dining car menus of the 
Pennsylvania Railroad during Jan- 
uary. 


e Look will publish as a Christ- 
mas bonus in its Dec. 24 issue a 
dramatic interpretation of the life 
of Christ written by Norman Vin- 
cent Peale especially for teen 
agers. 


|Okkahoma’s 50th anniversary of 


statehood with five special feature 
sections publicizing the Oklahoma 
Semi-Centennial Exposition. It 
presented a documentation of the 
state’s progress. 


e Department of New Laurels: 
Redbook’s November issue car- 

ried 47% more display advertising 

than the same issue a year ago. 


Display advertising revenue was 


e During 1957, The Daily Okla-|up 70.6%. 


homan, Oklahoma City, celebrated} Advertising volume in Materials 


~ CATHOLIC FAMILY 
NEWSPAPERS 
GROUPS 


Catholic Families 902,600 


Open Rate $1.62 per line (subject to volume discounts) 


Catholic Families 1,237,390 


Open Rate $1.615 per line (subject to volume discounts) 


Open Rate $1.84 per line (subject to volume discounts) 


Catholic Families 657,083 


Rate $.09 per line flat 


1,383,998 


les Organized 


It's Bigger 


lis United 


REACHING A MARKET OF 
6,000,000 CONSUMERS 


1,380,000 FAMILIES WITH A 
33% GREATER SALES POTENTIAL 


41 important Catholic Family Newspapers are now organized in a 
group — united on a standardized program to sell, merchandise and 
serve national advertisers — to reach the biggest single group of the 
important Catholic market. The 1,380,000 households in this group 
of Catholic Family Newspapers have 33% more persons per 
family than the National Average of 3.3 persons per family. This 
is a sizeable plus. 


Laie 
C Foal & 
Pe Sel MERCHANDISING 
6 This new seal of acceptance will serve as 
* ® ¥ a link for advertisers to bridge the gap 
Vp iF Ph between the keen reader loyalty of the 
Wsprre Catholic Family Newspapers and the au- 


tomatic endorsement any publisher places 
on a product or service when he accepts an advertising schedule. 
The seal of acceptance is the sign of credibility. 


DISCOUNTS -— A discount of 1% is available from the earned 
rate (volume discounts available in most newspapers) for the use 
of all papers in any one geographical group. A discount of 5% is 
available from earned rates for the use of the entire group. One 
order, one bill, one check in payment. 


' More complete information on this vital Catholic market available 


on request. 
COPYRIGHT 1957 BOGNER & MARTIN 


CATHOLIC FAMILY NEWSPAPERS 


295 MADISON. AVENUE, NEW YORK 17, NEW YORK 
REPRESENTED BY BOGNER & MARTIN, NEW YORK, CHICAGO, ATLANTA 


Advertising Age, December 9, 1957 


in Design Engineering increased by 


247 pages in 1957—an 11% in- 
crease over 1956. 
This year’s annual combined 


Thanksgiving issue of the Atlanta 
Journal-Constitution has set an 
alltime retail advertising linage 
record—298,320 lines—for any sin- 
gle issue of the newspaper. 

Good Housekeeping’s total gross 
billing is up $1,785,000 over last 
year. The total gross billing is $21,- 
015,812, a 9.3% increase over 1956. 

The January, 1958, issue of 
The Fisherman will have a guar- 
anteed circulation of 325,000, an 
increase of 50% over the January, 
1957, issue. # 


Publisher Effort 
Aims to Cultivate 
Art of Reading 


New York, Dec. 3—A “better- 
read, better-informed America” is 
the objective of a new nationwide 
campaign to promote reading. The 
promotion will be climaxed by Na- 
tional Library Week, March 16-22. 

The campaign, with the theme 
“Wake Up and Read,” is a com- 
bined undertaking of publishers in 
the newspaper, magazine and book 
industries cooperating with librar- 
ians. 

The program, according to Rob- 
ert E. Kenyon 
Jr., of the Mag- 
azine Publish- 
ers Assn. and 
steering com- 
mittee member, 
will stress the 
benefits of 
National Library Week reading for in- 

March 16-22, 1958 formation, 
reading as a 
leisure activity and reading for 
career advancement. 

Articles stressing the benefits of 
|reading have been developed and 
|will be published in February, 
| March and April by many leading 
magazines. 

Mr. Kenyon believes the pro- 
gram will encourage people to 
|spend more time on reading and 
| spend more money for the printed 
| word. # 
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Pollio Dairy Files 
Countersuit Against 
Gavasci Agency 


New York, Dec. 3—Replying to 
the $500,000 suit filed against it, 
Pollio Dairy Products Corp. last 
week stated that it has already 
paid all alleged claims of Alberto 
P. Gavasci, president of APG As- 
sociates, and in turn filed a $50,- 
000 counter claim. 

Suit was instituted early last 
month by Mr. Gavasci (AA, Nov. 
25), who claimed that he created 
“Polly-O” in 1949—in name, de- 
sign and promotion—to help the 
Pollio dairy dissociate itself from 
the word “poliomyelitis” in the 
consumer’s mind. Mr. Gavasci 
gave his “creation” to Pollio in re- 
turn for the assignment of its ad- 
vertising account, and now that he 
no longer has the client, he seeks 
$500,000 in payment. 

In its answer, filed in King’s 
|County supreme court, Pollio al- 
| leges that “excessive and unwar- 
ranted” demands by Mr. Gavasci 
were responsible for the termina- 
tion of its advertising agreement 
and says all Gavasci claims al- 
ready have been paid. The dairy 
points out that no written agree- 
ment was entered into concerning 
Mr. Gavasci’s claims. 


® In addition, the agency is 
charged with obtaining 15% com- 
mission for production, from the 
sources, “without the knowledge 
or consent” of the client. The agen- 
cy also is charged with distributing 
a recipe booklet on which Pollio 
spent $40,000 to others for their 
'own use. For these actions, Pollio 
‘asks $50,000 in damages. + 
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for the first ten months of 1957... 


The American has the 
largest gain in furniture 


Feniture wwe hovsshold 


store advertising linage 


and household goods [iam 
advertising linage of 
all four Chicago papers 


AMERICAN 
+ 183,171 lines 


Furniture and household goods advertising 
is one of the top three in total retail linage 
... and these big-spending retailers de- 
mand results. A look at the figures should 
convince you that The American produces 
results. Not only do we have the largest 
gain of the four Chicago papers in this classi- 
fication —we have nearly twice the gain of 
the only other paper to show an increase. 
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Be ee 


Paper B 
— 63,409 lines 


ge ee a 


yes 


Whatever product or service you sell, it 
makes dollars and sense to advertise to 
families with big buying power... to fam- 
ilies who readily respond to advertising in 
their newspaper...to the more than 500,000 
families who read The American every day. 


a hee 


Paper C 
— 209,288 lines 


a? H . Source: Media Records. 
- LHE ICAG () MERICAN Full run advertising, 
, ‘Advert first 10 months 1957 
vs. same period 1956. 
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Advertising Age, December 9, 1957 


‘Chicago Daily News’ Maps * | Amphitheatre that day. Then on|dresses made by a conference of | Book Tells How Camera Can 
Special Editorial Ventures Jan. 11 the News publishes its| speakers and a section on the Hall| HeJp in Industry or Business 

The Chicago Daily News will of- | ™id-winter travel issue on winter | of Fame in Distribution. | “Industrial and Business Pho- 
fer three special editorial attrac- | Sports activities in the U. S. and Copies may be obtained for $4.50 | |tography for Amateurs,” by Ben 
tions within the first two weeks of | 2broad. each from the Boston Conference | Melnitsky, has been published by 
the new year. On Jan. 2, 3 and 4) on Distribution, 80 Federal St. | Greenberg: Publisher, New York. 
the News will present its annual | 29th Boston Conference Boston. 


Mr. Melnitsky heads Industrial 
business and industry forecast fea- |Report Published Communications and is a former 
turing year-end market tables and| The “29th Boston Conference on| Powell Forms Own Agency editor of Industrial Photography. 


interviews with industry leaders.) Distribution,” a report on the pro- Douglas Powell has resigned as The illustrated book tells how a 

On Jan. 4 a special annual auto} ceedings of the conference, held | exec vp of Carvel Nelson & Powell|camera which makes snapshots on 
show section will be published in| Oct. 21 and 22 (AA, Oct. 28), has| Advertising Agency, Portland, Ore.,| summer vacations can also be used 
conjunction with the opening of|been published. Containing 96) to open his own agency at 419 Ter- | by the amateur on his job or in his 
the auto show at the International| pages, the report includes ad-j| minal Sales Bldg., Portland. | business. Price is $1.95. 


TOO SEXY?—Here’s an example of a 
promotion—maybe the type of 
thing to which the Women’s Group 
of Britain objected. Miss Bardahl 
of Britain points up the virtues of 
Bardahl additive oil, marketed by 
Bardahl Mfg. Corp., Seattle. 


Women’s Group Says 
There’s Too Much 
Sex in British Ads 


Lonpon, Dec. 3—The Women’s 
Group on Public Welfare believes 
there is too much sex in British 
advertising. 

The group, which represents 
some 40 women’s organizations, 
has issued a report protesting “the 
increasing use of sex in appeals to 


catch attention, both by pictorial 

- content of the advertisement and 

fen| the caption, even when the content 

jake a Ver iSjt 1O a of the advertisement was totally 


| irrelevant.” 


Be ; | As examples the report cited 
cs mm| ‘the girl with plunging neckline in 

an advertisement for bananas” and 

P an, ‘the scantily-clad bathing belles 


on the cover of a catalog and price 


Ae = oe ter | list of men’s wear.” 
: ; | mm; The report singled out movie 
de wy | posters as “crude, badly drawn... 
| Me offensive ... sadisti ifi 


. Sadistic ... horrific 
. or even erotically suggestive.” 
It noted that the poster for “The 
King & I” showed “sadistic scenes 
: . which never occurred in the 
Put your money where your market is... that’s the way to make FEWER advertising DOLLARS do Pn ae 


MORE SELLING! # Also criticized was a poster pro- 


; «as " : : : . r moting Ramsgate as a vacation 

And where’s that?...in Fawcett Specialized Books. Fifty-two diversified titles are published spot. The poster, which features a 

: et : fe Bikini-clad girl, was used in 1956 

oory year, reaching more than 6,000,000 - oan oor are ready to buy maceup: they are already ides sania 01 6008, despite a ore- 
in the market for your products...the specialized editorial content pre-conditions them...and your 


test from the vicar of Ramsgate. 
advertising message sells the customer! ma The report noted without comment 


that the poster had received an 


a ‘ award for the best holiday poster 
EVERY dollar you invest in ae of the year. 


— ; Copies of the group’s report are 
the Fawcett Specialized Books heing cent to member exannine- 
goes to work for you ae tions, church leaders and women 


members of Parliament. = 


Select the titles best suited for your advertising. For complete story eo FTC Raps Three Oil Companies 
and list of titles, contact Fawcett Publications, 67 West 44 St., New The Federal Trade Commission 


has charged that three oil compa- 
York, N. Y., MUrray Hill 2-3606, or your nearest representative. nies—Champion Products Co., 


Stephenville, Tex.; Champion Oil 
Co., Fort Worth, and Goodenow 


[| Co., Oklahoma City—have falsel 
FAWCETT SPECIALIZED PUBLICATIONS . advertised that their products ned 
New York Los Angeles Miami . approved or recommended by the 
WILSON & STARK TOWNSEND, MILLSAP & CO. HALE PRINTUP & ASSOCIATES government. FTC also charges the 


40 East 50 St. 672 S. Lafayette Park PI. Langford Bldg. companies falsely represented the 
MUrray Hill 8-0467 DUnkirk 3-1211 FRanklin 9-2668 


amount of national advertising 
Chiees re done as a lure to attract new sales- 
HARLEY L. WARD INC. TOWNSEND, MILLSAP & CO. men. The complaint said their 
316 N. Michigan Ave. 110 Sutter St. products are not, as claimed, cur- 
CEntral 6-6269 SUtter 1-7971 rently or regularly advertised in 
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Jungle telegraph reports --- never before --- 

have so many families --- been buying --- reading «+> 
enjoying ++ Michigan's oldest --- daily newspaper --- 
Bigger audience --- than any other --- newspaper --- 


in Detroit --- or Michigan --- No wonder --- 
natives --- (newcomers, too!) «++ say «=> 


you see the friendly Free Press +++ everywhere! 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL— GEORGE MOLLOY, NEW YORK 
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THOUGHTFUL—Its first packaging 
change in 125 years is a new top 
and fitment (drip or pour) for Lea 
& Perrins’ Worcestershire sauce 
bottle. The dispenser was de- 
signed by Dr. Samuel Kirschen- 
baum, Brooklyn dentist, and made 
by Owens-Illinois Glass Co. 


Building Used Auto 
Market Is Task of 
German Car Industry 


BurraLo, Dec. 3—Four leaders 
of Germany’s booming automobile 
industry agreed here that the sale 
of used cars is the most pressing 
problem facing their industry to- 
day. 

The men are touring automotive 
manufacturing plants and dealer- 
ships in this country to study pro- 
duction and selling methods that 
can be applied to the German in- 
dustry. 

Emil Spahr, president of the 

German automobile dealers asso- 
ciation, said the used car problem 
in his country stems from the high 
cost of operating a vehicle in Ger- 
many. He explained: “Anybody 
who can afford to pay our high 
cost of gasoline and automobile 
insurance, as well as a license tax, 
can afford a new car. Therefore, 
the market for used cars is not 
good. 
“It is not uncommon for a used 
car to remain in a dealer’s hands 
for a year or more—unlike market 
conditions over here where used 
cars have an average 30-day turn- 
over.” 


s Dr. W. G. Behrens, economist 
and market research analyst of 
Adam Opel, wholly-owned sub- | 
sidiary of General Motors, said his | 
company is now exporting 1,000) 
cars a month to the U.S. for sale) 
through Buick dealers. 

“We hope to increase our pro-| 
duction and exports in the future, 
but at the present time, our plant 
capacity is limited to 1,000 cars a 
day,” Dr. Behrens said. 

The economist described the 
Opel plant near Frankfurt as Gen- 
eral Motors’ “largest single man- 
ufacturing unit in one location.” 


s Dr. Johann H. Von Brunn, sec- 
retary of the Automobile Manu- 
facturers Assn. of Germany, said 
buyers of new cars in his country | 

do not rely on financing as do con- 
sumers in the U.S. 
He attributed this to a historic | 
distrust of what the future will | 
| 


bring; a distrust, he added, that 
was built by financial losses suf- 
fered in two world wars. 

Hans Ludwig Brinckman, man- 
ager of a joint company organized 
by auto manufacturers and dealers 
in Germany, said the company was 
set up to appraise used cars traded 
in for new vehicles. # 


Lester Loeb Merges with 
Byrde, Richard & Pound 

Lester Loeb Advertising, New 
York, has merged with Byrde, 


Richard & Pound Advertising 
Agency, New York. Mr. Loeb be- 
comes general manager and copy 
chief of the Byrde agency. Officers 
will remain the same. 

Before setting up his own agen- 
cy about eight years ago, Mr. Loeb 
was general manager of Emil Mo- 
gul Co. 


Blair Joins Harper-Atlantic 
Harper-Atlantic Sales Inc., Bos- 

ton, has appointed William S. 

Blair assistant to the president. He 


will be in charge of the expanded 
program of research and promo- 
tion that the company is under- 
taking on behalf of the Atlantic 
and Harper’s Magazine. Mr. Blair 
formerly was a vp of Ogilvy, Ben- 
son & Mather. 


]WT Transfers One, Adds One 

Joseph P. Foran has been trans- 
ferred from the Detroit office of 
J. Walter Thompson Co. to the 
agency’s Toronto office as senior 
jaccount representative. Mary Car- 
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,don will rejoin the agency’s Mon- 
treal office Jan. 2 as director of 
|}media and research. Miss Cardon 
had been with JWT 25 years until 
April, 1955. 


Tilden Joins Nashua 

Freeman Tilden has been named 
advertising and sales promotion 
manager of Nashua Corp., Nashua, 
N. H., paper converting company. 
|He formerly was with Chambers, 
Wiswell, Shattuck, Clifford & Mc- 
Millan, Boston. 


Beech-Nut Life Savers, Inc. 
and its agency, 
Young and Rubicam, 

are Sold on Spot asa 
basic advertising medium. 


hi.%* PARKA LES en w£> 


yanuryyt 


Following its merger with Life Savers, Beech-Nut Gum 
adopted an aggressive new sales policy, aimed at over- 
coming distribution problems and at making Beech-Nut 
Gum the leading national brand. The method: a giant 
initial build-up in America’s top 50 markets. The medium: 
SPOT RADIO. 


Using 63% of its total advertising allotment, Beech-Nut 
Gum is blanketing the top 50 markets with a 10-second 
spot campaign,ranging from 50 announcements per week 


to 115 per week in New York City. The schedule covers 
radio’s high-traffic periods, Monday through Friday, 7-9 
&@.m. and 4-6 p.m., with emphasis on the latter part of 
the week, when most family marketing is done. 


Jim Parker, Advertising Manager, tells why SPOT 
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Caire and Radlauer to Leave 
Sewell to Start Own Agency 
Granville Sewell will take over 
the interests of R. J. Caire and Ar- 
thur Radlauer in Sewell Advertis- 
ing Agency, New Orleans, effective 
Jan. 1. Mr. Caire and Mr. Rad- 
lauer, formerly vp and secretary, 
respectively, of the Sewell agency, 
will start their own agency—Rad- 
lauer & Caire Advertising Agency 
—on Jan. 1 in present agency 
headquarters at 203 Cigali Bldg. 


The Sewell agency will move to 


209 Cigali Bldg. the same date. 


Sparks Named Marketing 
Director of Whirlpool 

Jack D. Sparks has been ap- 
pointed director of marketing for 
RCA Whirlpool home appliances 
and Estate ranges—a new position. 
Mr. Sparks, who joined the com- 
pany in 1940, previously was gen- 
eral manager of the laundry divi- 
sion, and also has held the posi- 
tions of director of sales, sales 
manager, advertising and sales 


promotion manager, advertising 
manager and assistant to the gen- 
eral sales manager. 


Lourie Joins Schenley Import 
Robert S. Lourie, formerly mar- 
keting manager of the House of 
Seagram’s Four Roses gin, has 
joined Schenley Import Co., New 
York, as a vp and assistant to the 
president, Theodore Gommi. Mr. 
Lourie’s duties will include coor- 
dination of sales, advertising and 
marketing. Before joining Seagram 


last year, Mr. Lourie was with 
Browne Vintners Co., a Seagram 
affiliate. Leo Lehrman succeeds 
Mr. Lourie as marketing manager 
of Four Roses gin. 


Jones & Taylor Adds Goshen 
Jones & Taylor & Associates, 
South Bend, Ind., has been ap- 
pointed to handle advertising and 
sales promotion for Goshen Mfg. 
Co., Goshen, Ind., manufacturer of 
lawn and garden furniture, toys, 
playground equipment and ladders. 


RADIO figures large in Beech-Nut Gum's future plans: 
“Using those regions where its distribution is already 
established as a springboard, 
a national splash. Only SPOT RADIO gives the frequen- 
cy required for such a tremendous job at such reasonable 
cost. To its extensive and continuing schedule in the top 
50 markets, and to NBC Spot Sales’ radio stations in 


Beech-Nut Gum is making 


every market where they play a part, goes much of the 
credit for the overwhelming success of the Beech-Nut 


Gum campaign.” 


Whether you're aiming at a specific region, or trying to 
hit all the top markets, you'll find that you can really 
call your advertising shots when you use SPOT... es- 
pecially on these leadership stations, represented Pe 


SPOT SALES 


Hartford-New Britain WNBC 

New York WRCA, WRCA-TV 
Schenectady-Albany-Troy WRGB 

Philadelphia WRCV, WRCV-TV 
Washington WRC, WRC-TV 
Buffalo WBUF 

Miami WCKT 

Cleveland WHK 

Louisville WAVE, WAVE-TV 
Chicago WMAQ, WNBQ 
St. Louis KSD, KSD-TV 
Denver KOA-TV 

Los Angeles KRCA 
Seattle-Tacoma KOMO, KOMO-TV 
San Francisco KNBC 


Honolulu 


KGU, KONA-TV 


Chemical Ad Total 
of $800,000,000 
Seen by Gillis 


Monsanto VP Sees Ad 
Effort Growing; Du Pont 
Ad Office Hires Ph.D.s 


New York, Dec. 3—Chemical 
and chemical process industries 
“will probably spend more than 
$800,000,000 this year” on adver- 
tising, according to John L. Gillis, 
marketing vp of Monsanto Chemi- 
cal Co. 

Mr. Gillis told the meeting of 
the Manufacturing Chemists’ Assn. 
that chemical manufacturers “pro- 
vide the principal support for seven 
lively trade publications, to the 
tune of $6,000,000.” He added that 
these advertisers are placing more 
and more space in general business 
and consumer publications and ap- 
pearing more frequently on tele- 
vision. 

Reasons behind the additional 
promotional spending, he said, are 
growing competition and the need 
to sell “farther afield than we have 
ever sold before.” 


s W. E. Gordon, assistant general 
manager of Du Pont’s Grasselli 
chemicals department, said his 
company is getting deeper into pre- 
testing—finding out from custom- 
ers which product characteristics 
and sales appeals are most attrac- 
tive and which media are preferred 
—and into “new measurement 
methods.” 

Mr. Gordon said Du Pont has 
added “some Ph.D. psychologists to 
our ad department staff and are 
experimenting with some novel 
techniques, which are already be- 
ginning to pay off.” He said the 
research is providing hope that 
“within the next few years we may 
be able to apply the same yard- 
sticks in measuring advertising ef- 
ficiency that we now apply to 
manufacturing and engineering ef- 
forts.” # 


Ward's Names Green 

Howard L. Green has been 
named store research and develop- 
ment manager of Montgomery 
Ward & Co., effective Dec. 9. Mr. 
Green will be responsible for mar- 
ket research and project analysis 
in connection with expansion of 
company facilities. He had been as- 
sistant to the retailing vp of Stop & 
Shop Inc. for the last two years. 


Savannah Dailies Otter Color 
The Savannah (Ga.) News and 
Press have begun accepting one- 
color and black advertisements. 
Full-color reproduction is expect- 
ed to be available early next year. 
A standard color premium has 
been set at $135. 
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Guard prevents blade slipping ovt* 


ow-cost PREMIUM! 


Low-Cost 
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KENWORTH MANUFACTURING CO. 


12315 W. Lisken Ave. — Milwevkee \e. Wis. 
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142 NEW ADVE 


in first 8 months of 1957 


MEREDITH EXPANDS—Fred Bohen, president of Meredith Publishing 

Co., Des Moines, examines a plastic model of one of the company’s 

new double six-color Goss magazine presses. On the table is a %4"” 

| scale model of Meredith’s new $10,000,000 printing and manufac- 

turing plant, now in the first con- 
struction phase. 


Meredith Begins 
Construction of 
$10,000,000 Plant 


Des Mornes, Dec. 3—The Mere- 
dith Publishing Co., publisher of 
Better Homes & Gardens and Suc- 
cessful Farming, has embarked 
on a $10,000,000 expansion and re- 
location program which is expect- 
ed to be completed in three years. 

The first phase of the program 
will be the construction of an ul- 
tra-modern printing and manufac- 
turing plant, to cover 500,000 sq. ft. 
of floor space and ten acres of 
Meredith’s 107-acre tract at 63rd 
St. and Park Ave. here. | 

The new plant is a single-story, 
concrete, steel and aluminum 
structure that is designed for 
greater efficiency, better produc- 
tion flow and better working con- 
ditions—and will allow for expect- 
ed increases in circulation for all 
the publications. 


STYMIED... 


AT THE PAY-OFF! 


ae Tt 


s The new building will house all 
presses, paper warehousing and 
departments concerned with man- 
ufacturing, production “and trans- 
portation of the publications. Edi- 
torial and business offices will 
remain in the present building at 
1716 Locust St. 

To meet expansion problems 
caused by the now “bulging-at- 
the-seams” company, Meredith 
has planned the construction of its 
new building so that expansion 
can take place with a minimum of 
relocation. 

To this end, walls of the new 
plant will be constructed of pre- 
cast insulated concrete panels in 
the lower portion and of insulated, 
fluted aluminum panels in the top 
sections. All panels will be at- 
tached to steel framing, and may 
be detached and relocated as 
building walls are moved for fu- 
ture expansion. + 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it's all in a round of golf for the 
man behind the putt, but it’s a serious business when your 

money is riding on an ad campaign that must produce results! 
When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we're old pros. 

For more than SO years our job has been to create new 

ideas that sel! .. . invent point-of-sale merchandising programs 
that stop shoppers, get action ... pay off where it counts — 

at the cash register. Let our nation-wide organization show you 
how Merchandising at the Point-of-Sale can keep your ad 
campaign out of the rough; produce top results whether for a single 
display job, or a year-long program. 


Allen-A Names Mumm, Mullay 

Allen-A division of Atlas Under- 
wear Corp., Piqua, O., has ap- 
pointed Mumm, Mullay & Nichols, 
Columbus, O., to handle its ad- 
vertising, marketing and merchan- 
dising. A winter promotion of 
Allen-A’s Insulaire thermal-type 
underwear made of Navy-devel- 
oped arctic fabric is Mumm, Mul- 
lay’s first assignment. George N. 
Trademark Mystik Registered, Kahn Co., New York, was the pre- 
vious agency. 


“_ Lonergan Names Headlee 
BMerchahndisi E. Warren Headlee has been 
ag at the POINT-OF-SALE 
ease 


named manager of market re- 
search and product distribution of 
the Lonergan. Coolerator division 

* Cloth and Kanvet Fiber Banners and Pennants « Mystik* Seif-Stik Displays of McGraw Edison Co., Albion, 
_ @Mystik® Can and Bottie Heicers e Mystik® Seif-Stik Labeis © Squee-zei* Mich.., a new position. He former- 


ly was senior market analyst of 
* Econo Truck Signs ¢ Booklets and Folders * Moided Piastic O. A. Sutton Corp., Wichita, Kan. 


CHICAGO SHOW PRINTING COMPANY, * Lithographed displays for ind an 


use e¢Animated Displays 
2640 N. KILDARE, CHICAGO 39 
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all the flexible powe stige and saturation covera 


‘of a great newspaper... plus (0/0/61) reproduction 


Akron Beacon Journal Louisville Courier-Journal 

Atlanta Journal and Constitution Newark News 

Columbus Dispatch New Orleans Times Picayune States 
Denver Post Phoenix Arizona Republic 

Houston Chronicle St. Lovis Globe Democrat 
Indianapolis Star Toledo Blade 
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You need this important segment of Michigan 


TRADING AREA Capital of the World SAW VER-FERGUSON-WALKER COMPANY 


BATTLE CREEK RETAIL TRADING AREA 


NEW HOME—American Research Bureau’s new research center and 
headquarters, Beltsville, Md., is the country’s first to be planned 
and built expressly with tv research in mind, ARB says. 


ees This fast-growing south central Michigan market consists of all F 
or part of six counties. The sound economy of the area is the 
Y/ result of widely diversified industry and agriculture. It is an area 
CHARLOTTE that offers real sales opportunities! You can cover the market i *- 
BARRY COUNTY EATON COUNTY with just one advertising medium . . . the Enquirer and News. ae aS 
wna eee ee ene nnn n en ene eres 5 Over 61% of the families are Enquirer and News subscribers, and aces 
95% of the newspaper's circulation is carrier delivered. 
Wee om Population Retail Sales Buying Income — 
sTITEL 
i Wi, 228,874  $240,386,000 $362,757,000 
MARSHALL gi Bion 
W Food Sales Drug Sales Automotive Sales 
cane comert $59,234.000 $9,105,000 $47,008,000 
Figures from Sales Management “Survey of Buying Power” 
i aie K WwW Moore Joins Milner Products 
i ¥/ BATTLE CREE ENQUIRER AND NE S L. L. Moore, formerly brand 
a COLDwareR MICHIGAN Member of Federated Publications manager for Pabst sparkling bev- 
erages and Hoffman beverages, has 
A.B.C. RETAIL Cereal Food REPRESENTED NATIONALLY BY 


joined Dumas Milner Corp., Jack- 
son, Miss., as sales promotion man- 
ager. 


eeu 


they Buy More because they Have More! 


@ Whether you're selling plastic planes or plain plastics, the sky’s the limit in 
Indianapolis. It’s no flight of fancy! You'll land bigger sales in the Indianapolis 


market. Nearly everyone else does. Department store sales, for instance, are 


55.4% over the national average.* More significantly, general merchandise sales 
are 49.4% over.* And the Federal Reserve Bank of Chicago, in its latest annual 
report, calls Indianapolis “Big Town—Boom Town!” It’s a point well taken: 
" average annual income here is a whopping $6,882!* Write for complete market 


and circulation data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*1954 Census of Business end Retail Trade 


One of America’s largest, 
richest markets ... where 
your advertising message 
can be delivered 385,000 
times each day by two 


of America’s greatest 
newspapers. 


Supers Top Drug 
Stores in 10 Drug 
Lines, Nielsen Says 


Curcaco, Dec. 5—The impact of 
the all-encompassing supermarket 
in the national marketing scene 
was highlighted last week when A. 
C. Nielsen Co. reported that, for 
the first time, food stores outsold 
drug stores in ten common drug 
commodity groups last year. 

In 1955, the drug stores held a 
51%-49% edge in dollar volume of 
sales for these ten fast-moving 
items. In 1956 these figures were 
reversed, giving a 2% edge to the 
food marts. Sales increased some 
$70,000,000 last year over 1955, 
with about $50,000,000 of the in- 
crease accounted for by food stores. 
Nielsen declined to identify the ten 
commodity groups, as a matter of 
company policy. 

Nielsen revealed these findings 
in its annual “Report to Retail 
Drug & Proprietary Stores.” Other 
data listed in the report include: 


e Total sales for drug and proprie- 
tary stores in 1956 reached $5.47 
billion, an 11% increase over 1955. 


e Sales for the first half of 1957 
totaled $2,984,000,000; a traditional 
heavier second half should push 
total sales for the year over the $6 
billion mark. 


e Drug and proprietary stores in 
the Pacific Coast area had the big- 
gest sales gain in 1956—20%. The 
New England area showed the 
smallest increase—3.2%. 


e Reasons for increased sales by 
drug and proprietary stores include 
increased prescription use by den- 
tists, introduction of important 
new drugs, and better merchandis- 
ing methods and ideas. # 


Gray & Rogers Names Gulick, 
Bochroch to Head New Units 
Gray & Rogers, Philadelphia, has 
opened a contact office in Newark, 
N.J., at 744 Broad St., and has 
named Richard N. Gulick manag- 
er. Mr. Gulick formerly was vp of 
Lewin, Williams & Saylor. The for- 
mation of the new office follows 
the appointment of Gray & Rogers 
to handle advertising for the in- 


Richard N. Gulick 


Albert R. Bochroch 


dustrial and the plastics divisions 
of Nopco Chemical Co., Harrison, 
N.J. Gray & Rogers has been han- 
dling Nopco’s vitamin division. 
Lewin, Williams & Saylor former- 
ly handled the industrial division. 

Gray & Rogers also has consoli- 
dated its marketing, merchandis- 


ing and research services in a new 
marketing division under Albert R. 
| Bochroch, a partner in the agency. 
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What would you say about your product 


to an audience of 10,000 car dealers? 


Chances are you'd have a lot to say—for no one 
knows your product better than yourself. Unfor- 
tunately, you'll probably never get the opportunity 
to speak before this assembled group. 


But there is a way almost as good. Every year for 
the past twelve, AUTOMOTIVE NEWS has pub- 
lished an outstanding issue devoted to the National 
Automobile Dealers’ Association Convention. It is 
looked forward to by our 28,000 dealer subscribers 
whether attending the show or not — highly 


Issue Date: JANUARY 13 
ADVERTISING CLOSES: DECEMBER 31 
Regular rates apply 


Your Automotive News representative is: 


NEW YORK: Edward Kruspak, Ray Billingham, 
Howard E. Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, 
State 2-6273. 


DETROIT: R. L. Webber, William R. Maas, Roy 
Holihan, Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 34-0303. 


accepted by advertisers (over 140 of them used 
it in 1957). 


This year, the automotive industry had one of the 
biggest turnovers of dealers in its history. To you, 
who sell to this market, it means a fresh, active 
buying force in the year to come. Never has the 
time been so ripe to present fully your product 
story and features. 


If you are an exhibitor, you can enhance attend- 
ance at your booth. If not, you can be sure the 


The most influential publication in the automotive industry. 


The Newspaper of th 
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Stocks Dip but Top Year Ago_: 85 


car dealer knows your product story—all through 
the pages of AUTOMOTIVE NEWS. With addi- 
tional distribution at the Show, over 47,000 copies 
of this issue will be distributed. 


Don’t miss your chance to talk to this influential 
group—in the pages of the NADA Show Issue 
of AUTOMOTIVE NEWS. 

For full details, get in touch with your 
AUTOMOTIVE NEWS representative. See clos- 
ing dates below. 
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EVEN IN GREEK IT’S: “Sell the POST INFLUENTIALS —they tell the others!” 


Weissman Adds Account 
Dumont-Airplane & Marine In- 
struments Inc., Clearfield, Pa., has 
named Robert E. Weissman Asso- 
ciates, New York, to handle its ad- 
vertising. The account was pre- 
viously handled by Rothschild Ad- 
vertising Agency, New York. 


Weber to Holmes, Whitney 

Jayne Weber, formerly with 
Sears, Roebuck & Co., where she 
developed the national Coldspot 
freezer program, has joined 
Holmes, Whitney & Associates, 
Chicago, as sales promotion direc- 
tor. 
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This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combi- 
nation of competitive stations . . . at 
by far the lowest cost per thousand. 
(Nielsen & SR&D) 


They serve this amazingly rich in- 
land market which contains 4 of the 
top 5 counties in farm income in Cali- 
fornia, the nation’s leading farm state 
— and has an effective buying income 
of almost $4.3 billion dollars. (Sales 
Management’s 1957 Copyrighted 
Survey) Sacramento, California 
Paul H. Raymer Co., 


National Representative 
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FOR BABY—Artwork instead of pho- 
tos will be used in P. H. Hanes 
Knitting Co.’s stepped-up 1958 
campaign. This color page runs in 
March issues of Good Housekeep- 
ing and Parents’ Magazine. N. W. 
Ayer & Son, Philadelphia, is the 
agency. 


Cosmopolitan Doll, 
Northeast Airlines 
Join in PR Campaign 


New York, Dec. 3—An airline, 
a doll manufacturer and an agate 
marble company are joining in a 
“Cinderella Holiday” promotion 
this winter. 

The promotion is based on two 
facts: (1) Northeast Airlines is of- 
fering “Cinderella Holiday” flights 
to Miami on a “Magic Slipper” 
coach, and (2) Cosmopolitan Doll 
& Toy Corp. manufactures a doll 
named Ginger that wears a Cin- 
derella costume. 

The two companies therefore 
have been giving a Cinderella doll 
to each little girl (under 12) on 
the Cinderella flights, starting Dec. 
1. Then to appease the little boys 
who might feel overlooked, the 
Vitro Agate Co. was called upon to 
supply bags of agate marbles to 
boys riding the Miami flights. 


® Counter cards picturing the doll 
are on display in travel agencies 
and on ticket counters throughout 
the Northeast and Middle Atlantic 
states, as well as in main cities 
outside the airline’s flight area. 
Cards, instructing the children to 
ask the hostesses for their dolls, 
have been inserted in 50,000 flight 
packs. The promotion will run for 
a trial period of 13 weeks, with a 
possibility of being extended for 
another 13. 

The promotion was worked out 
by Martin Fleer, New York pr 
manager of Northeast, and Edward 
M. Meyers Assn., pr organization 
for Cosmopolitan. # 


WTRY Names Manager 

Allen Bengston, formerly with 
NBC’s station relations department, 
has been named general manager 
of WTRY, Albany. He previously 
was general manager of WINR, 
Binghamton, N.Y. WTRY will be 
transferred to a new ownership, 
headed by Daniel W. Kops as pres- 
ident, effective Dec. 16. 


Gotham-Vladimir Adds Two 

Gotham-Vladimir Advertising of 
Puerto Rico has been appointed to 
handle Puerto Rican advertising 
for the Chase Manhattan Bank and 
Bourjois Inc. National Export Ad- 
vertising Service’s San Juan office 
previously handled Chase, and 
Publicidad Astra is the former 
agency for Bourjois. 


Schiaparelli to Rockmore 

The Schiaparelli stocking divi- 
sion of Chester Roth Co., New 
York, has appointed Rockmore Co., 
New York, as its first agency in 
five years, 
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The Results from “A STUDY OF NEWSPAPER 
COVERAGE OF HOUSEHOLDS IN THE BOSTON 
AREA’’ by Elmo Roper & Associates, New York 


that the Boston Globe offers 
the advertiser the largest 
home coverage among heads 
and “‘co-heads” of households 
—both daily and Sunday—in 
the City Zone and the 

Boston Trading Area.° 


ahi Sree 


For complete details on the most comprehensive media 
study ever done in America’s Sixth Market write to our 
advertising director or to one of our representatives. 


Reach more homes and sell more families in... 


0) 15 mile radius 


® 30 mile radius 


The Boston Globe 


Member Metro Sunday Magazine and Comics 


SCOLARO, MEEKER & SCOTT CRESMER & WOODWARD, INC. THE LEONARD CO. 
Chicago & Detroit New York, San Francisco, Los Angeles Miami Beach, Florida 
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Some Major Account Shifts, 11 Months of 1957 


Billing 
ACCOUNT To FROM (Estimated) | ACCOUNT TO 
PEE ICE ee BBDO Buchenen & Ce. $ 600,000 | Kent (P. Lorillard) sessensscorseeeeessseee @RAOR & Newell 
Alexander Smith div. KLM Royal Dutch Airlines ............ Erwin, Wasey 
(Mohasco Industries) ....c....00F. D. Richards Inc. Ellington & Co. — | Keon div. Clad Corp, of Amor. 
Alistate Insurance ..........c.cccceeevee «leo Burnett Co. Christianson Advertising 4,000,000 VEO) ooevsssssssssesssssennnnnannanannneesseereeeee Grey Advertising 
F. w. Amend Co. c pb tL AAleh Earle Ludgin & Co. Kroger Co. coccneconsuccasqoncocseccoooosocsocese Campbell-Ewald and 
American Export Lines ..................Cunningham & Walsh Doyle Dane Bernbach Inc. 500,000 : Campbell-Mithun 
American Sheep Producers Coun- Rapenellin: Fite ackccevsdnccnctecrnesinesneesittosiia Kastor, Farrell 
IF ctihccitinibhieh bicnncinsiactieiecmaaenaeiinary Botsford, Constantine & James Lees © SERS oennncetneeenseeernn nt. 'W. Ayer & Sen 
Gardner 632,000 Lentheric Tweed (Helene Curtis 
‘ r & Co. (all foods) py N. W. Ayer & Son Tatham-Laird Industries) eoecedosacccoosoososcosoosesessceo Gordon Best 
Henri, Hurst & McDonald 3,000,000 | : 
ASR Products Corp seccvessesccsssnser Kenyon & Eckhardt MeCann-Erickson Libby pineapple ...........ceseeeerene J. W. Thompson Co. 
BBDO 2,000,000 | Magnavox Co. ......cccccersesseeeeereeeee M Inc. 
Autopoint (Cory Corp.) ......000Olian & Bronner E. H. Weiss & Co. 1,000,000 | Manischewitz wine (Monarch 
Avis Rent-A-Car ...ccccccccseeeccseeceeeeeeeeMeCann-Erickson N. W. Ayer & Son 1,500,000 RD vnicuddieistnsetetnntintintinscoctiinns Lawrence C. Gumbinner 
Bab-O, Cameo, Tidy Bowl, Am-O McKesson & Robbins (liquor) ........ Kenyon & Eckhardt 
(B. T. Babbitt Co.) ........ccceceveenee Donahue & Coe Dancer-Fitzgerald-Sample 2,000,000 
Baker's Franchise Co. ......ccccceeesee Emil Mogul Co. Kastor, Farrell, Chesley & aan I is Cunningham & Walsh 
Clifford 1,000,000 | Munsingwear ........cceccsssesesesnesene Powell, Schoenbrod 
Bayuk cigars .............. veveseee Figen & Wermen Al Paul Lefton Co. a Bozell & Jacobs 
Beatrice Foods (LaChoy) ..............0.Maxon Inc. Foote, Cone & Belding ——— | Newport cigarets (P. Lorillard) ....Lennen & Newell 
Beatrice Foods (dairy) Cunningh & Walsh Foote, Cone & Belding 1,000,000 | Northeast Airlimes ......ccosssseessseseee J. W. Thompson Co. 
nt ai — seveneescesecescnses ort peo cee ea entry 1,000,000 | Nucoa (Best Foods) ....ccc.csssesssssess0es Guild, Bascom & Bonfigli 
igelow-Sanford Carpet ‘Arcy vertising oung ubicam . : 
Bissell Carpet Sweeper cocccccccnnleo Burnett Co. N. W. Ayer & Son 1,000,000 ee xy eed if oe on puonel 
Bobbi permanent (Toni Co.) ..........Clinton E. Frank Inc. Tatham-Laird waa ee — Se 
Bond Clothes (radio & tv except ae Ruthrauff & Ryan 
WI GD sccicerresenstncectensinnctis Keyes, Madden & Jones Joseph Katz Co. 1,000,000 Perined Coment Aum. arerneesnrcenns Bo We Vaeaigage = 
Bowes “Sealfast” Corp... Biddle Co. Pettinger-Harding Prom permanent (Toni Co.) ......... Tatham-Laird 
Breast-O-Chicken Tuna .o.c.cccccecccoees Guild, Bascom & Bonfigli Foote, Cone & Belding 1,000,000 Prudential Insurance ......................Reach, McClinton & Co. 
Breeze (Lever Bros.) ...c.ccccsceseceese Sullivan, Stauffer, Colwell & BBDO Railway Express Agency ................ B. D. Adams Inc. 
Bayles Reader's Digest ............ceseeeeseeenee J. W. Thompson Co. 
Brisk (Colgate-Palmolive) Cunningham & Walsh William Esty Co. 3,000,000 | Regal Pale Brewing ..........0---0-0» Heintz & Co. 
Bromo-Quinine (Grove Labs) ........ Gardner Advertising Benton & Bowles 1,000,000 TEAHEIIED | Scincetnecieavebalehessabetenconeebes Worwick & Legler 
Brylcreem, Eno (Harold F. C. J. LaRoche 
I aac sieccicitinnenisones Kenyon & Eckhardt Atherton & Currier 3,000,000 Emil Mogul Co. 
Buitoni FOOdS ........cececeseseeeeseeeereee Albert Frank-Guenther Law J. W. Thompson Co. 1,000,000 Dowd-Redfield-Johnstone 
Capital Airlines ..........0. «Kenyon & Eckhardt L. E. Ryan Inc. 3,000,000 | Jacob Ruppert... Compton Advertising 
Continental Air Lines «J. Walter Thompson Co. Galen E. Broyles Co. 1,000,000 | J. T. Ryerson & SOM oo... Buchen Co 
Corning Glass Works .......0c.c0000 N. W. Ayer & Son Maxon Inc. 700,000 | Salada Tea Co. ceccccccccccccceccscscessseeee Sullivan, Stauffer 
Cresta Blanca Wine Co. «0.0... Foote, Cone & Belding J. J. Weiner & Associates 1,000,000 | Savarin coffee (S. A. Schonbrunn 
Dole pineappl Foote, Cone & Belding N. W. Ayer & Son 1,500,000 (8 es See Foote, Cone & Belding 
Dri Mist (Max Factor) .......0000srs00 Guild, Bascom & Bonfigli Anderson-McConnell es eee Benton & Bowles 
DuBarry Products (Lambert-Hud- Seagram (V. O., Golden gin) ...... Warwick & Legler 
OT. rectevseeetivinsctignese Norman, Craig & Kummel Sullivan, Stauffer FLUE SS aa es J. Walter Thompson Co. 
PED icnsteatttsectedeincancineesnesses Sullivan, Stauffer Young & Rubicam 2,000,000 | Servel Inc. (refigerator div.) ........ Walker B. Sheriff* 
Allen B. DuMont Labs ....................Page, Noel, Brown Campbell-Ewald 1,500,000 | Simplicity Pattern ........ccccsesseresene Bryan Houston Inc. 
Eljer Plumbing Div. (Murray Sof-Set (Max Factor) occ Guild, Bascom & Bonfigli 
IAD. sistinatlinenisitipcniqsntcconainscnniat Fuller & Smith & Ross Ross Roy Inc. Tt}. McCann-Erickson 
Emerson Radio & Phono .... Grey Advertising Martin L. Smith & Co. 500,000 | Spray Net (Helene Curtis Indus- 
Eureka Williams Corp. ...... Earle Ludgin & Co. Al Paul Lefton Co. BIOS) nrrcececnree McCann-Erickson 
General Telephone ............0000000 Kudner Agency H. B. Humphrey, Alley & Stag beer (Carling Brewing) ........ E. H. Weiss & Co. 
Richards 1,500,000 | Stopette (Helene Curtis Indus- 
I ie Oy rie tatestsitnsicsscccesd Compton Advertising Norman, Craig & Kummel 1,000,000 WED snarorcasooncitasubicatonssennssmnecesoencces E. H. Weiss & Co. 
Glim (8. T. Babbitt) Doyle Dane Bernbach Inc. Dancer-Fitzgerald-Sample 500,000 | Strongheart dog food (Doyle 
M. K. Goetz Brewing Co. .. oo Compton Advertising 500,000 Packing Co., eastern area) ...... Geyer Advertising 
SUI IIIT TIN aicnnsindecossccesncesseionvens Lewin, Williams & Saylor French & Preston 450,000 | Studebaker-Packard B. D. Adams 
Gretz Brewing .......ccccceeeeenneee Chew, Harvey & Thomas Seberhagen Inc. — (also Mercedes-Benz) ................ 8. D. Adams 
Gunther Brewing ..........c0seevees Lennen & Newell Sullivan, Stauffer 1,000,000 | Swan (Lever Bros.) .o.ccccccccccccecceeceee Needham, Lovis & Brorby 
Homilton Beachy on.ne...sssecsssesssessseseees Campbell-Mith Erwin, Wasey 500,000 | Tidewater Oil .....c.ccccccssscssesssseseesees Foote, Cone & Belding 
Heidelberg Brewing .......................Guild, Bascom & Bonfigli MacFarland, Aveyard 1,000,000 | Tidy House Products oo... Earle Ludgin & Co. 
G. Heileman Brewing Co. ............ Compton Advertising Earle Ludgin & Co. 1,250,000 
Charles E. Hires Co... Maxon Inc. N. W. Ayer & Son 800,000 : ; 
Lewis Mowe Co (Toms, NR). McCann Erickson Ruthravt & Ryan, Dancer — an ae 
Fitzgerald-Sample 2,000,000 ar 
Hush deodorant (Toni Co.) ............ North Advertising Totham-Loied 4 500,000 iets he a RE RIG — 
Andrew Jergens Co. oo... Cunningham & Walsh Robert W. Orr & Associates 
Stockton, West, Burkhart 4,000,000 | cago, in January ‘57. 


Billing 
FROM (Estimated) 
Young & Rubicam 7,500,000 . 
C. W. Hoyt Co. 2,000,000 x 
Henry Bach Associates _—_—_—_ . 
Ralph H. Jones Co. 6,000,000 
Russel M. Seeds Co. 2,500,000 
D’Arcy Advertising Co. 1,000,000 
E. H. Weiss & Co., Earle 
Ludgin & Co. 1,000,000 
Foote, Cone & Belding ——_ 
Foote, Cone & Belding 2,500,000 
Emil Mogul Co. 1,500,000 
Erwin Wasey, Ruthrauff & Ze 
Ryan 1,250,000 ae 
Stockton, West, Burkhart 500,000 : 
Campbe'!l-Mithun 1,000,000 
Young & Rubicam 7,500,000 
Chambers & Wiswell 1,200,000 
Dancer-Fitzgerald-Sample 1,500,000 
leo Burnett Co. 6,500,000 
leo Burnett Co. 1,500,000 
St. Georges & Keyes 1,500,000 
Roche, Williams & Cleary 1,000,000 
North Advertising 1,250,000 
Calkins & Holden 5,000,000 
Robert W. Orr 500,000 
BBDO 1,250,000 
Guild, Bascom & Bonfigli 1,700,000 
BBDO 7,000,000 
Warwick & Legler 3,000,000 
Calkins & Holden 430,000 
Hermon W. Stevens 1,000,000 
L. C. Gumbinner 1,000,000 
Warwick & Legler 4,500,000 
Roy S. Durstine Inc. 4,000,000 
Edward H. Weiss 600,000 
Hicks & Greist a 
Grey Advertising 700,000 
Anderson-McConnell a 
Day, Harris 1,000,000 
Earle Ludgin & Co. 3,000,000 
Erwin, Wasey 800,000 
Earle Ludgin & Co. 1,000,000 
Roy S. Durstine Inc. 
Benton & Bowles 8,000,000 
BBDO 400,000 
Buchanan & Co. 5,000,000 
Buchanan-Thomas 
McCann-Erickson 1,500,000 
W. H. Adler Inc. 500,000 
Blaine-Thompson Co. 700,000 
Buchanan & Co. 1,000,000 


* Walker B. Sheriff liquidated the agency bearing his name and joined Roche, Williams & Cleary, Chi- 


Airlines, Beers Among 
Unstable Clients in ‘57 


(Continued from Page 1) 


|tended to be critical of their ad- 


of years. Kroger Co. had retained | vertising. This year the following 


Ralph H. Jones for 28 years; Capi- 
tal Airlines had been with Lewis 
Edwin Ryan Inc. for most of 27 
years. Howe had had Ruthrauff & 
Ryan and Dancer-Fitzgerald-Sam- 
ple for nearly 20 years. Seagram 
V.O. and Golden gin had been han- 
died by Roy S. Durstine Inc. for 
15 years. Tidewater Oil had been 


with Buchanan & Co. for 14 years 


and Duffy-Mott had been handled 
by Young & Rubicam since 1945. 


| brewers changed agencies: Pabst, 


from Leo Burnett to Norman, 
Craig & Kummel ($6,500,000) and 
its Eastside beer ($1,500,000) went 
| from Burnett to Young & Rubicam; 
|Jacob Ruppert ($3,000,000) from 
| Warwick & Legler to Compton Ad- 
vertising in February; G. Heileman 
|Brewing ($1,250,000) from Earle 
Ludgin Inc. to Compton Advertis- 
jing; M. K. Goetz Brewing Co., St. 
| Joseph, Mo., out of Compton—se- 


Bayles to Lennen & Newell. 


® The airline business had profit 


a rash of new routes, which im- 
pelled changes toward bigger 
agencies with branch offices. For 
instance: Western Airlines ($1,- 
000,000) and Air France ($600,000) 
from Buchanan & Co. to BBDO; 
KLM Royal Dutch Airlines ($2,- 
000,000) from Charles W. Hoyt & 
Co. to Erwin Wasey, Ruthrauff & 
Ryan, which also got the British 
account from W. S. Crawford Ltd., 
| and now will handle the account 
worldwide except for Smit Adver- 
tising, Amsterdam, which handles 
the Netherlands. Capital Airlines 
($3,000,000) moved from Edwin 
Lewis Ryan to Kenyon & Eckhardt; 


ASR had had McCann-Erickson |lection of a new agency is due | Teast Airlines ($1,200,000) 


and BBDO, and Prudential Insur- 
ance had retained Calkins & Hol- 
den since 1950. 


The Troubled Areas 


The beer business has been 
frothing in recent years; the inva- 
sion of the national beers has 
caused the collapse of many small- 
er brewers. Those surviving have 


| Soon; Regal Pale Brewing ($1,700,- 
| 000) from Guild, Bascom & Bon- 
figli to Heintz & Co.; 

Also, Heidelberg Brewing Co., 
Tacoma ($1,000,000), from Mac- 
|Farland, Aveyard & Co. to Guild, 
Bascom & Bonfigli; Carling Brew- 
ing’s Stag beer (about $800,000) 
|to Edward H. Weiss & Co. from 


|/Erwin, Wasey & Co.; Gunther 
Brewing Co. ($1,000,000) from 
Sullivan, Stauffer, Colwell & 


from Chambers & Wiswell to J. 
, Walter Thompson Co.; Continental 
|Airlines ($1,000,000) from Gaylen 


E. Broyles Co. to J. Walter Thomp- | 


son; and E] Israel] Airlines ($200,- 
|000) from Bernard Endelman to 
|Doyle Dane Bernbach. 


s The cosmetic industry operates 
in a rain of new products and un- 
der the pressure of the highest 
percentage of sales devoted to ad- 
'vertising among major advertisers. 


problems. They also were catching | 


| So far this year, Max Factor & Co. 
|moved Sof-Set and Dri-Mist from 
Anderson, McConnell Advertising 
to Guild, Bascom & Bonfigli. Lam- 
bert-Hudnut division of Warner- 
Lambert moved DuBarry cosmetics 
from Sullivan, Stauffer, Colwell & 
Bayles to Norman, Craig & Kum- 
mel, replacing the SSC&B business 
with Hudnut hair products, from 
|Kenyon & Eckhardt. Helene Cur- 
tis switched from Earle Ludgin & 
Co. to McCann-Erickson, Gordon 
Best Co. and Edward H. Weiss & 
Co.; Revlon divided its BBDO bill- 
ing among Emil Mogul and C. J. 
LaRoche. Andrew Jergens shifted 
from Robert W. Orr to Cunning- 
ham & Walsh, also moving some 
products handled by Stockton- 
West-Burkhart to C&W, and Toni 
Co. shuffled accounts among Clin- 
ton E. Frank, Nortn Advertising 
jand Tatham-Laird. + 


Iron Fireman Will Handle 
National Sales for Conkey 

Iron Fireman Mfg. Co., Cleve- 
land, has made arrangements to 
handle all national sales and serv- 
ice of H. D. Conkey & Co.’s Conco 
line of residential heating and 
cooling equipment, effective Jan. 
1. Under the new arrangement, the 


Conkey company continues to 
manufacture this equipment at its 
Mendota, Ill. plant. Iron Fireman 
| will maintain warehouse stocks in 
|Mendota and other points. No cor- 
porate merger is involved, both 
companies said. 


Mergenthaler Plans Move 

Mergenthaler Linotype Co., 
Brooklyn, manufacturer of type- 
setting machines, has informed its 
2,500 employes that it plans to 
move its 62-year old factory to a 
new location next summer. Two 
areas in Pennsylvania are now un- 
der study, but the site of the new 
location has still to be made, the 
company said. Primary reason for 
the move, Martin M. Reed, presi- 
dent, said, is the need for modern- 
ization of factory facilities includ- 
ing more efficient and economical 
transportation. 


AFA Adds Four Members 

The Reader’s Digest and three 
agencies—Great Wall Advertising, 
Manila; Bill Simpson Jr. Advertis- 
ing Inc., Tampa, and V. Kirk 
Willes Advertising, Huntington, W. 
Va.,—have been named members 
\of the Advertising Federation of 
' America. 
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She is the girl you married. 

She is the bewildering creature who really plays 
Santa Claus; not only at this season, but all the year 
‘round. She it is who gets the toys for the children, 
the robe for Grandma, the new automatic toaster for 
your sister. And the sweet special surprise for you / 

She is also the miracle woman who can cuddle a 
baby, frolic through the New Year’s dawn, and 
whisper softly to you in the troubled darkness. She is 
your own very personal, very beloved Santa Claus. 


SHE'S SO SURE WHEN GOOD HOUSEKEEPING SAYS 50 


The December issue reached a high of more than 4,200,000 (Pub. Est.) 


(whose job is Christmas Eve) 


And this is the woman who seeks only the best 
for you; for her family, her home, herself. In that 
search she turns to Good Housekeeping to guide her 
Christmas shopping; the one magazine that has the 
famed Institute and laboratories to check every word, 
every claim we print. 

That is why she turns with Confidence to the 
pages of Good Housekeeping—at Christmas time, and 
throughout the year. It is a confidence, backed by a 
time-tested guaranty, she cannot find anywhere else. 


ges 


70.7% MORE TOTAL SERVICE PAGES in Good Housekeeping than 
in its nearest competitor, first 11 months of 1957 Lloyd H. Hall Co.). 


The buying guide of 
31,000,000 women (Crossley) 
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In the rich suburban North Jersey area, one newspaper 


reaches more than 64,000 Bergen and Passaic County homes 


every evening . and it is over 80% home-delivered. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wm. J. Hay, Gen. Adv. Mgr. James J. Todd, Mgr. 
Post Office Box 1019 New York Office 
Passaic, N.J. 18 East 41st Street 


BOW SIE o LOIRIDS 


A superb blend of 
choice Scotch whiskies selected 
for natural lightness. 
Aging in sherry-mellowed 

casks adds to the 
delicate bouquet —a rare 
rich flavor! 


ae tees Obie 


BLENDED SCOTCH WHISKY 86 PROOF. 
IMPORTED SOLELY BY GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KENTUCKY 
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spLit—F resh fruit in the eastern and processed fruit in the western 

half of the U.S. are featured in these Florida Citrus Commission 

spreads in the December Reader’s Digest—the Digest’s first geo- 
graphical split-run ads. Benton & Bowles is the agency. 


Canadian Canners Launches 
‘Sell Peas by Threes’ Push 

A three-phase promotion to 
“Sell Peas by Threes” has been 
launched by Canadian Canners 
Ltd. to back Canadian grocers’ ef- 
forts to move the Aylmer pea line. 
The theme of the campaign is 
“Fresher than Fresh.” 

The campaign includes a radio 
contest offering 16 Morris cars. 
Pages and half-pages in 28 news- 
papers will also be used between 
now and February. “Peas by 
Threes” will be promoted in four 
Aylmer pea promotion weeks fea- 
turing an Aylmer ad on every 


available page of Thursday’s 
newspapers. F..H. Hayhurst Co., 
Toronto, is the agency. 


‘Register’ Names Hickerson 

The Des Moines Register has 
named J. M. Hickerson Inc., Des 
Moines and New York, to handle 
its new institutional advertising 
campaign. 


Lippincott & Margulies Names 

Paul A. Connolly, formerly with 
Cc. J. LaRoche & Co., has joined 
Lippincott & Margulies, New York, 
industrial designer, as an account 
manager. 


ques 


For 3 Straight Years 
The TOLEDO BLADE 
Has Topped All Ohio 
Newspapers in 
GROCERY LINEAGE 


REPRESENTED BY: Moloney, Regan and Schmitt, Inc. 


ee ac = ees >. 7 =e eS Re ere ea ee se ig LS ieee bomen, ee ee ke he ee NE ee cs a ea pestis 
2 ee og ee OO ee ee el i ei i ee ee 
ee es > lial. ee (Re ae ee Pee Sat: se a near sy A eaemeta. ° i 2 es eee eee | Bie a ee nS Bo a ee el « Riepra leete 
a . hee: = Se 2 - eee ea Set Sa 2 i al wet aie Eien Ee oo eee Cee: Sr sige Besa he 4 i Pye eae $a j ae 
Sons. eee = Se, epee ot ee es GR Te 8 ose g ; aes oem hee ot eee are Set hare yam Wee 4 Pe ee eae a mA ee ee coe: 
a ee ee ern eee Ee a ee ee a eee ieee ME Same Oe 
oe “4 ‘ : . a ‘ Eee or 
72 Advertising Age, December 9, 1957 
<n OH ag a ——) or, VA es a % 5 
aris 42 en ee 
7 ¥ lial tere is, 7 
: File aad) Windows tells bie 
— ° < 4 
~ “How Wise Is Your Body? nent tinaine: 
; & A watch aod quick omengy’ iy 
i rom the Plate Cutrue (atmmiomear . — “J 
; Di ete », Oo fa 
Pies “oe |) eS ie 
ae. he 3. a, Bie +a 
- > 4 > eae » = g 
me pI Bae ORE Ce FONG ne ; 
see ml Mig Me a eo Rates 
ao os a (Oe ee, mee 
7 Ce ny Se TL! BY tas es 
is of mnie knowledge “Body Wit Co cong suace bor exes Vienmnin ett ep Mie, Sag = 
ca don” ae cki-ciene game for sm —¢ 20 eomegy abies, because of os et a ela, oe r 
act cal, che cheretigr enomentan thew seal) imtane sons stent growed ae Ps owe ia 
Se Heed That Warwing hekdsen sod adedeceen becouse a ore pi 
Bae Sctonse cae bnew thes cnt cl dhe of thas armen phoyuedl acciviay. 8 a "ts a». casita 
pee furcxions Body Wesdom petienns pectan: mothers Beninsamen . ‘ s ‘ 
a. hemmemaber. tubewrerg, attleten ogre on aes . 6 a a 
ie, PF trevor. a fact. who works he ong Mand eneily wets te =m: cle tty thar x at 
‘e mange . . wie, sd plays bend Bilem Aeemend eo aeathes Be) we de Gms Mathes cbuing ms a 
: pre gh stems core up oor Wiemepen € faster andl vote duh sane ap Wines © ond enemy hastes Se : ae 
a ‘ Se denny al! busy, ecewe dage tae you feel « csqning a pricy Phere ta 
: when wo tool cur coving ta on Dom Windker — Kem mm 6 ith Deng 4 wn is 
3S wed gtk arpa an Ms ane (a coer Yon Wd : 
By e atuslly warning you that yo men hole 4 a aa ail coe, Gndieadiel 1 “ee 
me Vieseme C and energy here) mur Sent rat beer 
= : reciinien seen mun 
r : FRESH FLORIDA ORANGES 
i art . SO8k AHOR) HORE WrTASEN @) | SHORE WALINEY rey 
a; P baci ’ oe as ‘ Pd ” 
Why doce Pink Cigford | Hite Todky Windom tele Irie — 
(rave Orenge aioe 
after a tenegh gam” 
oe, . , P f 
a ewiel built aeag ‘ do 
eee fee the Per vte sr a ie te 
4 2 oy 5 ‘ _ 
e . 4 s P= 
a MERE ANS lake ron ge puke wih os gorewiedon cenegen wad : i cn 
4 i; eighey pes cer of them heave i cm lems cansladly ethemeaget 40 one y < , * : oo = 
a om tpew <ind brie. wan S Peace tee 4 7 “i? as ' 
aa Vina C, tine chain thes we aed. say ab oft Semmagaes .. 
he Bove eammad sim hat delice che reooene 4 daly sonety of lea 7). y ie ai 
a Kod cnet aed of coher inper — ae me 7 “ q ea « 
oe ee ee ee oe gy. Bhar tm fe a “ve : 
stond © tha people whee wie acive wives, has ‘ san t i 
php emaliy, niionaly, sand tend playing: chile, ax wot as “ F. ak 
a a ee op heaey manual worker wos fal: , * CPM tee "a 
their Vian € wad ermcgy falter, thems alems aie op duit energy Powe Oa tone - a 
seed betes ace ions hese up gant Virani © ty P 
a How shout You ae ae Fouk tan i 
Moms People \cod Moret eth spt tenes ia ls 2 oo ee ony en: 2" se 
tofenes and cbibte peuple? As Powe Sage i : apn #4 : . veer 
1G bow ie ° rey ah . 0 sind Glew ft ounge a : 
ed ye sarweye he ogee «= winken” = aeeming fou pone . 
a gs lack of po dines off she wary > VimiaC end ata hue te cee te a ne range jen Weta 8 = oF ek 
a powng, Aduboa ene need eure onmnge $0 <8 Yee ol comme june me ak, wing ie A ta 
ae. owe, ton, hecense of cel strene- the face AP pon ened , — aa) 
We * ‘ eI 
ee . si 
i — 4 
io: my 
ae gue iS 
a ‘ 
os 
Sade a 2 
bat 
- ae \\ ‘3 
‘2 fi i 
ay sigs —— oo » , 
e , ee oa. 
a i } . * rey ear Poa oe 
{ee t ’ freee eae : - 
fo eae tas 
: “ on 
, cf i, oa 
rm ° 9 ~ a it 
mee ‘ neti ees iy rast 
a d oaths aE eae io 
oat fe ees er 
SN 4 a" POET ae: * 
aca ] N sy pile as Coe ~~ 
Se ape kleae eaiameae 8 c 
Be ae a * 
Sees ee os 
it ert eats See 
Bra, eS ee ; 
Bae Pace a . fae -" 
ee i Pt) Ae ae Me 
Le Ps ON eo: Pee Sa ? 
wis Se aaa hed Seat ' 2 
ii + a hae rae x te + =a _ - ‘ —————_—_—_—_—_——eeeooooooooo—————————————— eS 7 
ea m a a een co. 
- | oman te ‘ 
= 7 “tama! © ; 
i % . coe ¢ 
peu ee a 5 « aa Eales | 
aly & Bae Ae pe ea 
ae = . : ia ty gery : es 
aes i — Allg: Sang , get PtSi : Pr We: <i -— ge Ae ry 
‘e ane . ented nr sens be bis Beal - ae ae SS eine oF ; co exe . = 
FY a . a bi le ae : 2 is xs es ‘ y © ee ae aXe 
i li , ’ . Sawer tT aa: SQ + ior x - 
See vitae eae gt . Ces ei. } 
oe Se ee oJ re fe “I Bs aie: 
° ve Plane Ce > ~ ae i es : 
— rs 2 “Scher aaa a . ~~ SS, im 
a, q Ba ete) ny eos lll ph hang 2 —> CEES Pen 
Re aor ey . eS = a a bed 
- / : are . So Wo SS ik A SJ ow | 
: j a we SSss5 * “et “i 
7 ’ Ue SANS | \ — ody 
= ae : OF /) Vx <3 64 Bas +} + ——— % Ss) 
ort Pe SIS : i = QS a 
ieee mae | Va!) Ss 2 
jie iar * ie a Lh » + = i > . ed ae, 
Pay a reas ie 5 OR ig eo Sitti ara 8 | XS i} SN Ss Li 3 
is THE ORIGINAL a Tee ae \ SS : 
Tae i tide BEPROOF Tl meet ote — es E 
ore @i5S QU. © a ae ' g Apts, SN S 
oto Newent 86 PROOF fret tl a ny WSs ” 
: ene pak eras phere on ira ¥ & y Bea | hi AQ S -* . 
i ota js Bis Sapcas VecnNFe ease tat ba aoa LUG SS S 4 
; : -. ae Si = ET] ectan taal cite tye, ee “SS 
ee «See “pi fh Hi OW. : re re 
Tele Rell. OL an Ue as o 
él Beg al Been ne a 
- eae Sat ig ale ital Pan Aenea ® as Se (angie ads eee St ae dn 
aa oe aie cae Se eae b : pa ds is MEY rf ea aac. Se peer ‘ioe ee 
‘ pes ST het LENDEO ile eee up bpaer 7a wen) ait oat te 
r Tete we enti Wit SS “gre Hoy be Mh” 
: : x P aie: ; PT eee te 4 TAR ~ ans 1h its 
~ f ‘ nt Fyn SS 
ae 100% SCOTCH WHISKIES | |. ard (Sa ee 
ri, 7 7 ee, ade? a Cine le | SSS ee 
hee ~ WILLIAM WHITELEY &CO ie vmoy, | ee ‘ 
* Pj ae yh, 3 Ae rt 4 Pm a =F = 
5 5 ees * 4 Shei . ane ‘> —=——=s=..- he 
ey , ieee DISTILLERS - oe ee ee | Cee eee i 
a ae . oT sara ne. yas oe tt Wrpieen. etc - SSeS Se —— =a , 
ee Byes RT ITH, SCOTLAND © a 3 : Asai ee ee Oa Sores SSS = ae ; 
b P gE ee Sneed eee .<ss Ss 5- > Sar 
> EEE Re <= > SMES =. =a , 
2 ee : 
Rie eres OO) SSeS 
ee MIM ns i 
ee A ae of i ; club ’ 
Wig, 3 ————— . Pie a a Ta Bch oe es ee ee : 
i oe 
lage <8 _ r 
has 
ae 
a t ee | 
— TS < 
Beat : 
a9 eS 
F et) 3 : moe pane : ibe : ‘ vee Pe re | , ey Lone ante ee Coe % “ ; bie st | Leena 
il aa Ri ig sr eat i ar ye ig erent aa ee ee Be wig Sa as Oe ee eT LTT RUE ee a TT FT Ee ey ee ee oe Soe ai eat ts ons 
hee ees. ‘ Se siaeeaes lee omit FE i 2h ari aeranls et aetna. ea Poni Be go eae Mee ae OT Ae eee ee Poe as eRe a te ees e- cdide: : ae ; ee 
ee eng OT ay ee ‘PANS ag et Sl fect SS” Stes aie ect pd ole ea eal ae eae ON | eames geese as Miagth ae aes Cir, LS al Pele Tt ee ee Tare: iy Seg i, ee Oe eg a ts Oe Re erly Tener Wt i ene Wet Pe, aS | aah Rah 
78) eR aa tea Sp See ee SS AOE (i GARE RPI O hr gh fe So 2 ieee | Fee pig etre eee a ae yea a8 te Ug pager ier ee ie meee — Rs + Rar ie ng 
Bees. | ; as bee: Sr an | aes oe eo aie MeN ty er Eee re a, ee i F Los a eee eos fib ORE a BS petal germ * aes Cote, SapthFe wes le ra so eines Ve ne: pn ee ras a nae ee = b> oat te ee 
i) A gegen se ee oe aie eee Reo TOMY Le ope | oe at PRED ee aan hc act ely Ba eee ae an ae ee ee ae eee wi oe oe S : * eee et oo 


Collins, Miller » a ‘ ; “SQ & Hutchin és Inc. 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


333 West Lake Street at Wacker Drive, Chicago 6, Illinois 


~ a st. ee 2 re * becvatceem td Re A eos gna i ae i ae - = hee EE Syd eer ti” ai ioe ae = ec ig Pace ey, oa a oes en ee late ba i be ia ee ey at + ae: pis ee, ia Ja has jencop sy) aes ta a .. a 
cule Spee ees. ka hs ee eet get oF ep ek Ce ge i et eye ee i ae — oe” ee ee i ath gi alae aaa 
tricia: tre cia ithe ae RR per ee re a oo, Ce ne OE TC TS oe” ee 5 aoe ee eee ee ee een. Bees: tae 
* . a 
> as 
fate 3 
on 
fs 
. cgi 
ee 
; Hs - 
a \ : Ss 
| / 6 eS 
¢ sage 
f 7 Te = 
. } / i 
* > . . - tae 
Y a cee 
a 4 st he: Ae : 
is y 7 ee 
. % \ et on 
* ae / s 1 ‘ . 
; ; ae ed ‘ | ; é 
” s a 
: , se wae mr, 
: y ~ 
;  £ : vee a 
; ; + octyl 
a \ é‘ { * 
ey 4d, of Vy ae 
y, Pgs 
ad f af sal sid ‘ 
| —_ 4 . . ; 
a . 
; ' E ; Tea 
f , ~ } |) ee i 
: j y Met ie ek 4 “4 ) 
+ : Zz 7 ‘x 
a 2 " ites ee 3 
ss . / , ike ERR Cae 
= \V/ \ Sis: ‘ < ‘a Sates « c =f te i 
f ‘ “ i Lae ae a . Ae oe ie ae sa : a, . a , 
. ee : : 4 Reet a 2g 2 ta * pyle ee age ie a ve 
s > ol oS BE ssa ke ne et 2 ‘ age oe 
4 : : oo ¢ ‘ 2 eS ae oe we Lyles via ‘s A mee Pi i ~ inal a iy ps 4 P. = ia . x 
Pe i > aa a ne ee oe oe epee er he Me he s : épit? ae Sa ye 2 aes 
Ee 4 ae ee , os Bee ee ee || eS aa 8 A 2 Beate 5. eT me ¥ aa 
7 f - " . 4 P 4 Es ey ee ae <i 3) Bis Bae he ae Spray cca) he ee Re ha at ee . Sn 2: Meee » ~ er 
y, ee: OG ec Be em ee ot er ema . ; \ : ae 
aay : 7 ie : , neinie tenuis (.-- ’ i: 
; . —_™ | a = reel an 00 beter een er : S 
~ x hard way to buy letterpress aie 
: \ ° ™~e — _ plates and gravure positives z 2 ag veal 7 ee oe : 
a A ays a iene riko mie A etieuxy : 
Be ~ f. > @ational advertising. Ct = 
a a * a “ 3 a ee i sel a i 7 oj 
im One order and one set of ey — 
~~ -s ee emg ee Pate ee Se aes ; eae 
: - ‘§. _ Structions to CM&H assures the ~ “ | 
ae r nN A 7 aie Be, 
- o/s standard of reproduction — oF F 
S - _ forbothletterpressandgravure. = sa 
ge i no ay Pa ee . saris ; De 
re _ uit p a 5 " ae 
‘ 1 For more than a quarter century P ee 
~ ‘ila Mata * a ms SH ‘a a 5 x sal = 
op we have been satisfying agencies — 
My aes Pen ae : . Pes P ae isd 
F BOF” r a oo Re a E eee 
. + best. Our customers extend from a 
ip if wee : iy ; 
ame J. coast to coast, from the Cana- | oor 
= : me eee” rede see to ears. Tyee Nee nd TR: eis 
5 y ear : your orders” h J letterpress : 4 gee i * pies 
eee + . A ms oe" eno ie Al ‘i rig = sie a a = r ek a 
: ? es Me aes esate } 2 * ae a 7on 
be ee Re ae eel oy 
pie 2 apn ine 2a ee ae « Saye cae Sa : a 
a oe ae a ow < glide ais 
oy ame \S ae Re Sa ne MA Se oy pr aE 
= Sf ee ; PaaS 5 ‘ bovine 
ee FEE Me ee : me 
By ‘ coke 
3 2 
| 
7 co 7 ° 
7 * sg ge 
a a 
ne ‘ . i ; 7 
Zs ee Pe a eT 4 en ee ae : re Se ae eT ee i eh i UE hs tata iene 
Se Fie 2 ee ee ee ieee SAL ae Pte ae aoe fee pt i : Mp ee eee ee ee eee, ce gn ak ie ae: sly ga aa 
pease, Pose 6 oS ThE Go Ce emcee eres pg ban A er aa a 2 an vas png : aed ia 3 ye rg hee ot aaa ne hed ae si “eee eae DN 6 Rete em ge ot ae a rsa ee ao ee rs ae oie 
aes ties a i : : BS ae oe oo eo Ss ae Mee eg ee eas #) ‘ident gag thee Ee He G- ~ 4 es re " EG 3 aa: Ze (Se S- am . a q a St ea ee be ae S, a 
Bar fete < ees EN ; Pa Se a ca ehe ari EXT gma Pl eks Peg te Sige ora E Bl eS . 5 0 ge Cer Se ie f Lig NDE Nae Pee eee eee fears 2 “ oe ie ee se rae key ae 3, aaa po eta CMe sey rte es aa 
2" Ae ae sees ciiee tat oi eee oka i sas i" > ‘roe ee ae —- ” ee ee * sok Eat . 1 ee ee eee ic om fA fe + 


REVIEW ae 74 
OF THE | ew 


POUR LE LINGE... ET LA TOILETTE 


took these pictures of European posters last summer. At the left, water. The Vittelloise promoted here is a soda water—“the water 
Lever Bros. does its best to increase French consumption of soap with which sings and dances,” thé cap and label proclaim. At the right, 
this Paris subway poster for “super-soapy” Sunlight. The French Nestle, active throughout Europe, promotes its Maggi fish soup to the 
are great drinkers of the mineral waters which come from Vittel, French with a fisherman theme. 


W F F K SOAP TO FISH—Touring Professor Fred H. Stocking, Williams College, a spain the Vosges mountains, and Vittel is the world’s largest-selling 


KISSES TO BUTTER—Here are some of the posters photographed by Fred H. Stocking of motor scooter. A little girl clutching an ice cream cone (made with Wall’s ice cream, 
Williams College English department during a tour of Europe last summer. At the left, of course) appears on an English poster. An advertising kiosk in the Netherlands car- 
Remington Rand uses a minimum of copy to get across a message for its electric shaver ries a pitch for “creamy butter” (worn as a hat) below a flexible-armed character 
in Germany. French enthusiasm is caught in the poster for the Italian-made Vespa promoting the Bic, one of the largest-selling ballpoints in Europe. 


SHINING LIGHT—A 
100° man-made 
Christmas tree 
dominates one 
section of Gener- 
al Electric Co.’s 
annual Christmas 
display—nearly a 
mile Long—at 
Nela Park, Cleve- 
land. 7,000 bulbs 
light the tree, un- 
der which jum- 
bo-size toys are 
scattered. The 
spectacle will be 
on display from 
Dec. 7 to Jan. 4. 


Ross Holmberg Grover Van Derbur Hilker Lipscomb 


HOMETOWN MEETING—Marilyn Van Derbur, Miss the club to receive an honorary Fame and Fortune 
America of 1958, is pictured with officers of the Award. With her are Malcolm P. Grover, president; 
Denver Advertising Club on a visit to her home city. Al Ross, 1st vp; Bud Hilker, 2nd vp; Marian Lips- 
Miss Van Derbur attended a luncheon meeting of comb, women’s vp, and Rae Holmberg, treasurer. 


McGuiness Elliott Hentz Harper Moberg Trizzel Willem Nathan C. M. Joice A. Joice Ecklund 
CELEBRANTS—Among those at the annual Farm Harvest Party given by the Chicago Hentz, Crane Co.; Joyce Moberg, Marsteller, Rickard, Gebhardt & Reed; E. A. Trizzel, 
Farm Publication Representatives Assn. were Donald McGuiness and Dix Harper, Gordon Best Co.; John Willem, J. Walter Thompson Co.; Henry Nathan, Biddle Co.; 
Aubrey, Finlay, Marley & Hodgson; David Elliott, International Harvester Co.; J. D. Clyde Joice and Alden Joice, Don Kemper Co.; Alan Ecklund, Capper Publications. 
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47th consecutive year, more 
advertisers used more space 
in Field & Stream than in any 
other sportsman’s magazine 


HK this remarkable record 
of advertising leadership, 
unique in the annals of 
magazine publishing is 
the result of continuous 
editorial superiority! 
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Field & Stream 


THE BiG INFLUENCE IN THE 
BIG SPORTSMAN’S MARKET 


Field:Stream 


SPECIAL 14 PAGES: WHERE TO HUNT AND FISH IN FLORIDA TODAY 
PLUS: Big Quail in Wisconsin....An Eye-Test for Better Hunting 
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Advertising Age, December 9, 1957 


Onviously T ndispensable 


Adjusted Gross Income 


ened DOOD ccncicccssctornsercrcccsansnsccosecees 
é e $ 1,000 under $ 1,500 
More and more suppliers to the supermarket and grocery store a4 & $ 1,500 under $ 2,000 
\ $ 2,000 under $ 2,500 
industry are making Supermarket News an indispensable } # . ® $d ot Bs 
—_— ; under . 
During the first 8 months of 1957, Supermarket News i So eee ae $ 4000 under $ 4500 
added 142 new advertisers . . . added 166 $ 4,500 under : 5.000 
new advertisers in the first 40 weeks. ‘Sem ae 
$ 7,000 under $ 8,000 20.0.0... 
Selling supermarkets is a weekly business, and Supermarket News 


$ B,000 under $ 9,000 .o.......cccccccceoseeee 
is the industry's most powerful selling tool. $ 9,000 under $10,000 ...........ccccccceenes 


$10,000 under $15,000 
$15,000 under $50,000 ...........cccccneeeee 
A Fairchild Publication 


Supermarket News 1 tast i2th street, n.¥..s @ $50,000 or more 


How U.S. Incomes Are Distributed 
Individual Income Tax Returns: 1955 


Source: U.S. Treasury Department, Internal Revenue Service 


No.of % of Amountof % of 
Returns Total Income Total 


7,042,043 12.1  3,827,827,000 1.5 
4,523,556 7.8  5,616,459,000 2.3 
4,125,462 7.1 7,212,429000 2.9 
4,116,843 7.1  9,275,007,000 3.7 
4,311,841 7.5 11.858,501,000 4.8 
4,329,594 7.5 14,065,897,000 5.6 
4,335,429 7.5 16,254,518,000 6.5 
4,169,883 7.2 17,713,481,000 7.1 
3,838,738 6.6 18,217,089000 7.3 
5,862,618 10.1 32,061,640,000 12.9 
3,871,849 6.7 25,020,880,000 10.0 
2,400,131 4.2 17,897,442,000 7.2 
1,412,757 2.4 11,940,018,000 4.8 
912,095 1.6 8,622,218,000 3.5 
2.6 17,923,575,000 7.2 
947602 1.6 22,415,988,000 9.0 
99,427 0.1 9,506,213,000 39 


“YELLOW PAGES TRADE MARK SERVICE IS THE VITAL 
, LINK THAT MAKES OUR NATIONAL ADS PAY OFF” 


— Says Keepsake ad manager 


“The weakest link in the selling chain, and the place where sale is going to stop right there if we fail to direct poten- 
mest advertising dollars are wasted is the failure to put tial customers to the right store. That’s why we identify 
the consumer in direct touch with the retailer.” Keepsake dealers through trade-mark headings and trade- 
That's the common sense opinion of A.W. Doolittle, ad- name listings in the Yellow Pages of telephone directories. 
vertising manager of the A.H. Pond Company, Syracuse, Most important, every Keepsake national ad carries the 
N. Y., producers of Keepsake Diamond Rings. Yellow Pages emblem. So all readers need do is look - 
“Our advertising can build the desire to buy, but the the Yellow Pages to locate their nearest Keepsake dealer. 
OVER 1,900 Keepsake Diamond Ring TRADE MARK SERVICE helped put THIS YELLOW PAGES _EMBLEM 
dealers appear under the Keepsake a treasured Keepsake engagement ring in Keepsake’s advertising directs read- 
listings in over 1500 markets. on this happy girl's finger. ers to authorized Keepsake dealers. 
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Median Taxable 
Income in ‘55 Was 
$3,500, Says U.S. 


(Continued from Page 2) 
from individuals with incomes of 
less than $3,500. 


® The report also showed that: 


e 14.9% of returns were from in- 
dividuals with incomes of at least 
$1,000 but less than $2,000. 


e 14.6% of returns were from in- 
dividuals with incomes of at least 
$2,000 but less than $3,000. 


e 15% of returns were from indi- 
viduals with incomes of at least 
$3,000 but less than $4,000. 


Dividing all returns into brack- 
ets like these, with intervals of $1,- 
000, the three brackets cited above 
are the ones containing the highest 
percentage of individuals filing in- 
come tax reports. 


® The percentages get generally 
smaller as the incomes grow larg- 
er. For example, only 10.1% of the 
returns were from _ individuals 
with incomes of at least $5,000 but 
less than $6,000; and 6.7% of re- 
turns represented incomes of at 
least $6,000 but less than $7,000. 

Only 1.1% of the returns repre- 
sented incomes of $20,000 or more. 

Individuals with incomes of less 
than $2,500 reported a total adjust- 
ed gross income of $25,931,722,000, 
representing 10.4% of the total 
reported on all returns. Reported 
incomes of less than $5,000 totaled 
$104,041,208,000, or 41.7% of the 
total. + 


Utilities Ad Assn. Sets 
Annual Better Copy Contest 
Rules for the 1958 Better Copy 
Contest, sponsored annually by the 
Public Utilities Advertising Assn., 
will be mailed to all members of 
the association this month. The 
contest, which will judge adver- 
tising and public relations mater- 
ial published in 1957, is open to all 
gas, electric and _ transportation 
utilities in the U. S., Canada and 
Hawaii. There are 19 classifica- 
tions in this year’s contest; dead- 
line for entries is Feb. 1, 1958, 
with the exception of annual re- 
ports, when the deadline is April 1. 
Awards will be made to winners 
at the association’s annual conven- 
tion in Pittsburgh May 8 and 9, 
and the winning entries will be 
published in the “Awards Blue 
Book,” which will be available for 
purchase in May. Chairman is 
Jack A, Fleming, pr director of 
Canadian Western Natural Gas 
Co. Ltd. and Northwestern Utili- 


ties Ltd., Calgary, Alta, 
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ADVERTISERS KNOW IT... 
FIGURES SHOW IT... 


Youll do the best job 
in Washington, D.C. 
in lhe Star 


Your own experience will tell you that the newspaper that is best by far for 
Washington department stores, grocery stores and drug stores is the news- 
paper that will do the best job for your product. We call your attention to 
these three classifications because they are of major significance. The Star 
is the paper that carries the lion’s share of the advertising in The Nation’s 
Capital .. . because leading advertisers know zt is a family habit in Wash- 
ington to shop the ads at home in The Washington Evening Star. For con- 
firmation of this well established fact, look at the 10 month Media Records 
figures below. 


e's 


Stores Post-Times Herald o 4,575,470 lines or 32.0% 


Department The Washington Star — 7,802,198 lines or 54.6% 
FIRST 10 MONTHS The Daily News _ 1,913,938 lines or 13.4% 


Retail The Washington Star — 742,474 lines or 49.1% 


Drugs Post-Times Herald = 526,172 lines or 34.9% 
FIRST 10 MONTHS The Daily News _ 241,318 lines or 16.0% 


Retail The Washington Star — 2,067,082 lines or 50.0% 


Groceries Post-Times Herald — 1,729,506 lines or 41.9% 
FIRST 10 MONTHS The Daily News - 336,212 lines or 8.1% 


‘The Washington Star J 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit —Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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IMPORTANT IN PLANNING PETROLEUM PUBLICATION SCHEDULES 


| - TO SELL 


' TO SELL THE maNAGEMENT 
YOUR 1958 


OIL INDUSTRY 
IN 1958 SCHEDULE 
YOU MUST 
MUST 
SELL, 


INCLUDE 
THE O11 DAILY 


THE NATIONAL NEWSPAPER_OF PETROLEUM 


59 East Van Buren Street, Chicago 5, Illinois 


Advertising Age, December 9, 1957 


Newspaper Advertising Linage 


Retail (Total)* 
(Dept. stores) 


Advertising 259,037,473 269,856,566 
*Includes department stores. 


October, 1957 
Media Records Reports for 52 Cities 
October October Per Cent January-October Per Cent 
Classification 1957 1956 Change 1957 1956 Change 


142,667,210 143,335,327 — 0.5 1,242,280,635 1,260,938,152 —1.5 
52,814,480 54,095,614 — 2.4 456,195,167 


462,866,165 —1.4 


General .............. 38,491,989 43,420,296 —11.4 318,972,100 342,445,147 —69 

Automotive ........ 16,188,071 16,877,923 — 4.1 151,339,813 144,772,598 +4.5 

Financial ............ 4,232,921 4,025,851 + 5.1 39,787 4627 37,745,835 +5.4 
Total Display 201,580,191 207,659,397 — 2.9 1,752,380,175 1,785,901,732 —1.9 

Classified ........ 57,457,282 62,197,169 — 7.6 587,146,677 619,804,406 —5.3 
Total 


— 4.0 2,339,526,852 2,405,706,138 —2.8 


TPA Reports Profit 

Television Programs of America, 
New York, has reported a profit of 
$894,637 for the fiscal year ending 
|\July 31, 1957. This represents a 
| sizable gain over the preceding 
| year. Assets as of July 31, 1957 
amounted to $11,006,384 and lia- 
bilities to $5,418,448. Working cap- 
ital at the end of the fiscal year 


Motivationist Feuds 
‘No Longer’ Useful, 
Roshwalb Declares 


PRINCETON, N. J., Dec. 6—Irving 
Roshwalb, vp and technical direc- 
tor of Audits & Surveys Co., said 
tonight it is time to call off the 


was said to be $5,588,384. 


“cold war” in motivation research. 


WHO-in IOWA- 
ONE station, 


S2isc ee LG 


~D< 


5 DLs eee 


WHO is heard regularly by as 
many Iowa families as the next four 
most popular Iowa stations 
combined!* Ask PGW for the proof. 


*Educational stations excluded. 
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NZ 
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for lowa PLUS! 


Des Moines . . . 50,000 Watts 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO-TV, Des Moines 

WOC.-TV, Davenport 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


In a talk prepared for delivery 
at the 13th annual Princeton con- 
ference of the American Society 
for Quality Control, Mr. Roshwalb 
warned that further intramural 
skirmishing by research people 
might “materially depreciate” the 
role of research in marketing. 

He conceded that the motivation 
research hassle has had a healthy 
effect in bringing the behavioral 
sciences to the attention of market 
researchers. 

“The net result,” he said, “has 
been to improve the quality of 
market research. Further bickering 
would serve no productive pur- 
pose.” 

Mr. Roshwalb suggested that the 
job now is to develop “new tech- 
niques of opinion measurement.” 
He said that while the underlying 
assumption of Vance Packard's 
book, “The Hidden Persuaders,” is 
that human beings have been re- 
duced to the level of Pavlov’s dogs, 
“the fact is we still have much to 
learn about what motivates human 
behavior.” 


® Another Audits & Surveys of- 
ficial, Lester Frankel, exec vp, in 
a talk scheduled for delivery to- 
morrow, said quality control re- 
searchers could benefit from the 
work done in advertising research. 
Mr. Frankel pointed out that be- 
cause of the complex nature of 
marketing problems, advertising 
researchers have been forced to 
develop “newer and more ad- 
vanced experimental designs.” As 
an example, he cited the split-run 
test, which he said could be adapt- 
ed for use in quality control re- 
search. 

“Widespread publicity over the 
misuses of motivation research 
may have given scientists and en- 
gineers mistaken impressions of 
the nature of advertising re- 
search,” he said. “It would be un- 
fortunate if this restrained them 
from improving the efficiency of 
their techniques by adopting some 
of the experimental designs used 
in marketing surveys.” # 


Schwartz Pens Booklet 

Allen Schwartz, creative direc- 
tor for Gil Coleman & Associates, 
San Francisco, has prepared a 
booklet on the importance of com- 
pany publications, which the agen- 
cy will distribute to businesses in 
the San Francisco Bay area. Copies 
are available from the agency, 45 
Maiden Lane, San Francisco. 


Two Join Bresnick Co. 

Robert J. Leary and Gerald D. 
Baker have been named account 
executives of Bresnick Co., Boston. 
Mr. Leary was formerly with the 
Cryovac division of W. R. Grace & 
Co. Mr. Baker formerly was ac- 
tive in retail management. Joshua 
Brackett has joined the agency’s 
copy staff. 
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“Motivations” making you 


a crazy, mixed-up id? 


Mood vs market? Head shrinkers vs head counters? Sex vs 
sales? Confused? Cost-conscious? Trying to button up your 
1958 program? Welcome some help? Please remember some 
of your best persuaders aren’t hidden. Read on... 


Someday somebody is going to make a motivational study 
of us advertising people. We probably have it coming to us. 


It may be unflattering, but it will show we are painfully 
human. Like our fellow man (you know, Mr. Consumer), we 
have our fads and our fancies . . . and sometimes we ride 
them very hard indeed. 


No, of course we don’t mean M/R is the rock and roll of 
research. What we do mean is that it’s wise to put your toe 
in the water slowly, lest you dive too deep into depth inter- 
views, and take the chance of drowning in the stream of the 
subconscious. Following Freud may be all very fine, but 
often following your own nose — and well-established fact — 
can be better. 


And is it all so involved as we seem to like to make it? 
Haven’t most of us known right along that sex is a part of 
sales, that mood makes as much significance as market? 
Look around you — look sharp. Some of your best persuaders 
are not hidden... 


In fact, far from it... 


In most major shopping areas today, just a few steps and 
a few seconds from your high volume grocery and drug out- 
lets, one of the most effective of all modern advertising media 
is efficiently going about its devastating business of stopping 
shoppers, implanting a brand image incisively, and stabbing 
home a sales message across the shortest possible distance 
between you and your prospect. Your product, your adver- 
tising and your customer coincide at one and the same spot. 


It’s a mighty mass medium — as MASS as you make it... 
stretching clear across this country and Canada in 2,000 
major markets, saturating any single area. Even more start- 
ling, and significant to you .. . it’s a “mood” medium because 
its exclusive sales environment is surrounded by shoppers — 
men, women and children out to spend. It does its work in a 
“mood zone’’, well-removed from the interruptions, distrac- 
tions and the distance from home. 


It capitalizes superbly on motivations after they’ve risen to 
the surface . . . sort of come to a boil to buy, at the point 
where the psychiatrist’s couch must make way for the cash 
register. It’s simple, straight, refreshingly uncomplicated 
by ratings, talent tantrums or competitors who can out- 
advertise you .. . and it’s working its head off right now for 
some of the most thoughtful merchandisers in the U.S. — 
Heinz, Colgate, Libby, Pepsi Cola .. . 


Physically, it sells on a bigger screen than TV — a giant 8’ x 4’ 
panel. And where everybody can see it in full color. It’s as 
massive as 32 magazine pages spread out flat ... yes, bigger 
than Life, itself .. . and in its very own element in the high 
impact, poster technique that more and more advertisers are 
being forced to use for attention today in other crowded, 
clamoring mass media. 


And cost? What about cost? Must be expensive .. . 


No, sir, it is not. It’s realistic in initial cost. Truly remarkable 
in performance cost — the profit-ratio of ad dollars to unit 
sales. It makes as much hard money sense to sales managers 
and controllers as it will to you. And especially to top manage- 
ment... 


We heard Wallace Wulfeck of Esty say the other day that... 
“We in this industry (advertising) have a moral obligation 
to find ways of accurately measuring what a dollar spent in 
advertising produces in sales — and soon.” 


We can’t think of a “sooner”’ way to find out than to put your 
product on Criterion “Shopping Zone” Posters. Do first things 
first—fill out the coupon, mail it, and benefit by the immediate 
help of the new Criterion story. Please do it right away. 
CRITERION ADVERTISING COMPANY, INC., 122 East 
42nd Street, New York 17, N. Y. 


Mr. Miah P. Crowley, President 
Criterion Advertising Company, Inc. 
122 East 42nd St., New York 17, N. Y. 


I would welcome immediate help with my 1958 advertising 
programming, and the pertinent application of the new 
CRITERION story. Please call me for an appointment. 


NAME TITLE 


COMPANY 


ADDRESS 
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More Dailies Using Frequency, 
Bulk Discounts, AA Survey Shows 


(Continued from Page 1) 


advertising packages, Mr. Sawyer 


said, he saw no reason why a num- 
ber of regional or national news- 
paper networks would not work 
successfully. 

Mr. 


ory that the bulk discount for na- 
tional advertisers is increasing 
jamong dailies. 

Other newspapers which have 
| brought in bulk discounts this year 
jinclude the Omaha World-Herald, 


Sawyer said newspapers|the Baltimore News Post, the Min- 


should come up with more effec-| neapolis Star & Tribune, Richmond 


tive and creative plans to mer- 
chandise the products of national 
advertisers. “Most of the merchan- 


dising done today by newspapers is 


routine and meaningless,” he said. 


= More newspapers would make a 
quicker swing to bulk discounts 
if they could be shown how much 
additional business would result, 
Don Scott, president of Scolaro, 
Meeker & Scott, told ADVERTISING 
AGE. 

“Newspapers obviously can’t sell 
below their profit lines,” Mr. Scott 
said. “But if agencies could con- 
vince newspapers how much extra 
business they would add with 
bulk discounts, I think many more 
newspapers would start offering 
discount incentives.” 

Mr. Scott asserted that there 
was “a lot of furor, thought and 
consideration being given dis- 
counts.” He added that there was 
a movement afoot by larger news- 
papers to standardize a sliding 
scale of discounts. 


s “Bulk discounts are coming, 
whether we like it or not,” said 
Kenneth Dennett, vp and manager 
of the Chicago office of O’Mara & 
Ormsbee. 

He pointed out that more than 
100 newspapers already are allow- 
ing discounts on r.o.p. color space, 
and the discounts are spreading 
from color to r.o.p. b&w, he said. 

“Bulk discounts should have 
been offered to national advertis- 
ers long ago,” he said. ““The sooner 
this happens the better it will be. 
We made a bad mistake in going 
to a flat rate for national advertis- 
ing.” 

In order to pay the freight for 
discounts, open rates or one-time 
insertions rates must be boosted, 
he said. Some kind of a standard- 
ized pattern for bulk discounts 
should be set up by newspapers in 
order to make the media easier to 
buy, he added. 


® The only dissenter among the 
representatives contacted by AA 
was William T. Cresmer, board 
chairman of Cresmer & Woodward. 
Mr. Cresmer said he has noticed 
no trend toward more newspapers 
allowing discounts to national ad- 
vertisers. 

“The newspapers which have 
established discounts this past year 
are not the first newspapers in 
their cities, and are eager for more 
business,” he said. “I prefer the 
flat rate.” 

Mr. Cresmer pointed out that 
with increased labor and material 
costs, the majority of newspapers 
are just holding their own and 
would suffer net losses if bulk dis- 
counts were introduced. 


“T have not encouraged any of 
our clients to add discounts,” he 


said. 
He was enthusiastic, 


being offered by more than 95% 


of U.S. newspapers for quick pay- 


ment of bills. “This 


good thing for 


is a very 


every daily to offer it since.” 


s A check of AA reports over the 
past year tends to support the the- 


however, 
about the 2% cash discounts now 


everyone con- 
cerned,” Mr. Cresmer said. “This 
encourages the advertiser to pay 
the agency faster and the agency 
to pay the newspaper faster. Only 
65% of the newspapers offered this 
discount three years ago and there 
has been a definite trend for almost 


| Times-Dispatch and News Leader, 
the Herald, Clinton, Ia., the Wis- 

roang Rapids Daily Tribune, and 
three McClatchy dailies—Fresno 

ly Modesto Bee and Sacramento 
ee. 


® Scripps-Howard’s Pittsburgh 
Press, starting Jan. 1, will offer 
national bulk and frequency dis- 
counts, followed a month later by 
its Memphis Commercial Appeal 
& Press Scimitar. 

While Scripps-Howard’s director 
of general advertising, Lewis S. 
Fidler, said there is definitely a 
trend toward national discounts, 
that “doesn’t mean it extends to 
the Scripps-Howard chain.” 

“Frequency discounts for nation- 
al advertisers are considered ac- 
tions to be taken by the individual 
publishers and do not involve the 
chain as a whole,” he said. 

Scripps newspapers in Houston 
and San Francisco seemed likely 
candidates for discount schedules. 
In Houston, both opposition dailies 
have a modified discount structure. 


s Hearst Newspapers, whose Bal- 
timore News-Post and American 
already offer discounts, will add 
another adherent, the San Francis- 
co Call-Bulletin, Jan. 1. The Chi- 
cago American offered discounts 
under Hearst ownership, as it still 
does now that it is owned by the 
Chicago Tribune. 

A spokesman for Hearst said 
that within the next year a couple 
more of its dailies could be ex- 
pected to offer national discounts. 
He said newspaper executives con- 
sider “the day of the flat rate is 
gone.” 

Indications were that Hearst’s 
next discount moves would come 
on the West Coast, “because that’s 
where the big advertising volume 
lies, and because we have to meet 
the competition there.” 


® Herbert Moloney, a longtime 
advocate of bulk and frequency 
discounts to national advertisers, 
Said the trend is on and will re- 
main “brisk.” 

Mr. Moloney, president of Mo- 
loney, Regan & Schmitt, said some 
20 big newspapers presently are 
offering discounts and predicted 
that within the next year the num- 
ber will double. “The trend is tak- 
ing hold and should snowball in 
1958,” he said. 

“I look for the trend to grow 
rapidly in 1958, with no less than 
six more cities offering discounts 
during the first six months of next 
year,” he said. “Right now it is 
assuming a national complexion, 
and this might mean the number of 
papers offering discounts in 1958 
might even double.” 

Mr. Moloney, who feels this is 
the “hottest” subject in the news- 
paper business today, said, “Dis- 
counts are invigorating for news- 
papers. Quantity discounts make it 
more attractive to advertisers to 
uSe more newspaper space.” 

There is still a long way to go 
before the national advertiser will 
be satisfied, Mr. Moloney said. 
“Until we get a representative 
number of key markets where the 
discount structure is in force, na- 
tional advertisers are not as 
strongly attracted to the system as 


get it on a national basis.” 


a G. R. Katz, board chairman of 
the Katz Agency, said he is op- 
posed to the present trend of of- 


they might be were they able to 


fering discounts to national adver- 
tisers. “I am for a flat rate and 
have been for several years.” 

“If anything, newspapers are not 
getting enough for their space, and 
with costs up, many newspapers 
are close to the red. If anything, 
newspapers must get more reve- 
nue. They’re all afraid to charge 
a decent rate.” 

Mr. Katz said he has advised the 
newspapers he represents to adopt 
a wait-and-see attitude before em- 
barking on the use of discount 
structures. “I have told them to 
wait and not be pioneers in the 
movement,” he said. The Daily 
Oklahoman and Oklahoma City 
Times, properties of the Oklahoma 
Publishing Co., Oklahoma City, 
are the only Katz client newspa- 
pers offering discounts, and that is 
on a 13-52 full-page basis, Mr. 
Katz said. 


s Years ago, newspapers offered 
discounts for volume and frequen- 
cy, Mr. Katz said, and “resulted in 
an unhappy situation.” 

“Too many advertisers and 
agents took advantage of a mini- 
mum rate but failed to use the 
amount of space that would earn 
such a rate. It all resulted in a 
short-rate bill and unfair and un- 
necessary fights for the papers to 
get the rate that advertisers 
earned,” he said. 

“An advertiser doesn’t use a pa- 
per primarily because of price, but 
because of its advantages in ap- 
pealing to its audience and the 
value of its wares. Just so long as 
a rate is not exorbitant, the ad- 
vertiser will buy if the opportunity 
the paper offers is to his advan- 
tage,” Mr. Katz said. 


s Jack Kent, sales manager and 
exec vp of Ward-Griffith Co., said 
there is no doubt that in the large 
markets, newspapers are “talking 
and announcing” discounts. 

Company policy, Mr. Kent said, 
is to advocate discounts to client 
newspapers with large circulations, 
but “I would not advocate a dis- 
count policy to small markets at 
this point, since they’re not going 
to get anything back if they do so.” 

In advocating discounts, Mr. 
Kent said, “we’re only attempting 
to get in line with other media. 
Even the supplements which are 
carried in our newspapers are of- 
fering discounts.” 

Two Ward-Griffith dailies are 
offering discounts, the Bergen 
Evening Record and the Elizabeth 
Journal (started this year). Anoth- 
er of its papers, the Peoria Jour- 
nal-Star, begins on March 1. 


® Henry Jann, president of Jann 
& Kelley, told AA that he had an 
“open mind on the subject of dis- 
counts” and added that he was in 
favor of “anything that would 
bring in extra linage and revenue” 
for his newspaper clients. 

“I’m in favor of giving the ad- 
vertiser anything he wants if he 
will respond,” Mr. Jann said. 
“Newspapers should get together 
with advertisers and their agencies 
and find out what will be most at- 
tractive to advertisers. This must 
be an industry matter.” 

Mr. Jann said he has noticed no 
strong move on the part of national 
advertisers to take advantage of 
bulk and frequency discounts in 
cities where newspapers have in- 
stalled such rates. 

“Advertisers just haven't re- 
sponded to discount incentives by 
running extra linage,”’ Mr. Jann 
said. “Perhaps there would be 
more response if more newspa- 
pers offered discounts.” He pointed 
out, however, that color comics 
business has slipped in the past 
few years despite discounts. 


s A flat rate for national adver- 
tising was favored by John Rohde, 
president of Reynolds-Fitzgerald. 
“If I thought that giving bulk and 
frequency discounts would result 


}in more business for newspapers, I 


would favor them but I just can’t 
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SARDINES 


SUCCESSFUL—F ollowing industry 

tests which showed that a four- 

pack of sardines, with loose cans 

available, increased sales 32% over 

loose cans alone, Jasper Wyman & 

Son, Milbridge, Me., put its prod- 
ucts in this multi-pack. 


see newspapers profiting from 
such a move,” he said. 

Eliminating the flat rate in favor 
of discounts would result in many 
headaches—mostly bookkeeping 
ones, Mr. Rohde said. “Any honest 
agency media man would oppose 
discounts, because he would never 
know just how much his client 
owed at any given time,” he said. 
“If the client should decide to 
switch from newspapers to some 
other medium, which is often the 
case, there always would be book- 
keeping confusion.” 

He pointed out that the flat rate 
was established some 40 years ago 
to eliminate bookkeeping confu- 
sion. “Now it appears that we are 
returning to the same old setup 
with discounts,” he said. 

Discounts will favor advertisers 
with multiple products and hurt 
small advertisers that don’t adver- 
tise with the bulk and frequency of 
larger companies, Mr. Rohde said. 
Open rates would be raised gen- 
erally if discounts are allowed, 
thus placing the burden on the 
small advertiser, he said. 


s While acknowledging that he 
felt there is a trend toward more 
discounts, Eugene F. Corcoran, 
president of Branham Co., said he 
has not recommended discounts to 
any of his clients. 

“I am in favor of keeping the 
flat rate,” Mr. Corcoran said. “I 
don’t think discounts generally 
will attract additional national ad- 
vertising.” 

If discounts become popular, Mr. 
Corcoran said, uniform bulk and 
frequency units should be estab- 
lished by publishers throughout 
the U.S. “I don’t think a standard 
scale can be set up, however, be- 
cause all publishers have their own 
ideas,” he said. 

Mr. Corcoran said he also felt 
that discounts would hurt the 
small advertiser because open rates 
would be boosted to make up for 
discounts. “The multiple product 
advertiser has a great advantage 
under the bulk and frequency dis- 
count plan,” he said. 


s James Cooper, vp of John Budd 
Co., said he felt there was a move 
on the part of larger newspapers 
to offer discounts but not the me- 
dium and smaller dailies. 

“If the experiment is successful 
and discounts turn out to be the 
answer for more business, the 
smaller newspapers will probably 
follow the example of their larger 
brothers,” he said. 

Mr. Cooper said his company 
had not recommended discounts to 


any Budd clients, nor have client 


newspapers asked for Budd’s opin- 
ion on discounts, he added. 


® Peter Benziger, president of Rid- 
der-Johns Inc., said all its client 
papers are studying the discount 


situation and “it’s just a matter of 


time before they have some form 


of discount structure.” The St. Paul 


Dispatch—Pioneer Press, a Ridder- 


jae client newspaper, begins of- 
| fering volume-frequency discounts 
March 1. 

Mr. Benziger cautioned that ben- 
lefits to the newspaper business 
through discounts would not ac- 
lcrue “until a representative por- 
ltion have accepted the discount 
philosophy and adopt a discount 
| structure.” 

Further, Mr. Benziger said that 
ja nationwide system of discount- 
ing “would increase the stability 
jof an advertiser who was commit- 
ted. An advertiser would be more 
hesitant to pull out of a commit- 
ment.” Mr. Benziger said this 
might be a means of stopping “to- 
ken advertising.” 

“Very few advertisers use news- 
papers in volume that is really 
considerable. This may help news- 
papers to get advertisers to use 
our medium in depth and volume,” 
he said. 


s Stephen Mahoney, treasurer of 
Burke, Kuipers & Mahoney, said 
that while he was not against dis- 
counts if they would stimulate 
newspaper advertising volume, he 
said “at the present time there is 
no significant advertiser demand 
for discounts.” 

Mr. Mahoney said it is doubtful 
whether discounts would stimulate 
volume. 

“Discounts are being widely dis- 
cussed, but there’s nothing jelling 
especially. Advertisers are not the 
ones who are demanding discounts. 
But if they should, somebody cer- 
tainly should listen to them,” he 
said. + 


Erase Gray Flannel 
‘Myth,’ ‘Daily News’ 
Writer Urges Admen 


(Continued from Page 2) 
the fact that he did not “write 
down” to his readers. 

Admen need to achieve the prop- 
er perspective about themselves as 
individuals, Mr. Harris said. This 
perspective lies somewhere be- 
tween the two extreme types in 
advertising, the complete cynic and 
the radiant Rotarian type, he said. 


s In answer to a question that was 
asked following his talk, Mr. Har- 
ris admitted that subliminal per- 
ception in advertising “sends a 
shudder of fear through me,” but 
added that he did not know enough 
about the subject to comment fur- 
ther. 

“The political implications are 
frightening,” Mr. Harris said, “and 
are enough to scare the hair off of 
George Orwell.” 

Mr. Harris said he does not own 
a television set and has no inten- 
tion of buying one. “I do not have 
the moral character to resist watch- 
ing tv, so I will not buy a set,” Mr. 
Harris said. “Besides, I am an ig- 
norant man and I must devote a 
lot of time to learning about liter- 
ature, art and music.” 

He described television as a 

“game of follow the leader or mu- 
sical chairs,” in which the various 
networks and stations follow each 
other in crazes such as Western 
movies and comedians. 
Radio and motion pictures are 
no better today than they were 30 
years ago, he said, and added that 
he had no reason to believe that 
time has improved tv. Mr. Harris 
said he thought it would have ben- 
eficial effects on the quality of tv 
fare if people would turn their 
backs on the medium. # 


Mutual Signs Two 

Mutual Broadcasting System, 
New York, has picked up two new 
sponsors for 1958. Colgate-Palm- 
olive (Shaw Agency) bought a 
series of Bill Stern sportscasts on 
behalf of Rapid Shave cream. 
Pharmaceuticals (Parkson Adver- 
tising) will join Gabriel Heatter’s 
list of sponsors; Serutan and Krem]l 
will be the featured products. 
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John Sweeney, 77, 
Agency Partner, 
Rubber Maker, Dies 


CLEVELAND, Dec. 3—John F. 
Sweeney, 77, partner in Sweeney 
& James, a pioneer in the indus- 
trial agency field, died here Nov. 
27 after a long illness. 

Mr. Sweeney helped form the 
agency 38 years ago. It has han- 
dled several of the nation’s major 
industrial accounts. 

Mr. Sweeney’s advertising ca- 
reer went back to 1915, when he 
joined the Chicago staff of Curtis 
Publishing Co. Prior to that Mr. 
Sweeney had worked for Westing- 
house Electric Corp. 

Born in Whitewater, Wis., Mr. 
Sweeney was graduated from the 
University of Wisconsin. 


@ Since 1939, Mr. Sweeney had 
been president of the Eagle Rubber 
Co., Ashland, O., in which he had a 
large interest. 

He was a member of the Canter- 
bury Country Club and the Cleve- 
land Advertising Club. 


LEWIS H. TROWBRIDGE 

NEWARK, Dec. 3—Lewis H. 
Trowbridge, 75, founder and presi- 
dent of Trowbridge Outdoor Ad- 
vertising Corp. here, died Nov. 21 
as the result of a heart condition at 
his home in Maplewood, N. J. He 
had been inactive in business for 
the past ten years; his son, Wil- 
bur R. Trowbridge, vp, has been 
active head of the company. 

Born in Elizabeth, N. J., the el- 
der Mr. Trowbridge was graduated 
from Drake’s Business College and 
then worked for a time as a com- 
mercial reporter for a credit re- 
porting company. He started his 
own business in the outdoor field 
in 1914. He was a member of the 
Advertising Club of New Jersey, 
Outdoor Advertising Inc., and the 
Newark Elks and Kiwanis clubs. 


LAURA M. RIEBEL 

CLEVELAND, Dec. 3—Laura M. 
Riebel, 66, founder of Riebel Direct 
Mail Advertising Co., died Nov. 25 
in a private sanitarium. She had 
been ill several months. 

In 1920, Miss Riebel started the 
business, which she operated until 
she retired a year ago. She was a 
life member of the Cleveland 
Business & Professional Women’s 
Club, which she helped organize. 
Miss Riebel also was a charter 
member of the Cleveland Mail Ad- 
vertising Service and served as its 
treasurer for many years. 


BERNARD M. ATKINS 

New York, Dec. 3—Bernard M. 
Atkins, 50, assistant general sales 
manager of the Waterman Pen Co., 
Seymour, Conn., died Nov. 16 at 
Princeton Hospital, Princeton, 
N. J., following a heart attack. 
Born in Hartford, Conn., he was 
graduated from Princeton Univer- 
sity. In World War II he served in 
the army. For the past 16 years he 
had been associated with Water- 
man. 


MARY F. MEAD 

Erte, Pa., Dec. 3—Mrs. Mary F. 
Mead, 91, former president of the 
Times Publishing Co., which pub- 
lishes the Erie Morning News and 
the Erie Times, died at her home 
here Nov. 28. She was the widow 
of John J. Mead, cne of the foun- 
ders of the Times in 1888. Mr. 
Mead was killed in an accident in 
1941, and Mrs. Mead succeeded 
him as president of the publishing 
company. She retired six months 
ago. Her three sons, George J., 
Frank J. and John J. Mead Jr., are 
co-publishers of the two newspa- 
pers. 


ERNEST C. WATSON 

East Hartrorp, Dec. 3—Ernest 
C. Watson, 47, radio-television 
writer, died Nov. 26 at East Hart- 


81 


ford Hospital, following surgery. cent works included two children’s the words, music, conducted and |Ma ¥ ? 

Mr. Watson joined Wilson,|albums for the “Book of Knowl-| arranged the television production ome) ap aes es 
Haight, Welch & Grover Inc., Hart- | edge.” of “Alice in Wonderland.” His re-| with Crowell-Collier and the Bu- 
ford and New York agency, Nov. 1, Mr. Watson, who served as musi-|cent music has been played by|reau of Advertising, ANPA, has 
after an extensive career as com-|cal advisor to the National Broad- | Paul Whiteman and the NBC Sym- | joined the advertising promotion 
poser-writer in New York. His re-|casting Co. for many years, wrote | phony Orchestra. department of Redbook, New York. 


BALANCE 


MAKES SPRINGFIELD 


(Ilinois’ Capital ) 


A TOP TEST MARKET 


AGRICULTURE, INDUSTRY, and CIVIL SERVICE give the Springfield Market a balanced 
economy — ideal for market tests. Springfield is the trading center for 20,000 farms... 
the site of many major manufacturing firms . . . and home to thousands of government employees. 
For best test results in this balanced market, use the dominant Illinois State Journal and Register. 


100% coverage in Sangamon County (Springfield) and 60.8% coverage in the 


entire 11-county trading area. 


Mlinnis State Journal and Register 


eee Soh a 
NS 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


SEA srs tem RG AMES 5 83 a Pgh Gd 


15 “Hometown” Newspopers covering Springfield, Illinois 
— Northern Illinois — Greater Los Angeles — 

and San Diego, California .. . Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 
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ARF Adds 17 Subscribers 


The Advertising Research Foun- 
dation has 17 new subscribers. Six 
are academic subscribers—Stan- 
ford University, University of 
Minnesota, Amos Tuck School of 
Business of Dartmouth College, 
Ohio Wesleyan University, South 
Dakota State College and the Uni- 
versity of Texas. Five are interna- 
tional subscribers—London Press 
Exchange, R. L. Dupuy, Lambe & 


Robinson, Van Zijl & Van Zijl and | 


Office Technique de Publicite. The 
other six are Standard-Vacuum Oil 
Co., General Outdoor Advertising 
Co., Forbes, Burke Dowling Adams 
Inc., Fairbairn & Co. and The Re- 
porter. 


BBDO Elects Foreman 

Robert L. Foreman, an exec vp, 
a director and chairman of the 
plans board of Batten, Barton, 
Durstine & Osborn, New York, and 
in charge of the radio and tv oper- 


| 745 Fifth Ave., New York. 


ation, has been elected a member 
of the agency’s executive commit- 
tee. 


Chait Forms Company 
Lawrence G. Chait, former vp of 
R. L. Polk & Co., New York, and 
before that a circulation executive 
of Time Inc., has established his 
own advertising and sales devel- 
opment counseling company, Law- | 
rence G. Chait & Co. Offices are at 


TALENT SEARCH 


ONE 
GUILD y 


OF A SERIES OF NIGHTMARES AT 
BASCOM, © BONFIGL|-ADVERT/S'NG- 
SAN FRANCISCO, LOS ANGELES, NEW YORK, SEATTLE 


SMART MOVE 
OF YOURS »J-P... 

SPONSORING THAT 
ADULT WESTERN 
ON T.V.../ 


RIGHT./’ AND 

| WANT You Boys 
TO FIND AN 
HONEST- TO -GOODNESS 
WESTERNER TO DO 
THE COMMERCIALS4 


WE ZL LEAVE) / WEZL 


WELL TEST 
EVERY 

WESTERNER 
THIS SIDE OF 


7 


wow! WEVE 
GOT 12,399 
AUTHENT/C 


CowBoys / 
IN THERE « 


WELL..-AT LAST 
WE’RE DOWN TO 
ovr TWo FINALIS 


TS)| GREAT” 


IMAGINE <.. OUR NEPHEW 


WINNING OUT 
124397 ANNOUNCERS: 


Pore IT 


OVER / 


AS A MATIER OF FACT, WHEN /T COMES 
72 SELLING PRALYETS SVC AS... 
SKIPPY PEANUT BUTTER, BEST FooOSs 
NUCOA, RALSTON WHEAT CHEX 4N? RICE 
CHEX, RY-KRISP AND INSTANT RALSTON, 
HARRY AND DAVID’S FRUIT- OF-THE-MONTH> 
MOTHERS COOKIES, FARMER JOHN’S HAM 
ANDO BACON, MARY ELLEN’6 WUAMS ANO 
JELLIES, HEIDELBERG BEER » MAX FACTORS 
SOF-SET, AND GREAST-O*CHICKEN TUNA:-:- 
THE PROPER CYCLE A= A TV ANWOUNEER 
48 A VITAL CONS/OLEPATION. 

G8. AM BB. OFTEN MWITER VIEWS SHAN Y 
HMUNDREOS AO CANDIDATES BELOKE 
SELECTING- THE PERSON ALI)» (7HEY 
CWSIOG KIGHT FORO FE SOR: 
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Advertising We Can Do Without... No. 31 


NOLEUM RUGS Sine 9'x12". -_ 
LIFETIME |  PLASUIC RUBBER 
TERRAZZO VINYL FLOWR TILE 
=9Rc| oe 
Sq. Ft. Colors 
each 
RESIDENTIAL GAUGE 
COL 4 
po nora AND Resid sever 
Pm ae 
WE ADY: WHAT WE SELL— 
EA@? CREDIT TERMS 30- 
ape YT 


DIFFERENT THINGS—David Sander, Sander Wood Engraving Co., Chi- 
cago, who submitted this segment of a retail ad as “advertising we j 
can do without,” says the circled portion is “out and out cheating, a 
although it does not appear to be.” It says “in big type that lifetime = 
terrazo vinyl is 26¢. and that the regular price is 65¢ a square foot. 
What it does not say is that the 26¢ is for a 9x9” tile—little more 

than half a square foot. The square foot rate is about 49¢.” 


Grey Adds Block's Dentu-Creme 
Block Drug Co., Jersey City, N. 
J., has appointed Grey Advertising 
Agency, New York, to handle Den- 


Camden Names Nemarow 

Camden County Beverage Co., “a 
Camden, N. J., has appointed Ne- as) 
marow Advertising Agency, Vine- 


tu-Creme, a denture cleanser pre- 
viously promoted in the ethical 
field. Grey already handles Poli- 


land, N. J., to handle its advertis- 
ing, effective Dec. 1. S. E. Zubrow 
Co., Philadelphia, previously han- 


dent and Poli-Grip for Block. dled the account. 


AVenve 2- 
3925 


MARKET RESEARCH DATA 
PROCESSING NEED 


Punching °* Consistency Checking 
Tabulating * Percentaging 
Coding Pre-coding of Questionnaires 


No charge for consultation and estimates —ever! ‘ 


“Your key to better figures since 1911" 


RECORDING & STATISTICAL 
CORPORATION 


100 Sixth Avenue * New York 13, N. Y. 
Boston: 55 Wm. T. Morrissey Bivd * Chicago: 223 W. Jackson Bivd 


also Montreal and Toronto 
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Advertising Age, December 9, 1957 


FTC Rap at Labor 
Paper’s Methods 
Gets Union OK 


WASHINGTON, Dec. 3—Top labor 
officials nodded their encourage- 
ment last week as the Federal 
Trade Commission complained 
that a New York labor paper uses 
high-pressure methods to sell ads 
to advertisers who are not likely to 
get any benefit from the deal. 

The complaint charges that The 
Spotlight, an official organ of the 
American Federation of State, 
County & Municipal Employes, an 
AFL affiliate, solicits ads on a na- 
tionwide basis, although most of 
its subscribers work and live in the 
New York metropolitan area. 

In some instances, the FTC said, 
ads are printed without proper au- 
thorization, and efforts are made 
to collect non-existent debts. 

Officials of the International 
Labor Press, the official trade 
group for labor papers, point out 
that The Spotlight has not accept- 
ed the code of ethics which was 
adopted last year to clean up sales 
practices of the labor press. Under 
this code, publications agree not to 
sell ads to businesses outside their 
areas of circulation, or to use long 
distance telephone calls in order to 
contact advertisers. 


® Arnold S. Zander, president of 
the Federation of State, County & 
Municipal Workers, said his union 
welcomes the FTC’s action. He said 
the union has been trying for two 
years to break a contract which 
authorizes Ernest Mark High to 
publish The Spotlight as an official 
organ of the union, with exclusive 
right to secure advertising for 45% 
of the space in each issue which is 
allocated to him. 

Officials of the union pointed 
out that Mr. High’s right te pub- 
lish The Spotlight does not termi- 
nate until next September under 
the existing contracts. However, 
they noted that the union long ago 
recognized “continued publication 
of the paper is highly distasteful 
and embarrassing” and that an ac- 
tion to break the contract had been 
filed in the supreme court of New 
York Aug. 9, 1956. 


s Among the points in FTC’s com- 
plaint was a contention that em- 
ployers solicited to buy space in 
The Spotlight would not benefit 
because many of the subscribers 
have no occasion to use the serv- 
ices or buy the products advertised. 
“Many of the employers are locat- 
ed in areas where the magazine is 
not circulated,” the FTC said, “and 
the majority of the ads do not show 
the addresses of the advertisers or | 
list their products or services.” 

The FTC also objected to any | 
implication by sales people for The | 
Spotlight that money paid for ads 
helps the union. “It goes to the 
personal enrichment of Mr. High,” 
the complaint argued. + 


Petersen Names Biddle 
Petersen Mfg. Co., DeWitt, Neb., 
has named Biddle Co., Des Moines, 
to handle its advertising, ef- 
fective Jan. 1. Petersen manufac- 
tures Vise-Grip hand tools. Bu- 
chanan-Thomas Advertising Co., 
Omaha, is the present agency. 


Allen & Reynolds Gets Honey 

Sioux Honey Assn., Sioux City, 
Ia., marketer of Sioux Bee honey, 
has appointed Allen & Reynolds, 
Omaha, to handle its advertising | 
effective Jan. 1. Erwin Wasey, 
Ruthrauff & Ryan, Chicago, for- 
merly handled the account. 


Weaver-Gardner Names Gilats 

June Gilats has been appointed 
media directcr and traffic manag- 
er of Weaver-Gardner Advertis- 
ing, St. Paul. Prior to joining the 
agency, Miss Gilats was media di- 
rector for Beckman, Koblitz Ad- 
vertising, Los Angeles. | 


Pharmaco Names Ellington 
Pharmaco Inc., proprietary drug 
division of Schering Corp., has 
appointed Ellington & Co., New 
York, to handle advertising for 
Inhiston, Imra, Saraka and Surgi- 
Cream, effective Jan. 1. Grey 
Advertising is the present agency. 


Harvard Mfg. Names Lipton 
William S. Lipton, formerly ad- 
vertising manager of Harvard Mfg. 
Co., Cleveland, has been named to 
the new post of director of market- 


ing. Harvard manufactures metal 
bed-carriers and bed hardware. 


American Stores Boosts Two 

Harry Campbell, formerly adver- 
tising manager of American Stores 
Co., Philadelphia, has been named 
assistant to R. H. Birchard, vp, and 
will act in a liaison capacity be- 
tween the company’s headquarters 
and its five branch operations. 
John Barr, formerly an assistant 
in the chain’s ad department, has 
been named ad manager. 


Set First Class 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndoliph 67292 * Chicago 1 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198." The best newspaper buy in the South's 
Number One market is The Houston Post- first in total daily circulation. 


*As filed with A.B.C. for six months ending September 30, 1957, subject to audit, 


HOUSTON POST 


REPRESENTED 


CHMITT 
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How would you like a 
sales curve like this? 


This is the actual sales chart of an ac- 
count that is one of the fabulous suc- 
cesses of recent years in the drug and 
toiletry field. 


Five years ago it ranked nowhere 
among hundreds of competitors. 


We established a successful advertis- 
ing approach in test markets . . . took it 
from sectional to full national distribu- 


tion in both drug and food outlets. 
Today this product ranks fourth na- 
tionally in a $65,000,000 market, and 
second in certain major markets. 


The people who were responsible for 
this phenomenal advertising success are 
ready to do the same job for you. 


We have achieved similar successes, 
in varying degree, with other toiletry 


1956 1957 


and proprietary accounts. Several of 
these companies have no sales force — 
depend upon advertising alone to pro- 
duce sales. 


If you have a packaged goods product 
and would like to learn more about our 
ability to produce resultful advertising 
and marketing ideas . . . why not call 
J. W. Atherton, ORegon 9-5055, today? 


ATHERTON & CURRIER, INC. 


420 Lexington Avenue 
New York 17, N.Y. 


Advertising 


Toronto, Canada 


100 Adelaide Street, W. 
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Gift Selling By Mail: Borton 


Basic Expressions in Drawthinks 


Woolf on ‘Making Ads Pay’ 


E&E Man: ‘Me, Too’ 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Guaranteed Minimum Annual Compensation? ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Rubel Spells Out Agency Operating Facts to Dispel 
Visions of High Profits, Easy Living 


Irked by writers in the general press who depict the agency busi- 
ness as a high profit, low work, easy money operation, Ira Rubel, 
well known for his studies of agency financial operations, here spells 
out some of the facts of life in the advertising agency business. In the 
process, he advances a couple of provocative suggestions. 


By Ira W. Rubel 
Ira Rubel Inc., Chicago 


The glamor-charged legend of Madison 
Ave., created out of whole cloth by fiction 
and film, is sometimes amusing, some- 
times frightening. 

Now and then, however, to one who 
has some contact with the daily financial 
management of the advertising agency 
business, specific elements of that legend 
are exceedingly irritating in their distor- 
tion of fact and evasion of truth. One es- 
pecially irresponsible bit of propaganda 
about Madison Ave., in some respects 
common to many hostile reports of what 
“goes on” in advertising agencies, was 
written by John McCarthy and appeared 
this fall in Harper’s Magazine. 

The aspect of the myth which is most 
widely disseminated and accepted as doc- 
trine, and around which the most extreme 
fantasies are developed, is the unlimited 
and inconceivable wealth and luxury: 
sinfully thick carpets, fantastically rare 
whiskies, astronomical expense accounts, 
and so on. It is everything lush and plush 
that the imagination can, in its spiritual 
leanness, contrive. 


® Unfortunately for the legend and its 
devotees, the advertising agency as a mat- 
ter of statistical and verified facts is: 

e 1.A relatively low-profiting industry. 
e 2. A relatively small industry. 

e 3. No more expanding or expansive 
than most industries. 

e 4. As stable in personnel and activities 
as most business. 


e 5. Not entirely bounded by the 15% 
commission system. 


Let us take a look at each of these in 
turn. When we complete our examination 
I think you will agree that the veils of 
glamor in which so many writers swathe 
Madison Ave. are not really appropriate. 


LOW PROFITS 

Before-tax profits in the advertising 
agency business average less than 1.5% 
of billings. In comparison, General Mo- 
tors’ before-tax profits are about 16% of 
sales and Standard Oil (N. J.) before-tax 
profits are more than 18% of. sales! And 
if comparison with a merchandising firm 
is believed to be more meaningful, Sears, 
Roebuck’s before-tax profits are nearly 
10% of sales! Even if we are to consider 
only the largest agencies—the 16 largest 
—before-tax profits are less than 3% of 
billings. 

Put another way, profits of the largest 
agencies are only one-sixth as much as 


those of large industrial firms, and one- 
third as much as those of large merchan- 
dising firms.’ 

Some readers will insist that agency 
billings (or sales) are not the equivalent 
of sales of General Motors or Standard 
Oil or Sears, Roebuck. Once I would have 
agreed with them, but this is no longer 
true. In terms of “value added,” the con- 
cept which the government used in war- 
time renegotiation cases, I am convinced 
that agency sales or billings are easily the 
equivalent of the manufacturing or re- 
tailing utility added by others. If a com- 
pany purchases raw materials and does 
very little to them, they are entitled to 
only a small profit margin, but if they do 
a great deal to the material—and add a 
great deal of value—then their profit ra- 
tio ought to be larger. It is clear that an 
advertising agency adds a great deal of 
value to blank white space or radio or 
television shows, and therefore is entitled 
to a high margin of profit. It costs no 
more to buy the space and air time for a 
great advertising campaign than for an 
ordinary one. 


® But no matter how we look at this 
matter, advertising agency earnings on 
the average are still very low. If we as- 
sume agency “sales” to consist of the 
15% or so of billings which are their 
gross compensation, then  before-tax 
earnings are still only 10% for all agen- 
cies, as against 16% for General Motors 
and 18% for Standard of New Jersey. 
Why should anyone consider this high? 
Yet by distorting the figures, it is pos- 
sible to imply that agencies make fabu- 
lously high profits. In his Harper’s arti- 
cle, for example, Mr. McCarthy says: 
“***Moreover, the agency business 
is profitable, especially when the 
billings are very high—according 
to the Four A’s the 16 agencies bill- 
ing more than $40 million a year 
show an average ‘profit-ratio’ (sal- 
ary payments to principal owners 
plus operating profits before taxes) 
running to roughly 25% of their 
gross income.***” 


Mr. McCarthy’s figure—his “profit-ra- 
tio”’—represents profits plus salaries of 
principal owners. This is like adding ap- 
ples and pears and calling the results ba- 
nanas. What, for example, could we do 


'The agency profit figure of 1.5% is quoted from 
the study of 315 U. S. and Canadian agencies which 
the author made for Printers’ Ink (Aug. 23, 1957). 
The figure for the 16 largest agencies is from 
figures compiled by the Four A's, some of which 
were published in Fortune, October, 1956. The 
figures for industrial and merchandising firms are 
from Fortune’s Directory of the 500 Largest U.S 
Industrial Corporations, July, 1957. 


with such a confused concept of “profit- 
ratio” if we applied it to the earnings 
of a firm of lawyers? It is quite possible 
in such an instance that all of the attor- 
neys in the firm are principal owners; in 
which case, the “profit-ratio” (profits and 
salaries of principal owners) could be 
nearly 100% of fees; but the real net 
profits might be zero! If we allow rea- 
sonable salaries to the attorneys who do 
the work for (and own) the firm, surely 
we will allow reasonable salaries to agen- 
cy executives too! 


A SMALL INDUSTRY 

Even the largest advertising agencies 
are very small businesses compared to 
the industrial and merchandising giants. 
Annual sales of the 16 largest agencies 
range from $59 to $255 million. Those of 
the 10 largest industrials are from $2 to 
$12 billion; and the figures for the 10 
largest merchandising firms are $500 mil- 
lion to $4 billion!’ 

The largest advertising agencies, then, 
are hardly one-twentieth the size of the 
large industrials. Even if an agency’s net 
profits were the same ratio of sales as the 
industrial giants’ (and they are much 
less), they would only earn one-twentieth 
of the dollars. 


NO UNUSUAL GROWTH 

It is true that since the end of World 
War II the advertising agency business 
has tripled in size, but this is not an aber- 
ration, as some have implied. Consider, 
first, that this growth is shared by many 
other aspects of the American economy 
and is equalled or exceeded by dozens of 
industries and businesses. It is, therefore, 
normal. Consider also the cause of the 
growth, which is nothing so simple as the 
result of the new medium of television. It 
is rather a reflection of a shift in the bas- 
ic nature of our economy, which is from 
one of scarcity to one of plenty. David M. 
Potter has skilfully explained this in 
“People of Plenty” (University of Chica- 
go Press, 1954). In an economy of plenty 
there is a premium on selling ability. 
Getting the goods to market and into the 
consumers’ hands becomes more and more 
necessary as production exceeds con- 
sumption. 

Advertising has rapidly become the 
most important single aspect in selling. It 
is to marketing what automation has 
been to production. This is the funda- 
mental reason for the rapid expansion in 
the advertising agency business. 


STABILITY 

Stating that 76 major accounts changed 
agencies in 1956 without any definition of 
the word “major” and without relating 
the number of changes to the number of 
advertisers, Mr. McCarthy created the im- 
pression that a substantial portion of ad- 

*These figures are from Advertising Age, Feb. 
25, 1957 and the Fortune Directory, July, 1056 


vertisers changed agencies. 

Here are the facts: 

Of the country’s 100 largest advertisers 
who were reported on by ADVERTISING AcE 
for 1955, only eight had changed agencies 
at the time that the 1956 figures were re- 
ported about eight months later. (See Ap- 
VERTISING Ace for Aug. 19, 1957 and Dec. 
24, 1956.) This indicates an average life 
of agency-advertiser associations of about 
ten years. 


® The implication that any substantial 
number of clients are unhappy with the 
15% commission compensation system is 
another conclusion often advanced with- 
out basis in fact. This writer has been un- 
able to find support for such an idea, but 
it is easy to see that when the going gets 
tough and competition is rough, when 
goods and services become more and 
more plentiful, there is more need to sell. 
Since advertising is one of the principal 
factors in the selling mix, it is not sur- 
prising that some advertisers become dis- 
satisfied with their agencies when they 
think they are not getting their full share 
of the business available for them. This 
indicates a need not for smaller compen- 
sation but for more effective work— 
greater creative skills, more specializa- 
tion, greater experience—and these 
things all cost more, not less. 


THE 15% COMMISSION 
COMPENSATION SYSTEM 

Critics of the 15% commission system 
who have had little or no experience in 
the real problems concerning advertising 
agency compensation jump to the con- 
clusion that until the consent decrees 
were entered into by the Four A’s and 
publishers’ associations, advertisers had 
no alternative to the standard 15% agen- 
cy compensation. Since such thinking is 
fallacious, it is important to point out the 
real facts. 

The commission agencies receive from 
newspapers, magazines, outdoor plants, 
radio and television stations and net- 
works accounts for between 50% and 
90% of the total income of agencies. The 
balance of the income (from 10% to 50% 
of the total) comes from service charges. 
The larger the agency the higher is the 
proportion of income received from com- 
missions, but even in the largest agencies 
between 10% and 25% of income comes 
from sources other than commissions 
from media. 


® Agencies have been entirely free to 
vary service charges and could reduce or 
increase their total income from clients by 
varying or even eliminating such charg- 
es. While advertisers could have bar- 
gained for lower service charges, nearly 
all of them have agreed to a charge of at 
least 15% on cost for specifying, buying 
and controlling purchases of art, photog- 
raphy and advertising materials and for 
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specifying, purchasing and controlling ra- 
dio and television talent. In this light it is 
apparent that the recent consent decrees 
offer little or no new opportunity for re- 
ducing agency charges. These decrees 
only make it possible to extend a reduc- 
tion if one is sought, but if advertisers 
did not find it prudent to ask their agen- 
cies to cut their charges before (and it 
has been pointed out that they have al- 
ways been free to do so on some items), 
why should it be expected that they 
would desire now to cut charges? 


@ What I am trying to say here is not that 
all clients (or all agencies) are now, or 
ever were, completely happy with the 
15% commission basis of compensation. 
Rather, I am trying to point out that the 
commission has always been the starting 
point for negotiations based on the kind of 
account being handled, the work in- 
volved, and the relation of these factors 
to the total amount of billing. 

In some instances, where commissions 
have seemed to be generous in relation to 
the total work load, advertisers and agen- 
cies have worked out additional services 
which the agencies perform without add- 
ed compensation; in other instances, 
where income from commissions has 
clearly been insufficient to pay for all of 
the work required of the agency, addi- 
tional fees have been agreed upon be- 
tween agency and client to take care of 
the deficiency. 

It is not at all uncommon for agencies to 
discuss their costs and their profit pic- 
tures with their clients. In several in- 
stances of which we know, clients expect 
—and get—regular financial statements 
from their agencies. The reason is not to 
keep the agencies from making too much 
money, but to serve as a basis for equita- 
ble negotiation over fees and over-all 
profits on the account. 


The Tables Turned 

Often an analysis of an advertising 
agency’s operations on one client’s account 
will show inadequate rather than exces- 
sive profits. This is apparent from the 
fact that before-tax profit of an avera, 
agency is only about 1.5% of sales, clear- 
ly an inadequate profit in a somewhat 
speculative personal service business. 

However, where an independently pro- 
duced television program of substantial 
cost is used by an advertiser, its agency 
can secure a large income in relation to 
its cost. Usually advertisers use no such 
single medium and the agency’s costs in- 
curred in other areas almost always offset 
excess income from such programs. 


® Contrary to much innuendo, there has 
been little reluctance on the part of agen- 
cies to show clients cost-accounrting fig- 
ures; it is just that some agencies do not 
have accurate and comprehensive figures. 

Actually, cost accounting analysis has 
not infrequently been used to secure ex- 
tra compensation from the clients of 
agencies. Even big advertisers’ accounts 
frequently fail to provide sufficient in- 
come (on the traditional 15% commission 


basis) to break even, much less to earn 
reasonable profits. 


A Calculoted Risk 


Now let’s look at the calculated risk an 
advertiser takes when he asks an agency 
to cut its compensation. If an agency’s 
total before-tax profit from an account is 
3% of its billings to that account, the 
elimination of the entire profit would cut 
the advertiser’s cost 3%. The agency 
would be left with no profit at all, and in 
return for reducing the cost of its adver- 
tising by 3%, the risk of reducing the 
quality of the creative work looms large. 
Highly effective advertising can and of- 
ten does produce many times the results 
that mediocre advertising does. 

Too frequently conclusions are made by 
considering only the amount of an ex- 
pense without carefully evaluating the 
effects of saving a few dollars. Creative 
talents are becoming fewer as there is 
less and less opportunity for individual- 
istic unstandardized thinking, but adver- 
tising depends largely on fresh creative 
approaches. To discourage the compara- 
tively few talents for the sake of saving a 
percentage point or so in an advertising 
appropriation seems to us the height of 


folly. 


= But cost accounting can be used con- 
structively. Instead of speculating on how 
little creative advertising talent can be 
purchased for, consider what might stim- 
ulate such talents to do more effective 
work, One of the great designers recently 
remarked that his people could do the 
impossible for the client who stimulated 
their imagination and appreciated their 
contributions, but that the same team 
produced only ordinary results for the 
client who had no such stimulating, re- 
warding treatment to offer. 

Cost accounting can show what an 
agency has spent in operating a client’s 
account. Further analysis can disclose 
how much effort and cost has been allo- 
cated to each portion of the work. By re- 
viewing such statistics and planning 
ahead, advertiser and agency can develop 
a positive approach that may produce 
more effective advertising. It might be 
well for the agency industry to ask large 
advertisers to give them more security by 
guaranteeing minimum yearly compensa- 
tion to assure the funds required to main- 
tain the personnel and facilities needed 
to produce the most highly effective work. 


# Contrary to popular opinion, most ad- 
vertising agency men work to produce 
something of value, as well as to secure 
monetary reward. Stimulated by the 
knowledge that their contributions to a 
selling problem can greatly affect their 
client’s welfare, worthy creative men 
gravitate to the advertising agency field 
because the greatest reward for work is 
not only dollars of compensation but the 
knowledge that the work itself is needed, 
wanted and appreciated; that when it has 
been performed something has been add- 
ed that wasn’t there before. # 


Looking at Radio and Television ... 


Me, Too, and Proud of It 


By the Eye and Ear Man 


The most common complaint among 
television sponsors, agencies, critics and 
egghead executives is that the medium 
has become a stronghold of mediocrity 
and “me tooism.” The charge is abso- 
lutely correct. It is also reflective of the 
era in which we live and the people tel- 
evision must serve. 

Alas, gone are the days of the derring- 
do, the individualist, and the guy in tel- 
evision who could persuade a sponsor to 
let him try out a whacky idea just for the 


hell of it. Just as surely as the Sewell 
Averys of industry have made way for 
the scientific managers, so has the tele- 
vision industry been forced to mold itself 
into a pattern of safety over creativeness. 


® The iron facts of life are very clear: 

1. Television is the principal national 
medium for many advertisers. 

2. Television is a mass medium. To pay 
off properly, the advertiser’s vehicle must 
reach everybody—or as nearly as possi- 
ble. 


Advertising Age, December 9, 1957 


The Creative Man’‘s Corner.. . 


‘ 9 The Mercury label commands respect-afloalashore and aloft! g 
— Sicio'G Mas cal IMME MNoied We Toate locas band ears exeoses ene ee AMERICAN 


We did a double take on this ad. “The Mercury label,”’ we read, “commands 
respect—afloat, ashore and aloft!” Then we noticed the happy, happy people 
(happy, happy like so many people in advertisements) on a boat. And a sec- 
ond later we saw tags, obviously Mercury tags, swinging from a topcoat 
and what appears to be a collapsed Scotch cooler. (What he’s doing with a 
topcoat when his wife—or somebody—is in a bathing suit, we can’t fathom. 
Or what she’s doing in a bathing suit in Detroit the last week of Septem- 
ber. . .) 

Anyway, we figured both the topcoat and the collapsed Scotch cooler were 
probably both made of Mercury cloth or something. Or that they had both 
just been cleaned by genuine Mercury dry cleaners. Or that the guy had just 
been to see a Mercury used-car dealer. 

Nope. That wasn’t it at all. This is an ad for an American Airlines flight 
called the Mercury. We got that when we started to read the copy—which, 
the way we read it, went, “The far-famed Mercury label symbolizes the 
luxury the fastest airliner in the nation, elegantly with the leader in the world 
of flight. Aboard the Mercury finest food and most attentive service in the 
air, You travel pleasantly in the company of America’s. And all this at no 


extra fare. It’s no wonder. . .” 
You try it. + 


3. Everybody includes a few geniuses, 
a lot of medium IQs, and a few morons, 
imbeciles and idiots. 

4. In order to have an opportunity to 
sell to everybody, the advertiser must 
place his simple commercials on a pro- 
gram that anybody can understand. 

5. Everybody can understand westerns. 
A good guy goes after bad guys and hits 
them and shoots them until he wins. He 
is always six foot six, pure as the driven 
snow, and always wins. 


= 6. Everybody can understand a clown. 
Provided he doesn’t say anything witty. 

7. Everybody can understand a pop 
singer. 

8. Everybody can understand a quiz 
or a game or a panel show, provided they 
are told every minute what the answer 
is. 


9. Guys who work hard for a living all . 


day don’t want to come home to be de- 
pressed by a lower-depths type problem 
drama about dear Lizzie Borden or ador- 
able Hungarians. 

10. Despite the wishful thinking of 
many educators and advertisers of the 
station wagon set, the great public is not 
sophisticated, informed, or chic. If any- 
one doubts this, all he has to do is ride a 
subway, walk around a small town asking 
some elementary questions, or get out of 
his social] set and take a job in some 
manual capacity. 

11. If an advertising agency does not 


counsel its clients to take a safe televi- 
sion program instead of a capricious one 
that would be the darling of the Racquet 
Club or the Union League, that agency 
will be thrown out because of failure to 
deliver an adequate audience. 


s 12. If the management of a company 
persists in entertaining itself, instead of 
backing a program with average circula- 
tion or better, it will soon find itself the 
subject of stockholder criticism and pos- 
sibly action. (A notable exception to this 
axiom is “The Voice of Firestone.’’) 

13. No matter what the circulation, a 
Class A half-hour television program 
costs $100,000 time and talent, gross. Ev- 
ery client looks to his agency to deliver 
ratings commensurate with the leading 
shows. If “Gunsmoke” is the No. 1 show, 
that is the benchmark for all shows. 

14. The mysterious concept of some- 
thing different emerging from mediocrity 
is a wispy, ephemeral dream which lacks 
definition or dimension. There has been 
no clear-cut example since the beginning 
of television of that dream’s coming true. 
It is also possible to argue that, since the 
Greek drama and forums, there has been 
no sharp departure from the classic rules 
of entertainment. 


@ The nature of democracy today is to 
wipe out individualism. Our cars are al- 
most identical in every respect; so are 
our split-level homes in the suburbs; our 
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N ESPANOL 


FOCUS ATTENTION around the world on your 
company and its products. Present them at their best to the 
people who matter most—in LIFE INTERNATIONAL and LIFE 
EN ESPANOL. 


With their large page size and superb reproduction, both maga- 
zines are unique in their ability to picture your product appeal- 
ingly in every overseas market. 

LIFE INTERNATIONAL, published in English around the 
world, and LIFE EN ESPANOL, printed in Spanish for Latin 
America, deliver a combined net paid circulation of more than 
635,000 every fortnight. 


With an average of 7 to 8 readers per copy, these magazines 
reach an estimated combined audience of 5,000,000 of your best 
overseas prospects—important people in the worlds of business, 
government and the professions. 


That’s why, through the first nine months of this year, adver- 
tisers have increased their dollar investment in LIFE INTER- 
NATIONAL and LIFE EN ESPANOL by 10%. 


Key people everywhere respond to LIFE’s International Edi- 
tions—as you'll discover when you advertise in their pages. 
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clothes must conform—so must the work- 
ing hours, the hobbies, the press, the 
magazines, the conversations. The self- 
perpetuating professional management 
without ownership, the growth of big 
business and the decline of the small 
business man, the standardization of food, 
and the mass production of thinking 
leave little for the television industry but 
to conform to the tastes of the mass au- 
dience. 

An advertiser must beware of the 
high-flying agency man or network ex- 
ecutive who talks loosely of revolutioniz- 
ing programming in television with a 


On the Merchandising Front... 


“different” program. Such a move may be 
contrary to the best interests of a product 
which must have wide acceptability. 

Once more, fellas, on the chorus: The 
final arbiter of television programming 
is the public. They and they alone will 
ultimately decide what they will accept. 
If the critics of television (which has 
emerged in programming from putridity 
to mediocrity in the short span of ten 
years) want to reform the public, they 
must start at the source—mass educa- 
tion. Until the public is ready for better 
things, the current trend of least common 
denominator programming must go on. # 


Will Tomorrow's Food Volume Be Done 
in Non-Food Outlets? 


By E. B. Weiss 


I don’t recall how many years ago it 
was that, in something I wrote, I ventured 
to remark that, as the food super reached 
out more and more greedily for non- 
foods, the day would come when non-food 
outlets would turn to 
food. At that time I 
suggested that depart- 
ment stores in particu- 
lar might turn to food 
—and several have 
since done that very 
thing and in a pretty 
big way. I also sug- 
gested at the time that 
the drug store might 
fight back at the food 
super by adding dietary foods, foods for 
elderly people, etc., which some drug out- 
lets have done. 

I recall vividly and almost painfully 
the sharp rejoinder those observations 
brought from that indefatigable defender 
and able analyst of the food super, M. 
M. Zimmerman, publisher of Super Mar- 
ket Merchandising. My good friend, Zim, 
was so emphatic in his insistence that 
nobody could ever challenge the food 
super as the major outlet for food that, I 
must confess, I felt caution was the bet- 
ter part of valor and dropped the subject. 


E. B. Weiss 


s But now I would like to return to the 
charge. It appears to me not at all un- 
likely that other outlets will, within 
shall we say the next five years, account 
for a sufficient percentage of food vol- 
ume at retail to make themselves factors 
to be reckoned with by the food industry. 
This is likely to be particularly true of 
the discount house, which right now is 
turning to food with the speed and scope 
that has typified all of the activities in 
this new outlet. (The Masters discount 
chain is planning a 30,000-square-foot 
food department in a new 120,000- 
square-foot store; other large discount 
chains have opened food departments 
and more are on the way. Moreover, the 
head of Grand Union has stated that one 
reason for this chain’s venture into junior 
department stores is the coming discount 
house competition on food. ) 

The explanation is quite simple: Food 
produces traffic. Say that again, because 
it is of vital importance. Food produces 
traffic—indeed, more store traffic is pro- 
duced by food than by all of the non- 
food promotions of al] of the non-food 
outlets combined! 

That is precisely why the food outlet 
has turned to non-foods. The food supers 
enjoy a gigantic floor traffic; what could 
be more logical (if this be logic!) than 
to sell still more to this enormous traffic 
by offering it non-foods (at markups 
higher than those obtained on most 
foods)? 

But it so happens that other mass re- 


tailers are in critical need of more-—ever 
more—floor traffic. This is particularly 
true of the discount house. These low- 
margin retailers will wither away with 
extraordinary rapidity if they do not con- 
stantly increase their floor traffic. 

Now it is generally known that, during 
1957, the over-all traffic pattern in the 
discount house has not maintained the 
pace of its previous astonishingly rapid 
increase in floor traffic. This is one reason 
the discount house has turned to soft 
goods and other merchandise categories. 

But quite recently the discount house 
became aware that food and traffic are 
synonymous. And the discount house has 
apparently reasoned that, if the food super 
can sell non-foods to food traffic, cer- 
tainly the discount house should be able 
to do the same thing. 

I believe that most discount houses can 
merchandise rings around food supers on 
non-foods. In this respect, with only a 
very few exceptions (and these excep- 
tions most certainly do not include the 
large food super chains!) the food super 
just doesn’t bat in the same league as 
the discount house when it comes to low- 
margin merchandising of hard goods, or 
soft goods either, for that matter. In any 
knock-down, drag-out battle on non- 
foods between most food supers on the 
one hand, and discount houses on the 
other hand, I believe the discount house 
will win without even half trying. 


® As for food merchandising, the dis- 
count house is developing techniques that 
will enable it to compete successfully on 
food with the food super. One technique: 
to lease its food department to a food 
super! Simple. And let’s bear in mind 
in this connection that most discount 
houses enjoy a larger net profit percent- 
age than do the food supers—a neat ace 
in the hole for them. 

I earnestly believe that just as hard 
goods and soft goods are now available 
in almost every type of outlet (Wool- 
worth is selling tv sets and a women’s 
apparel chain has added small electrics, 
while Grand Union is going in heavily for 
soft goods and major appliances) so the 
time is very near when food will be 
available in just about every type of 
outlet. After all, remember: food pro- 
duces traffic and these non-food outlets 
may very well find out that they can in- 
crease their traffic less expensively even 
by taking losses on food than by tradi- 
tional methods of producing traffic. (If 
food really gets kicked around by these 
newer outlets—and that seems inevitable 
—what will happen to the present micro- 
scopic net profit percentage of the food 
super?) 


s I think we will find more food items 
being sold by the variety chains and by 
the drug chains. I think we will find 


more department stores expanding their 
food departments. In Buffalo, 15 non- 
food retailers opened a co-op meat mar- 
ket; they are home goods merchants and 
they are fighting back at the home goods 
competition of the food supers. While 
more supermarkets take on phonograph 
records as a sales sideline, one music 
store in Glendale, Cal., isn’t standing idle. 
It has added a line of Heinz soups and 
displays them prominently in the win- 
dow. “Soup sales,” says the owner, “are 
fine.” And I am certain we will find the 
discount house applying all of its skills to 
the merchandising of food to shore up its 
waning traffic. 


s Incidentally, the General Foods plan of 
introducing its new line of prestige or 
gourmet foods through department stores 
may be another straw in this particular 
wind. Under the General Foods plan, 
about 150 top department stores are in- 
stalling gourmet departments, the ma- 
jority on the main floor. This particular 
line will not be available to supermar- 
kets or to discounters—although I might 
mention in this connection that gener- 
ally speaking, when a retailer wants a 
“verboten” line badly enough to pay the 
price, he can usually get it. This gourmet 
line will, of course, represent only a 
fractional percentage of General Foods’ 
total volume, but it is significant that so 
many top department stores are willing 
to give extremely scarce main-floor space 
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to food. Moreover, if the gourmet line 
does well in department stores, there is 
every reason to believe that at least some 
of these department stores will consider 
going into food more generally. As a 
matter of fact, there is something of a 
small trend among department stores in 
this very direction. 


® Does this mean the end of the food su- 
per? Of course not. 

But it does mean—in my opinion—that 
the food super will get more and more 
competition on food. And it will hurt the 
food super because, as I’ve now said sev- 
eral times, food produces traffic. And if 
the food super is to get less traffic, be- 
cause of this new competition on food 
(not to mention as a result of the food su- 
per’s own mad race to open gigantic new 
stores to the point of saturation), what 
will happen to the non-foods in the food 
super? An interesting speculation, that! 

It also means that the food industry 
will find its present amazing variety of 
retail outlets, which run from marinas to 
motels to vending machines in gas sta- 
tions, still further increased. This should 
not upset the food industry too much; as 
a matter of fact, with the food super in- 
creasingly turning to non-foods for vol- 
ume and profit it is a mighty favorable 
development for the food industry to have 
powerful new outlets, particularly the 
discount houses, turning to the retailing 
of food. # 


‘Making Ads Pay'—Down to Earth Book 


By James D. Woolf 
Advertising Consultant 


One of the most practical and useful 
books on advertising I have read in a 
long, long time is “Making Ads Pay” 
(Harper), by John Caples, vp of Batten, 
Barton, Durstine & Osborn. 

Although Mr. Caples 
obviously had begin- 
ners pretty much in 
mind when he wrote 
this book, I know of 
nobody among old 
hands who will not be 
benefited by this re- 
fresher course in time- 
tested but often forgot- 
ten principles. 

I am in agreement 
with Paul B. West when he says in the 
book’s foreword that “there seems to be a 
tendency even among the most competent 
authors to deal with an ever-increasing 
number of aspects of the advertising 
technique or approach, such as motiva- 
tion, pre-testing, post-testing, technolog- 
ical improvements, and a host of media 
selection methods and analyses. As excel- 
lent as these books are...they also un- 
derscore the need for a book such as 
‘Making Ads Pay,’ which deals with the 
basic fundamentals of advertising.” 


James D. Woolf 


® Much of what Mr. Caples has to say is 
based on his unusual background of mail 
order and tested-copy experience. His 
philosophy, evolved out of this experi- 
ence, is that there are seven basic steps 
in completing a sale by means of adver- 
tising, as follows: 

1. Does your ad attract the RIGHT AU- 
DIENCE? 

If your attention-getting device at- 
tempts to attract everybody by simply 
shouting, “Hey, everybody!” you may fail 
to attract the very people who might be 
induced to buy your product. 

2. Does your ad HOLD your audience? 

The reader is anxious to turn the page, 
and may do so immediately if you give 
him nothing but selfish-sounding sales 
talk. 


3. Does your copy CREATE desire? 

Does your copy promise plenty of ben- 
efits? Do you keep on piling up advan- 
tages in short simple sentences? 

4. Do you prove it is a BARGAIN? 

Department stores do this by saying 
“Was $10... now $5.95.” Mail order book 
advertisers sometimes say: “Due to a pur- 
chase of a shipment of fine Indian paper, 
when prices were low, we are able to of- 
fer this volume at an extremely low 
price.” 

5. Do you establish CONFIDENCE? 

If your client is not known to every- 
body, it is good to say things like: 
“Founded in 1898 . . .” “Guaranteed by the 
U.S. Testing Laboratory”...“Money 
back if not delighted.” 

6. Do you make it EASY TO ACT? 

Let us say you have done everything 
correctly up to now. You have stopped 
prospects and you have sold some of them 
on the idea of buying. Now is the time to 
make it easy to act. 

7. Do you give prospects a reason to 
ACT AT ONCE? 

There is one last hurdle. It is inertia— 
the well known human tendency to put 
it off. So include in your ad a reason to 
act NOW. 


® Each of these basic steps is discussed 
at length throughout the pages of Mr. 
Caples’ book. Chapter 13, for example, 
outlines ten ways to make ads believable, 
as follows: (1) be specific; (2) use testi- 
monials; (3) feature the name of the man- 
ufacturer; (4) build confidence in the 
manufacturer; (5) tell a dramatic test of 
quality; (6) use realism in copy and art; 
(7) state approval of experts; (8) give 
proof of popularity; (9) include a guar- 
antee, and (10) repeat important points. 

Mr. Caples’ book contains no discus- 
sion of the id and the libido tendencies it 
develops in humans, and you’ll find in it 
no abstruse delving into the psychological 
mysteries of depth-probing and image- 
making. It is a down-to-earth workbook 
as practicable and usable as Fanny Farm- 
er’s Boston Cookbook or a carpenter’s 
manual. 

“Making Ads Pay,” incidentally, is very 
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When you need large-edition color printing, call in the Clement man. 


Talk it over and give him the details of your requirements. If he finds that Clement 


ie 


Mie ee 


can handle the job, he'll show you how. If not, he'll tell you so. It's a management policy. 
You can depend on him. He’s fully authorized to represent Clement's technical printing knowledge 
and facilities. His in-plant training is careful and extensive. His experience helping other 


customers is wide. Another reason why leading businesses use color printing by Clement. 


J. W. CLEMENT CO. Manvfacturers of Quality Printing 
Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 
SALES OFFICES: Graybar Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Von Orden Co., San Francisco 
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easy to read. Mr. Caples practices what 
he preaches; the words he uses are, when- 
ever possible, so simple and short, his 


sentence structure so clear and easy to 
understand, that the reader’s attention is 
conserved for the contained ideas. + 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Mail Order and Direct Mail Advertising . . . 


Christmas Gift Selling by Mail 


By Elon G. Borton 


Christmas, the great gift period of the 
year, offers a splendid opportunity for 
gift selling, and direct mail tries to take 
advantage of it. On your desk and on your 
living room table are probably at least a 
dozen Christmas mail 
pieces ranging from 
simple one-page circu- 
lars to the 390-page 
Sears Christmas Book. 

These mailings di- 
vide roughly into two 
groups: the mailings 
fom great department 

tores or mail order 

uses, and those from 

ialty gift organiza- 

.ons offering one or more unusual prod- 
ucts. 

This latter group intrigues me. One 
such catalog in front of me offers, in 50 
pages, about 300 different articles—rang- 
ing from bras, polo scarves and skunk 
earrings to windshield de-icer fluid and 
sewer root eliminator. It’s a conglomerate 
collection of odds and ends. Another of 
48 larger pages offers 450 items for the 
house. Another presents special cheese 
gifts from “The Wisconsin Cheeseman” 
while another pictures fruit baskets from 
Texas. 


— 


Elon G. Borton 


s The sales effectiveness of these mail- 
ings rests in two factors. They suggest 
gifts to you, and eliminate the need to 
shop around from store to store for ideas 
and articles. And they make it easy for 
you to buy with their enclosed order 
blanks and in some cases, envelopes. 
Physically, these mailings embody most 
proved direct mail procedures. In most 
cases they picture the article (often in 
color) and they describe it well. With 


brat eyelets ip asserted colors, te har. 
monive with anything you're making 
Me. NEMS Eyelet Settme Ket $298 


BUTTONHOL E MAKER turns oot meat bene 
buttorholes with @ professional look om any 
wewing machine. in 2 fra ol 
im 


; oe exe 
bales, welted or corded, in any length up to 


2% aches Mra D likes this binder becouse 
ts eany for beginners, yet perfect for the 
expert With instructions 

Me. N67E Buttonhole Binder see 


CUTICLE REMOVER CREAM Remove cu 
tiete painieasty without cutting Just rub oo 


WAVE HAIR AS YOU WASH IT) Save 
besuty shop expense emjoy new combencence 


by washing four hat once «4 week in amen 
ing Mante Weve Shampoe The ware set bo 
tion is right Mm the shampoo ust waeh your 
hair ot it! Megie Wave keeps hewr 


DAINTY LINGERIE CLASPS keep the strap: 
of your slips and tres from siding down 
over your shoulders or showing with lew 
cut Grosses These pretty clasps hold 


many of them there is an effort to per- 
sonalize the seller with a friendly note 
from him in the piece and sometimes a 
picture of him or of his family. Copy is 
factual and inviting. 

There seem to be hundreds of these 
specialty gift mailing houses and their 
sales must run into many millions of dol- 
lars. Some of them have developed their 
mailing efforts scientifically and the gen- 
eral advertiser can learn much from 
them about effective procedures. # 
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Judgment by degree: When you have the op- 
portunity or the need to participate in 
choice of expression for an individual face or 
for a series (storyboard, slide or strip film, 
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continuity, movie, group of people, etc.), 
these degrees of emotion may assist you in 
developing and in communicating your vis- 
ual ideas to your art source. 


Degree of Misery 
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How to draw basic expressions, Part 2 


Professional animators look into mirrors and make faces to get natural lines 
for extremes of expression. Since this might frighten you (the complezities, 
not your face), we must explore some simpler methods for your indication 
of facial expression desired in instructions to art sources. 


Last lesson I showed how Mr. & Mrs. 
Fat-Head and children (A), simple 
circles with pleasant smiles and eyes, 
could be used to help the. art depart- 
ment get your story more quickly and 
surely. And how, by turning the 
mouth upside down, a basic misery 
face develops (B). Here, we are 
studying some subtle differences and 
some extremes of emotion, as shown 
by simple changes in simple, easy-to- 
draw features: the eyes and mouth. 
Although these will be fun for you to 
do, they are not just to horse around 
with. They can be used as additional 
aids to idea communication by hith- 
erto non-artists. 


Even in the almost impossibly ideal 
situation of a conference with the 
artist, with you acting out all of it 
with proper shading of emotion for 
each of your characters reflected per- 


fectly on your own face and the artist 
taking flash Polaroid pictures of you, 
you might have difficulty getting your 
story across if (1) the film ran out; 
(2) he snapped at the wrong times; 
(3) everybody in the place started 
laughing in the doorway, having been 
attracted by the flash bulbs. (This 
has dramatic possibilities, but only 
for a Christmas party or adclub play.) 
It will be easier for you to study 
these faces, practice them and use 
them to clarify instructions in your 
roughs to art, when the occasion calls 
for more “life” than is usually al- 
lowed or is necessary to show. 


“When you become self-conscious 
about rules, they impose limitations 
upon you.” Nicolaides, “The Natural 
Way to Draw,” Houghton Mifflin Co. 


Next Lesson: “When the Client Is a Dog” 


Coming: “Common Sense About Common Problems” 
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THE GARY POST-TRIBUNE 


Gary’s only Daily and Sunday Newspaper 


Covering Indiana’s Second Largest City 
and the prosperous Gary Market 


ANNOUNCES 
R.O.P. COLOR 


Available to national advertisers effective January Ist, 1958 
See our rate listing under Gary, Indiana, in the December issue 
of Standard Rate & Data for rates and mechanical requirements 


If you desire rate card, write to our 
National Advertising Department 
or make request to our National Representatives 


BURKE, KUIPERS & MAHONEY * 
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(that last all year long) 


For a different Christmas gift to business friends why not send hand- 
some plants. They add a colorful, masculine touch to any office, and 
serve as permanent reminders of your thoughtfulness. 

You may send plants anywhere thru the world-wide 
facilities of FTD. It’s easy and inexpensive. Just 
have your secretary call or visit the florist who dis- 
plays the famous Mercury emblem. He’ll take care 
of your entire Christmas list— painlessly. Delivery 
is guaranteed. 


This emblem guarantees absolute satisfaction 


ea or your money cheerfully refunded. 


SEND FLOWERS-BY-WIRE , 7. D 
THRU 11,000 MemBeRS OF & /orists’ helegraph kb elivery 
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Nielsen Network TV 


Two Weeks Ending Oct. 19, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 

TOTAL HOMES REACHED 


Rank Program 
1 I Be ee, CI TI eeieeadinteccsrrecccictncecencscsstiavetintoccconzete 
2 75th Anniversary Show (Standard Oil, NBC) .........cccccssssssesseneeserenenenennees 
3 BE UE UII ~ «nna hiecenaietdianibedianaingbnasennshocnpesetacbenscacneesonsncennnennsense - 
4 World Series - Mon.-Wed.-Thurs. (Gillette, NBC) ...... } 
5 Ed Sullivan Show (Mercury, Kodak, CBS) .........ccccccssssersenreeeerseeeernennenee 
6 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........ccccccssssessneneneeenees 
7 Perry Como Show (Several sponsors, NBC) 
8 Playhouse 90 (Several sponsors, CBS) ...........cccccccsseeseerennennnees 
9 Bob Hope Show (NBC) ........ 
10 PU, CN, URED. “petehsicieatnniitenndctisccntciterenesdcchsprdencescecastonccenecinntmninntiil i 
PROGRAM POPULARITY} 7 
Homes 
Rank Program (%) 
1 World Series - Sun. (Gillette, NBC) ........cccccccccceseeresennnerrneenes Gidhinierivenescnseis 53.9 
2 75th Anniversary Show (Standard Oil, NBC) ........ccccccccesssessessenenenennnennnne 
3 DS Gy CED rccternvecnessessonsseevoretrnest 
4 World Series - Mon.-Wed.-Thurs. (Gillette, NBC) 
5 Ed Sullivan Show (Mercury, Kodak, CBS) .......c.cccccccccsssesesssssesnsenseseneensenees 
6 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ccc:seseseeesneneeneenene - 
7 Perry Como Show (Several sponsors, NBC) i 
8 Playhouse 90 (Several sponsors, CBS) .............. s 
9 Bob Hope Show (NBC) a 
10 Come ht A Seared GR. .F, Tippin, COB) cccceccsnccccecsccsescscoscssosececczese ssnseculinnenes 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 A SN I I, a sac ccustincnovosnstsienebeanetnncdicenionns 16,274 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) oo......cccccccccccceseeseeenens 16,150 
3 Edsel Show (CBS) ae 
4 Ed Sullivan Show (Mercury, Kodak, CBS) ..........ccccccccssesseseeseneeeennneeneenees is 
5 ee ee TG is, I, MIE chteitetncetdctictccesicntncoccescrerecenssnecces es 
6 Danny Thomas Show (General Foods, CBS) web 
7 ey Ce WI, SCTE... ccssttseubsibadenenbathdiinesbdeecbpesiasiatonsennpned 
8 Bob Hope Show (NBC) 
9 Ford Show (Ford Motor Co., NBC) ............... 
10 Perry Como Show (Several sponsors, NBC) 
PROGRAM POPULARITY 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ooo... vesepinalioiod 40.6 
2 World Series - Sun. (Gillette, NBC) i — ° 
3 IES SUI. (CUTIE uinnsaiasinseicsiadhestinsineebncabipnglepsiniiehenmtban ibd peewontnediciniginnsiniekinecesoginstnd 38.5 
4° _—_ Ed Sullivan Show (Mercury, Kodak, CBS) ...........cccscssessesssessssvsesnensenesnersnevevees 34.2 
5 I've Got A Secret (R. J. Reynolds, CBS) ................. 33.5 
6 Danny Thomas Show (General Foods, CBS) ............. 32.8 
7 ey IEE CIID ssc tenntatntendcnaiteleeitendasiciaissbenentimnbasicesscssncipavbdudiisemnatecnesibes 32.3 
8 $64,000 Question (Revlon, CBS) idpiblasiciehsscchicildevabaennsaerenneee 32.3 
9 Red Skelton Show (Pet Milk, S. C. Johnson, CBS) oo.........cccccccccceeeeeeeeeee 31.1 
10 Perry Como Show (Several sponsors, NBC) .......cccccccsccsscsseesessseeeeeeseeeeneeeeeecens 30.9 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities and by 
each program. 
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Phil: 
We can put this info to good use 


with the Wilson account. 

Read an article the other day - 
stating that Phoenix has had a whopping 
72 & population gain in the past 10 years. 
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YULE AD—Santa in a red cap and 

coat and black boots carries a Let- 

tera portable in this ad for Olivetti 

Corp. of America scheduled for 

Fortune and The New Yorker in 

December. Geyer Advertising is 
the agency. 


‘Exaggeration of 
Dangers’ Charged 
to Packard Book 


PHILADELPHIA, Dec. 3—Another 
adman has taken up the lance to 
jab verbally at Vance Packard and 
his book, “The Hidden Persuad- 
ers.” 

Irwin W. Solomon, vp and copy 
chief for Al Paul Lefton Co., chas- 
tised the author for “the exaggera- 
tion of the dangers that advertising 
poses.” 

He spoke at an Art Alliance 
Forum here which included Mr. 
Packard and Dr. Digby Baltzell, 
professor of sociology at the Uni- 
versity of Pennsylvania. 

“I think that in most cases,” Mr. 
Solomon said, “advertising isn’t, 
in the true sense of the word, taken 
too seriously. People toy with it 
in the inner depths of their minds, 
know a little of it is silly, some of 
it sound, a bit of it essential and, 
occasionally, vital. 

“But I do think they have the 
core of common sense that makes 
them smile at a bit of advertising 
hyperbole at the very same mo- 
ment they may be moved to try 
the goods. This doesn’t for one sec- 
ond lessen its efficacy or my belief 
in it.” 


® Referring to the book, Mr. Solo- 
mon said: “We have here much 
ado about nothing. There is no 
true indication of a scientific at- 
titude in what purports to be a 
scientific book, right down to the 
sources quoted—and of these 
sources I believe I can say with 
certainty that ulterior motivations 
show through in almost every word 
they speak.” 

Mr. Solomon also objected to the 
inference in the book that selling 
a la Madison Ave. is immoral. 
Lawyers, doctors, baseball teams, 
colleges and authors use similar 
selling methods, he said. 

Even the title of Mr. Packard’s 
book came in for some barbs by 


pointing to specific examples from 
his book. He repeated his hypoth- 
esis that advertising is making 
people neurotic. He also said he 
wrote his book because he felt it 
was important—and to make mon- 
ey. + 


Transcontinent to Wexton 

Transcontinent Television Corp., 
Buffalo, has appointed Wexton Co., 
New York, to handle its adver- 
tising. Wexton will handle adver- 
tising for the corporation and its 
stations—WGR and WGR-TV, Buf- 
falo, WROC-TV, Rochester, N.Y., 
and WSVA and WSVA-TYV, Harris- 
burg, Va. 


EVEN IN GERMAN IT'S: “Sell the POST 


Verfauft die Cinflussreiche Post — 
Das Massenorgan mit gqrosser Wirfung. 


INFLUENTIAL—the mass market of active influence.” 


the agency vp: “The author doesn’t | 


call his treatise ‘An Inquiry into 


the Basic Psychological Drives that | 


Create Sales.’ Too long—wouldn’t | 


sell! Rather we find a title which 


plays upon those very strings of | 


the public’s hidden anxieties which 
Mr. Packard says it is immoral to 
pluck.” 

Mr. Solomon also said practices 
attributed by Mr. Packard to mo- 


tivational researchers have been) 


used in the advertising field for 
many years. 


s Dr. Baltzell warned that adver- 
tising should not be blamed for all 
the ills of society. “If people want 
things, you can’t blame them for 
buying them,” he said. 

Mr. Packard defended against 
the charges of Mr. Solomon by 


How well do you know the Boston market? 


Knowing your product, it’s said, 
is one of the basic rules of selling. 
Just as important — especially when 
advertising your product — is know- 
ing the people you're trying to sell. 
The above pictures should test your 
knowledge of Boston's people, places 
and things. 

A. Sweetheart Gate, Charlemont, Mass., 


where many early American residents 
“plighted their troth.” 


B. Exhibit B in a court trial. This is only 
one piece of evidence that’s been proving 
the popularity of WEEI’s Mystery Thea- 
ter. The new program block features two 
mystery shows a night, Monday| through 
Friday, 10:00 to 11:00 pm. 


Cc. Wood carving in front of an antique 
store, Old Marblehead, Mass. 


D. Two models doing someone a favor— 
but asking one in return. It’s part of a 
drive being conducted in Boston by 
WEE I along with the Hart Model Agency 
on behalf of the United Fund Campaign. 
The girls save parking violators a fine, 
leave a letter of explanation and suggest 
a donation to the fund. 


ge. Greek trumpet in ivory and bronze, 
5th Century B.C., Museum of Fine Arts, 
Boston. 

Every city has its own special char- 
acter. Some think of Boston as 
conservative; others, as quiet but 
progressive. But most important, 
everyone knows that it’s different. 


WEEI Radio has been around Bos- 
ton for over 33 years. WEEI knows 
the Bostonian — his brand loyalties 
and his buying habits. It’s the one 
station in Boston that people hear, 
respect and trust. When your prod- 
uct is up for sale in Boston, cail on 
the station that can deliver you cus- 
tomers. Call on WEEI Radio. 
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You Ought to Know . .watter Seiler 


Just 50 years ago, a young Uni- 
versity of Wisconsin graduate with 
$10 in his pocket came to Milwau- 
kee from Madison, Wis., to locate 
a job as a newspaper reporter. 

He couldn’t find an opening in 


to look elsewhere. 

The advertising field was the 
next he tried, his brief training in 
a stenographic course landing him, 
in 1907, a job as a stenographer to 
the copy chief of Cramer-Krasselt 


the newspaper field and, aware of| Co 
his meager resources, he decided 


The road he’d taken proved to 


aa 


*49 Rich Counties ot / 
Population ; a 

+ 835,600 F OAK oe o 
Effective Buying Income SIOUX” 

 $1,232,245,000 at” - 
Gross Cash Farm Income 4 OWA 

*$1,105,183000 r\\y 


It's easy to sell this Billion Dollar Market thru <7 
One Dominant Advertising Medium. Write _) 
us today for new market brochure. - Ba 
National Representatives JANN & KELLEY, inc, “ad 
4) f Sir } | sie 


Timm Brehm Mackey 


be the right one for young A. Wal- 
ter Seiler, for just the other day 
the 131 employes of C-K joined in 
the celebration of his golden an- 
niversary with the agency. 

During the 50 years with the 
agency, he’d taken many hurdles, 
finally becoming the agency’s 
president in 1934, and two years 
ago, chairman of the board. 


TV-TULSA covers 45 counties where .. . 


RETAIL SALES TOTAL 
$1,405,638,000.00* 


Food Sales total 
$306,757,000.00* 


Drug Sales total 
$49,078,000.00* 


you get the fabulous 45.° 2: GV. 
ONLY |with . : 


*Sales Management’s Survey 
of Buying Power 1957 


® Mr. Seiler tells, with a twinkle 
in his eye, how he moved from the 
stenographer’s job into copywrit- 
ing. 

The copy chief would dictate ad- 
vertising to him. But when it came 
to transcribing the scanty short- 
hand notes he had taken, Mr. Sei- 
ler found himself ad libbing to fill 
gaps—turning out copy in his own 
style. 

Finally, the copy chief, liking 
Seiler’s writing, put him to work 
producing his own copy. 
Cramer-Krasselt, which now 
ranks well up among the top 25% 
of the roster of the American Assn. 
of Advertising Agencies, was en- 
tering its 1lth year when Mr. Sei- 
ler joined its staff. 

The young agency was the out- 
growth of a publication for cyclists 
known as the “Badger Wheelman.” 
It had been known as the Pneu- 
matic Press for a time before it be- 
came the Cramer-Krasselt Co. 
Its two founders—F. G. Cramer 
and W. A. Krasselt—were printers. 


@ By the time Mr. Seiler started to 
work at C-K, the company was 
capitalized at $10,000. Its early 
clients used a lot of printing, and 
the agency operated seven cylinder 
presses to take care of their needs. 

Each press was named in honor 
of a customer. Six of them bore 
the names Wilbur, Sunproof, Best 
Tonic, Thiery, Nesco and Miller 
High Life. The name of the sev- 
enth is lost to memory. 

A C-K customer could buy 1,000 


Conrad Skeen 

DINERS—Cramer-Krasselt staffers helping mark Mr. 
Seiler’s 50th anniversary are Dick Skeen, copy 
chief; Bob Timm and Clark Brehm, vps; Walter 


impressions off any of the seven 
presses for just $1—10 for 1¢. Pa- 
per sold for 3¢ to 5¢ a lb., and type 
was composed, presses made ready 
and paper hand-fed for upper- 
bracket wages of 25¢ an hour. 

Cramer-Krasselt still does some 
printing for its clients, but the oth- 
er phases of the agency’s opera- 
tions overshadow that service. 

After young Walter Seiler’s 
brief experience as a stenographer, 
his promise in the advertising field 
brought nim appointments as man- 
ager of the media department, 
manager of the service department 
and then secretary of Cramer- 
Krasselt. He hela that post before 
being elected president. 


es Mr. Seiler, in becoming C-K 
president, filled a post left vacant 


Hackney Fink Dumann Misiaszek 


Mackey, Fremont Conrad and Harold Schroeder, 
account executives, and Roy Hackney, Jack Dumann, 
Leo Misiaszek and Herman Fink, production. 


when F. G. Cramer died in 1934. 
W. A. Krasselt was board chair- 
man for the agency until his death 
in 1940. The chairmanship was not 
filled at once; Mr. Seiler succeeded 
to it about 1955, still retaining 
the presidency. 

While he has a great interest in 
the business side of the agency’s 
operation, Mr. Seiler works closely 
with creative groups also. He at- 
tends creative meetings and ses- 
sions of the agency’s plans board, 
as well as meeting with account 
executives. 


s Now 72, Mr. Seiler says he pre- 
fers to look forward, rather than 
back, because “I don’t think a man 
keeps young by looking back.” 
But, on the occasion of his gold- 
en anniversary, agency employes 


Pasteur 


WELL 


Faude Staudt 


WISHERS—Cramer-Krasselt executives congratulate A. W. 


Seiler, president, on his golden anniversary at luncheon festivities. 
They are Herbert Pasteur, exec vp; Lester Ness, media vp; Corry 
Faude, treasurer, and George Staudt, account executive. 


Supermarket News 
PAID CIRCULATION REACH 


*june 24 issue. ABC Publisher's Statement 6/30/57 
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at a celebration luncheon told of 
some of his many accomplishments. 


e There was the Maytag account, 
for instance. 

The Maytag Co., of Newton, 
Iowa, had brought out (about 1918) 
the first self-contained washer. 
Others at that time had to be 
hooked by a pulley to a gasoline 
engine. 

To give the Maytag machine its 
initial push, Mr. Seiler hit on the 
idea of taking the automatic wash- 
er to home economics departments 
of state colleges and universities, 
where it was demonstrated in 
classes. 


e Mr. Seiler became account su- 
pervisor of the Norge refrigerator 
account in 1930. There he took ad- 
vantage of a mechanical innova- 
tion, and for the unit’s rotary com- 
pressor he coined the name, “Roll- 
ator.” At his suggestion, also, 
Norge retained a design expert 
who, he recalls, created the first 
streamlined home refrigerator in 
the appliance field. 

Within about seven years, Norge 
sales zoomed from 38th in the in- 
dustry to fourth place. 


e Using psychology in advertising 
paid off on an advertising account 
with a client producing tree stump 
pullers, the A. J. Kirstin Co., of Es- 
canaba, Mich. 

Farmers were the market, and 
Mr. Seiler called the stump puller 
the “poor man’s stump puller.” 
Farmers, feeling they are down- 
trodden group, thought, “Here’s 
someone that really appreciates 
us.” The result was ads that pulled 
as hard as the stump pullers. 


s At the luncheon, Herbert N. Pas- 
teur, C-K exec vp, who has been 
with the agency 46 years, praised 
Mr. Seiler as “chief architect” of 
Cramer-Krasselt’s growth and for 
his influence for good “exerted to- 
ward betterment of your commun- 
ity and profession.” 

The advertising agency now rep- 
resents 58 accounts within a 300- 
mile radius of Milwaukee. Its cli- 
ents sell more than $1 billion worth 
of products and services annually. 
The agency’s business has doubled 
in the past four years, and Mr. 
Seiler looks to another doubling in 
the next four. 


s Born in upstate Wisconsin (Ar- 
lington), Mr. Seiler has been ac- 
tive in civic and professional af- 
fairs in his city, state and nation. 

For eight years he lectured on 
advertising at Marquette Univer- 
sity’s college of business admini- 
stration. He has written for na- 
tional publications and is the au- 
thor of a comprehensive study in 
the “Advertising Handbook,” a 
widely used text. 

The agency head serves as a 
member of the industrial task force 
committee of the Milwaukee Assn. 
of Commerce. He was the first 
president of the Better Business 
Bureau, which he helped to organ- 
ize, and he has been a director of 
the Community Welfare Council 
and Goodwill Industries. 

As a member of the Greater 
Milwaukee Committee, a civic or- 
ganization composed of leading ex- 
ecutives in the Milwaukee area, he 
is active in urban renewal, lake 
front development and Civic Cen- 
ter planning. 


@ Mr. Seiler serves on the educa- 
tion committee of the Wisconsin 
State Chamber of Commerce. 
Since 1941, he has been state pub- 
licity director for the savings bond 
division of the Treasury Depart- 
ment and is the recipient of Treas- 
ury awards. 

He is a former director of the 
American Assn. of Advertising 
Agencies, past chairman of its cen- 
tral council, and is a past president 
of the Milwaukee Advertising 
Club. 


Recently he was appointed to the 


elections to the Advertising Hall 
of Fame sponsored by the Adver- 
tising Federation of America. 


s Despite the tremendous load of 
activity represented in those fields 
and in the agency’s business, the 
veteran ad executive is interested 
in sports, travel, reading, the the- 
ater and photography. 
He points with pride to some of 
his photo work—35imm. photo- 
graphs of Tucson, Ariz., desert 
areas he has had made up as mu- 
rals for his office walls. 
He and his wife, Elsa, have their 
apartment in the lower East Side 
of Milwaukee. 

Mr. Seiler declares about adver- 
tising: 


“Basically advertising will 
change only as human nature 
changes, and I don’t see any 


change in human nature. People 
are and will continue to be inter- 
ested in personal appearance, sav- 
ings, convenience, what to do with 
leisure time, greater efficiency, 
and keeping up with the Joneses.” 


“49 STATE” 


NATIONAL DISTRIBUTION TODAY MEANS 
48 STATES PLUS THE $300,000,000 
MILITARY FAMILY MARKET IN EUROPE 


The American 


Servicemen and dependents in Europe are an integral part of 
national marketing. They maintain the American standard of 
living—with American products—and their annual purchasing power 
exceeds $300,000,000. This market of more than 100,000 youthful 
families is able, stable and immediately accessible. You can reach it 
through the PX and Commissary system—without export “red 
tape”. And you can sell it through the fact and feature-packed 
American WEEKEND, the American edited “‘Sunday Newspaper” 
for Americans abroad. Learn, now, how the American WEEKEND 


—and American demand—can magnify the market for your product. 


Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES PUBLISHING CO. 2020 ™ 51. NW. Washington 6 
U. $. OFFICES: Boston, Charleston, $.C., Chicago, Dallas, t6no! 


FOREIGN OFFICES: Fronkfurt. London, Poris, Rome, Tokyo 


Erie is 


the only 


In Pennsylvania 


... right after Philadel- 
phia and Pittsburgh. 
Here are three good rea- 
sons why: ® Erie is Penn- 
sylvania’s 3rd city—in 
population, retail sales 
and effective buying in- 
come*. ® Erie leads all 
major** Pennsylvania 
cities in population in- 
crease, 1957* vs. 19404, 
and in retail sales growth, 
1956* vs. 1939#. @ Erie’s 
newspapers, The Times & 
News, deliver the whole 
market. Contrast this 
with some other Pennsyl- 
vania situations, where 


When 

you think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 
—and 

Erie 


The Erie Times evening 


adjacent cities are “com- 
bined” to make up a 


The Erie News morning 


“market” no one news- 
paper buy can cover. 


The Erie Times-News sunce, 


*1957 Sales Management Survey of Buying Power 
**75,000-and-over population 
#U.S. Census. 


nominating committee for 1958 


For the latest market and media data, call The Katz Agency, Inc. 
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REACHING MORE THAN 


600,000 
TV SETS 


IN 75 PIEDMONT 
NORTH CAROLINA AND 
VIRGINIA COUNTIES 


Advertising Age, December 9, 1957 


FAMILY TREE—This color spread in 
the Minneapolis Sunday Tribune 
Nov. 
Northern States Power Co. pro- 
moting use of home appliances. 
Campbell-Mithun, Minneapolis, is 


24 climaxed a series for 


the agency. 


SAG Reports Payments of 
$2,576,491 to Members for TV 


In the year ended Oct. 31, the 


Screen Actors Guild collected and 
distributed to members a total of 
$2,576,491 in residual payments on 
television films, it was reported at 
the organization’s recent annual 


meeting in Los Angeles. Since 
1953, residual payments collected 
by the SAG have totaled $4,790,- 
618. This covers some 5,600 epi- 
sodes in 169 series. 

Looking ahead to the next nego- 
tiations with theatrical and tele- 
vision film producers, which will 
start about two years from now, 
the guild will seek establishment 
of a health, accident, welfare and 
pension plan paid for by employ- 
ers. John L. Dales, executive sec- 
retary, said pension consultants 
have been retained to investigate 
the feasibility of such a plan. 


‘Antiques’ Raises Rates 
Effective with the February is- 
sue, Antiques, New York, will raise 
its rates by 20%, bringing the one- 
time, b&w page rate to $605. 


| Associates 


FTC Stop Order 
on Baldness Ads 


Names Two Agencies 


WasHINGTON, Dec. 3—Two ad- 
vertising agencies were among six 
business organizations ordered by 
the Federal Trade Commission last 
week to stop placing ads which 
make unqualified promises that 
their products can prevent bald- 
ness or grow hair. 

FTC’s orders were directed 
against three Oklahoma City scalp 
treatment organizations, all locat- 
ed at 4621 N.E. 13th St., and their 
advertising agency, Phil Keough & 
Advertising Agency; 
and a Houston scalp treatment 
company, with its agency, Zimmer- 
man Advertising. 

The orders were based on a rul- 


jing that ads for scalp treatments 


must contain language cautioning 
that “the great majority” of all 
cases of thinning hair and bald- 
ness involve “male pattern bald- 
ness’”’ which cannot be retarded by 
any known treatment or product. 


® The agencies were bracketed 
into the orders, the FTC said, be- 
cause they have been active in 
preparing the ads used by the ad- 
vertisers. Ordinarily the FTC does 
not direct false advertising orders 
against an agency if it feels that 
primary responsibility for the 
false claim rests on the client. 

The commission said 90 to 95% 
of baldness stems from male pat- 
tern which will not be remedied by 
treatments and preparations. In 
ordering the use of strong dis- 
claimers in scalp treatment ads, 
Commissioner Sigurd Anderson 
observed that anything less than a 
warning that treatments are of no 
value in most cases would be in- 
adequate, since the public is not 
aware of the frequency of male 
pattern baldness in scalp condi- 
tions. + 


D'Arcy Adds Olin Products 
Olin Mathieson Chemical Corp. 
has appointed D’Arcy Advertising 
Co., New York, to handle adver- 
tising for Plantrons fertilizer and 
other lawn and garden products. 
D’Arcy already handles advertis- 
ing for seven Olin Mathieson 
divisions. Grey Advertising Agen- 
cy is the previous Plantrons agen- 
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Here is the Phoenix employment 
I was telling you about. 
Certainly is amazing the way 
part of the country is growing. 
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Om LOVE MEAT TENDER? 


Thorofare 


Owe, Love TENDER MEAT ? 


TRerofa 


We've got 
“Southern 
Smérgasbord,”’ 
Fa balanced 
é diet of URBAN 
EDITED—A zealous poster man (or anti-Elvis man) used his scissors and changed it—bringing the total / ‘and RURAL 
couldn’t believe that Thorofare Markets would or- Pittsburgh showing to 44 of the original and ‘one —, Bay . os ith liberal 
der a poster reading “Love Meat Tender?” so he “Love Tender Meat?” an ~ a 
; WNEI portions of permanent 
Indiana Steel Names Gittins (effective Jan. 1. Gittins already ei 


British Trawler 
Group May Pick 


New Ad Agency — 


Lonpon, Dec. 3—Patrick Dolan, | 
chairman of Dolan, Ducker, Whit- | 
combe & Stewart Ltd., has often) 
boasted: “We have yet to lose an 
account.” The boast still held last 
week, but Mr. Dolan was consider- | 
ing that there has to be a first time | 
for everything. 

At stake: The British Trawler 
Federation account; envisaged 1958 
expenditure: £300,000 ($840,000). 

Carl Ross, chairman of the BTF 
advertising committee, refused to 
comment on reports that the com- 
mittee had already decided to end | 
the arrangement under which the | 
DDWS shop has handled the ac-| 
count for the past three years. 

He merely said: “There is to be 
a meeting in the near future when 
the whole matter will be dis- 
cussed.” 


® On the agenda at that meeting 
will be a major rumpus in the BTF 
which may bring a switch of agen- 
cies or even a cessation of all ad- 
vertising and publicity. 

Pat Dolan explained that funds | 
for BTF campaigns are subscribed | 
by all distant-water trawler owners 
on a voluntary levy based on tand._| 
ings. } 

“One leading trawler owner re-| 
fused to contribute to the 1958) 
budget, hence the whole program | 
is now in jeopardy,” Mr. Dolan told 
ADVERTISING AGE. 


® He said DDWS would continue | 
to work for the BTF, certainly until | 
the end of the year, “but if pred 
is no budget next year, or if these 
differences of opinion cannot be re- | 
solved, obviously we are out.” 

Mr. Dolan said the 1958 pro-| 
gram envisaged an expenditure of | 
£300,000 and embraced a continu- | 
ation of the present BTF public 
relations activities, a specific cam- 
paign to bolster the fish friers of 
the country and thus sell cod; and 
a general fish selling campaign. 

“All media were to be used—tv, 
outdoor, press, magazines, and 
point of purchase,” he said. 

“This program was endorsed 
100% by the advertising committee | 
of the BTF and recommended | 
unanimously to the federation’s 
board.” # 


Cutter Names Jordan, Sieber 

Jordan, Sieber & Corbett, Chi- 
cago, has been named to handle the 
advertising of human biologicals 
and hospital products for Cutter 
Laboratories, Berkeley, Cal., ef- 
fective Jan. 1. Boland Associates, 
San Francisco, is the current 
agency. Jordan, Sieber has been 
handling Cutter’s pharmaceutical 
specialties. 


Hammer Joins Chirurg 

Benjamin A. Hammer, formerly 
with H. B. Humphrey, Alley & 
Richards, has joined James 
Thomas Chirurg Co., Boston, as 
an account executive. 


PR ga: 


* MILITARY bases and 
COLLEGES. 
Second helpings? Why sho’nuff. 


channel, nine \' 
Indiana Steel Products Co., Val-| has the account of Stearns Mag- a" 


paraiso, Ind., manufacturer of per- netic Products, a Milwaukee divi- 
manent magnets, has appointed|sion of Indiana Steel Products. - “f. 
Bert S. Gittins Advertising, Mil-|Fensholt Advertising previously SURES eal Si ae 
waukee, to handle its advertising| handled Indiana Steel. 


JUST ARRIVED 
FROM HAMMERMILL... 


TWO NEW WHITES IN COVER PAPER 
CTAMBARD:  wuiicinec erase 


white Hammermill Cover provides better contrast, whether 


you’re printing in black and white or in colors. No in- 


A new premium white with fluorescent dye—for that 


\ \ | / a. re ; 
extra brilliant background you need for special effects 
—_ — printing. Yet it costs no nore than colored Hammermill 
Cover. A stock item. 
nt bo 


ASK YOUR PRINTER to show you samples of like-sided 
Hammermill Cover. In addition to the two new whites, 
you can get Hammermill Cover in india—plus green, 


blue, black, canary, sepia, gray, red and gold. 
Hammermill Paper Company, Erie, Pennsylvania. 


MMERM i, , 
ve COvER ~ 


BY THE MAKERS OF HAMMERMLLL BOND 


FOR CATALOGS + BOOKLETS + MENUS + PRICE LISTS + FOLDERS + BROABSIDES + MANDALS 
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Audio-Visual Assn. Publishes 
New Directory of Dealers 
Arrangements for all types of 
audio-visual presentations, projec- 
tion services, rental or purchase of 
audio-visual equipment, and tape 
recording of meetings throughout 
the U.S. and Canada can be made 
through the use of a new directory 
just published by the National Au- 
dio-Visual Assn., Fairfax, Va. The 
new directory contains information 
on the specific services offered by 
some 400 audio-visual dealers. 


Doherty, Clittord Names Two 
Doherty, Clifford, Steers & 

Shenfield, New York, has appoint- 

ed Garven Dalglish, formerly with 


William Douglas McAdams Inc., 
head of the copy department of 
its professional division. Doherty, 
Clifford also has named Nicholas 
Evans, previously a product man- 
ager on Spic & Span at Procter & 
Gamble, an assistant account ex- 
ecutive. 


CBS Radio Adds Sponsors 

In the new business lanes at 
CBS Radio, New York, are Carna- 
tion Co. (Erwin, Wasey, Ruthrauff 
& Ryan) for a quarter hour of 
“House Party”; California Prune & 
Apricot Growers Assn. (Long Ad- 
vertising) , for two 74-minute seg- 
ments of the same show, and Ster- 
ding Drug (Compton Advertising) 


for five 74% units of various day- 
time dramas. 


Marsak Joins Reach Shop 

Barbara Marsak, formerly with 
Crossley, S-D Surveys and Erwin, 
Wasey & Co., has joined the re- 
search department of Reach, Mc- 
Clinton & Co., New York, as a proj- 
ect supervisor. 


Bertsch to Gallo Winery 
Kenneth C. Bertsch has been 
named a marketing vp of E & J 
Gallo Winery, Modesto, Cal. He re- 
cently resigned as vp and general 
sales manager of the Wine Growers 
Guild, Lodi, Cal., where he had 


been for 12 years. 


Obviously Undispensable 


By providing a fast, complete and objective report of 


industry news and ideas, Supermarket News has 
built a paid circulation of 51,171. (6/24/57 a.0.c. 


This unmatched news and ideas service makes the industry's only 
national weekly publication indispensable reading for more and more 


decision-making executives. 


A Fairchild Publication 


Supermarket News + cast 12th street, n.¥.3 
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. JACKSON DAILY NEWS 


Saturate Mississippi's top market 


You reach over 90% of all homes in Jackson—the 


State’s retail trade Center with the CLARION LEDGER 


*Plus reaching 10% to 90% of all homes in 31 surrounding Counties 


(Radio) 
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“EDUCATIONAL” PROGRAMS 


PRIME EVENING TIME VS. THE SUNDAY AFTERNOON 
“INTELLECTUAL GHETTO” 


24.9 


43% 


SOURCE: NIELSEN TELEVISION 


ANSWER TO CRITICS—This chart is CBS-TV’s Jay Eliasberg’s answer 

to those people who say the so-called “good” programs on Sunday 

afternoon would draw a bigger audience if given a better time spot. 

It shows the comparative pull of three of these good programs when 

slotted in the Sunday afternoon “intellectual ghetto” and when slot- 
ted in prime evening time. 


INDEX 


SUMMER vs. WINTER 
RATINGS 


GEE OCTOBER 1956 - APRIL 1957 
O22 MAY 1957 - SEPTEMBER 1957 


ZZ 
‘S64 000 
TUNE QUESTION = SECRET CLOCK «= WELK SHOW PROGRAMS 


WAME THAT ve cor A BEAT THE §=LAWRENCE ALS 


CHALLENGE — LINE 
SOURCE: NIELSEN TELEVISION INDEX 
REBUTTAL TO A LEGEND—Mr. Eliasberg offers this summer-vs.-winter 
ratings comparisons on telecasts that stay on the year around with 
pretty much the same entertainment level to rebut the “legend” that 
summer sets in use wouldn’t fall off so much if networks and ad- 
vertisers would keep up their program standards. 


AVERAGE DAILY HOURS TELEVISION SET-USE 
(By Month) 


TOTAL DAILY HOURS 5:36 


s10 


SO. 
SS S 


S 


may auc. SEP. ocr. NOV. DFC 


* SUNDAY - SATURDAY, 6 PM ~ 12 MID. CMY.T. 
* © MONDAY - FRIDAY, 7AM ~ 6PM CYT 
SOURCE: NIELSEN TELEVISION INDEX 1956 


MORE AGAINST SAME LEGEND—This was cited as more evidence for 
discarding the “legend” that summer fall-off in viewing is due to 
inferior programming. Mr. Eliasberg points out that the first big 
drop in set use comes in May when the regular winter attractions, 

for the most part, are still running. 


HAVERHILL GAZETTE 
94% CITY ZONE COVERAGE 


COMBINED THE THREE BOSTON EVENING NPP’S 
HAVE ONLY 5% COVERAGE IN THE 
PROSPEROUS HAVERHILL MARKET. 
CORPORATE AREA ==—=$80,147,000— _surinc income 


THE HAVERHILL GAZETTE 


WARD-GRIFFITH CO. INC. GEORGE W. McLAUGHLIN 
NATIONAL REPRESENTATIVES ADVERTISING MANAGER 
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Renault Eyes Goal 
of 55,000 Car Sales 
in U.S. Next Year 


New York, Dec. 3—Renault 
Inc. plans to sell over 55,000 cars 
in the U.S. next year. 

The French automobile company 
made this triumphant prediction 
at a press conference that was 
mixed with sadness because of the 
recent death of Robert Lamaison, 
who was in charge of Renault’s 
U.S. operations. Mr. Lamaison and 
his wife were aboard the Pan- 
American Airways plane that went 
down in the Pacific on Nov. 8. 

Bernard Vernier-Paillez, exec 
vp of the French company, an- 
nounced that Mr. Lamaison’s suc- 
cessor will be selected shortly. 

He reported that Renault sold 
22,000 cars here in the Jan. 1 
through Nov. 15 period, compared 
to the 2,000 sold in all of 1956. He 
said the company expects to sell 
30,000 cars by the end of this year. 

(These figures represent deliv- 
eries by Renault to dealers. New 
car registration figures show that 
Renault sold 13,220 units through 
August.) 


® The Dauphine—the car Renault 
especially designed for the Amer- 
ican market—accounts for the vast 
bulk of these sales. 

Mr. Vernier-Paillez said Renault 
is in the midst of a far-reaching 
expansion program. A new $30,- 
000,000 gear box and engine fac- 
tory is being built at Rouen. It 
will, he said, be completely au- 
tomated. 

Renault has also formed a ship- 
ping company to transport cars to 
the U.S. Six ships, each with a 
capacity of 1,000 cars, have been 
chartered. 

Mr. Vernier-Paillez said Renault 
is now turning out 1,010 Dauphines 
a day. In the U.S., the company 
now has 15 distributors and more 
than 400 dealers. 

In response to a question, he re- 
vealed that Renault has spent 
$400,000 on advertising so far this 
year. A campaign was recently 
launched in The Saturday Evening 
Post and Mr. Vernier-Paillez said 
he thought that promotion in mass 
consumer media would be contin- 
ued in 1958, when the company ex- 
pects to increase its sales by 80%. 

Mann-Ellis Inc., New York, is 
the Renault agency. + 


‘Breeder's Gazette’ Sold to 
American Ag Services 
Breeder’s Gazette, Louisville, 
the 76-year-old livestock farming 
magazine, has been sold to Amer- 
ican Agricultural Services Inc., 


Mount Vernon, Va., owner and/| 


publisher of the Vo-Ag Teachers 
Directory & Handbook. The new 
owner will take over with the Feb- 
ruary, 1958, issue. 

R. Lano Barron is the new pub- 
lisher, succeeding Bailey Guard. 
Samuel R. Guard has owned the 
publication 29 years and will re- 
main on the editorial staff. The 
new advertising director is Bill 
Howard, who will headquarter at 
Columbia, Mo., new editorial and 
ad headquarter. John B. Hensley 
will be managing editor. Future 
plans for the magazine, which has 
a circulation of 160,000, include 
the addition of an enamel cover 
suitable for full-color advertising. 


Bogner & Martin Adds Papers 

Bogner & Martin, New York, has 
been appointed to represent 41 
Catholic weekly newspapers pub- 
lished in the U.S. The group of 
newspapers is called Catholic Fam- 
ily Newspapers. 


Home Publications Names Scott 


Home Publications Inc., which 
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Godwin Joins Air Trails 
Charles Godwin, formerly direc- 
tor of station relations of ABC Ra- 
dio, has been appointed director of 
development of Air Trails Net- 
work, Dayton, O. The network op- 
erates radio stations WKLO, Lou- 
isville; WING, Dayton; WCOL, 
Columbus, and WIZE, Springfield, 
O. It assumed ownership of 
WVDA, Boston, Dec. 2. 


Otis, Buss Agencies Merge 

R. H. Buss & Associates and Don 
Otis Inc., Los Angeles agencies, 
have merged under the Buss name 
as of Dec. 1 and operate out of the 
Buss agency’s offices. Don Otis, 
head of the Otis agency, is now vp 
of Buss & Associates. 


Wade Adds L.O.F. Glass 

Wade Advertising Agency, Chi- 
cago, has been named to handle ad- 
vertising for L.O.F. Glass Fibers 
Co., Toledo, maker of glass fiber 
textile yarns and _ insulations. 
Brooke, Smith, French & Dorrance 
is the previous agency of record. 


THE RURALIST COVERS INTENSIVELY 
MISSOURI'S 80,656 TOP COMMERCIAL FARMS 
95.5% of all MISSOURI RURALIST subscribers LIVE ON FARMS.* 


MISSOURI RURALIST subscribers OWN 375,000 


Automotive Units (tractors, trucks, cars). Due for 
early replacement are 122,957 of these units.* 
In Missouri, the REAL farm market is the 
MISSOURI RURALIST SUBSCRIBER MARKET. 


Use ™ 


*Petroleum & Automotive Markets (1957). 


SSOURI RURALIST 


STATE FARM PAPER FOR MISSOURI 


has moved to new offices at 85 Post 
St., San Francisco, has appointed 
Duncan A. Scott & Co. its West 
Coast representative. 
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FOOD SALES” 


Take your food advertising— 


Place it in the Cc 
Add a dash of ROP color— 


Let it circulate throughout the more soon porate 
wont by the Dispatch in 
; , a 

trading area. ' 
volume and bette! 
out the food trade. 


| Repeat this recipe often - . 


your appetite f 
food sales last ye 


—"" 


RECIPE FOR 


olumbus Dispatch— 


Result will 


or more sales in thi 
ar were more than $ 


the 12-count 
be a generous 1 
acceptance for your P 


_ it’s sure to satisfy 
s market where 
188, 


n 195,000 homes | 


nerease in “ales 
roduct through- | 


000 000. | +H 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, Los Angeles, San Francisco 


RESORT REPRESENTATIVES: McAskill, Herman & Daley, Inc., 


Miami Beach 
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the way to 
more effective 
media selection 


Denver Retailers point 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


“Good Morning'’ Newspaper 


FIRST in 9 important Media Records 
retail classifications with 2,569- 
4 633 lines, 58.7% of all linage in 
these classifications, first 10 months 
of 1957. 

L Media Records 


Pioneer Advertiser to 
Again Hike Budget 26% 
Using Chiefly Magazines 


Cuicaco, Dec. 3—Kroehler Mfg. 
Co., the Mr. Big of the furniture in- 
dustry, will commemorate its 65th 
anniversary next year with a $1,- 
000,000 three-month drive begin- 
ning in March, “the largest ad 
campaign in the history of the fur- 
niture industry.” 

The theme and key phrase, “Our 
crowning achievement in furniture 
value,” will spark a four-color 
spread to appear in 10 magazines 
and 26 Sunday supplements, be- 
ginning with Life March 3. The ad 
will feature a correlated living 
room, bedroom and dining room 


A> 


Use This Space to Print or Type Your Classified Advertising Message 


Almost everybody of 
importance in 
advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Try it—use this handy form today. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State ae 


Clip and mail 
this form to 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 

200 E. Illinois St. 

Chicago, Ilinois 


group, created especially for 
Kroehler’s 65th anniversary sale. 
The spread will show 25 indivi- 
dual pieces in modern styling in a 
bleed ad, with the furniture float- 
ed on a blue background. The line 
is in the popular price range, ac- 
cording to Kroehler, with, for ex- 
ample, a sofa and chair retailing at 
$199.50. 

The same ad will appear again 
in Life April 14, in The Saturday 
Evening Post March 15, Look 
March 18 and April issues of Bet- 
ter Homes & Gardens, House & 
Garden, Ladies’ Home Journal and 
McCall’s. It will run in May issues 
of American Home, House Beauti- 
ful and Living for Young Home- 
makers and will appear in the 26 
supplements April 13. 


s Kroehler dealers were informed 
of the promotion last week in a 
letter from D. L. Kroehler, presi- 
dent of the company, and in a ser- 
ies of ads in furniture trade publi- 
cations which began last week and 
will run through the end of 1957. 

Kreehler also is publishing an 
illustrated booklet on the history 
of the company, which will be dis- 
tributed early next year to dealers 
and stockholders. 


$1,000,000 Spring Furniture Push 
Will Mark Kroehler’s 65th Birthday 


by Henri, Hurst & McDonald, the 
company’s first and only agency. 
Henri, Hurst has had the account 
since Kroehler placed its first na- 
tional ad in 1914 in The Saturday 
Evening Post. 


® P. E. Kroehler, one of five em- 
ployes of the company when it was 
formed in 1893 in Naperville, II1L., 
became president 10 years later at 
the age of 31. About a decade after- 
ward, he formed a client-agency 
association with W. B. Henri, one of 
the founders of Henri, Hurst & Mc- 
Donald, then a tyro in the agency 
business. 

D. L. Kroehler succeeded his fa- 
ther as president in 1938. 

Kroehler, which calls itself the 
world’s largest furniture manufac- 
turer, expects to chalk up sales of 
$93,000,000 in 1957. Sales last year 
were $84,000,000, and a consider- 
able portion of the approximate 
$9,000,000 increase in ’57 may be 
attributed to the furniture division 
of Mengel Co., which Kroehler 
purchased late in 1956. 

To date, none of the furniture 
manufacturers in the U. S.—which 
number almost 4,000, many of 
them small operations with but a 
few employes—has reached the 
$100,000,000 sales mark. 

Mr. Kroehler said his company 
leads the next largest furniture 
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ee cs] y 
A Commetic Stuvingine “That Benishes Dumbeall id 
BREC K - 


OUT WITH ITt—John H. Breck Inc. 
is scheduled to complete national 
distribution of Banish, its dandruff 
treatment shampoo, on Jan. 1. The 
promotion kicks off on the Shirley 
Temple show Jan. 12. N. W. Ayer 

& Son, New York, is the agency. 


manufacturer by about 60%, but 
sells only 8% of the upholstered 
furniture produced in the U. S. and 
14% of that made in Canada. 
Kroehler now has distribution 
through about 10,000 dealers in the 
U. S. and Canada. Over-all opera- 
tions are directed from the Naper- 
ville headquarters, with sales of- 
fices and showrooms in Chicago. 
Two new plants to be opened next 
year in Fremont, Cal., and Mere- 
dian, Miss., will bring the number 
of Kroehler furniture production 


You, too, can get 
j help in 


ates 


ehtortive mer 


Muncie, 


Mr. Dick Pauley, District Sales Manager 
for the NUTRO and DEAN MILK com- 
panies says, “Asking for newspaper co- 
operation always gets a definite response 
from The Muncie Star and Muncie Eve- 
ning Press. The answer is always a definite 
*yes’.” 

Why don’t you use Eastern Indiana’s two 
great newspapers? 


Kroehler dealers, who do not re- 
ceive a co-op advertising allow- 
ance, will be supplied with a com- 
prehensive package of tie-in ma- 
terials with which to merchandise 
the company’s anniversary sale 
advertising. 

The promotion is being handled 


x 
a. 


The MUNCIE STA 


National Representatives: Kelly-Smith Company 


MUNCIE, INDIANA 


THE INQUIRING ADVERTISER: 


“What's Wrong With 
My Sales Approach 7” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: I’m missing sales in the Memphis mar- 
ket. What's wrong with my sales approach? 


Mr. Pepper: bs — Be) — Ane 
ume sales in Memphis, ou haven't re- 
alized that the Negro population makes up 
over 40% of the Memphis trading area! 
Mr. Ferguson: And you're missing high 
volume sales .. . and profits. . . if you 
haven't realized that with WDIA, the first 
radio station in the area to program exclu- 
sively to Negroes, you can sell this Memphis Negro 


market as a unit! 

Mr. Fogger The low tage of television ownership 
amo: egroes and low Negro readership 
——y that you can’t reach the Memphis Segre effective- 
ly through these media! 


Mr. F : You don’t reach this market with any 
other station, either, since Memphis Negroes listen 
first and foremost to WDIA. Within 
one year after its change to exclusive 

1A jumped 


N rogramming. 
to first’ position in overall audience 
in every rated time period—and it 
has remained in the top bracket as_ . 
the most-listened-to station ever ( 
since! 

Mr. Pepper: WDIA's all- staff tailors its - 
ming exclusively to the Negro’s particular cetes and 
excercises an unmatched persunal appeal to cemmand 
his loyal listenership. A sales responsive listenershi 
which wields © purchesing power of well over half. 
billion dollars! 


power of $616,- 


Mr. poagmeon: With an annual earni 
em e average, 


294,100, phis Negroes spent, on 
of this income on consumer le 
Mr. Pepper: And WDIA, with the 
only 50,000 watt transmitter in the 
area, combines power, coverage and 
following to deliver this Memphis 
market to you as a unit. It’s a ready- 
made, sales-responsive market! 
Mr. Ferguson: A high volume market 
which buys 47.3% of the bread sold 
in Memphis. . . 52.5% of the shortening . . . 52.9% of the 
women’s hosiery! 
Mr. Pepper: The Negro has become a vital contributing 
factor to the booming economy of the Memphis area, 
with its steadily increasing industrial and commercial 
wth. He is elevating his standard of living .. . he is 
uying more consumer goods. 
Mr. F : He is buying more because he is earning 
more! e Memphis Negro has a higher comparable in- 
come than Negroes in any other area in the whole coun- 
try. According to a recent 129-city survey by one of the 
country’s largest corporations, Memphis with $28.79 of 
Negro income for every $100 of white income, ranks first 
in ratio of total Negro to total white income. That’s 
three times the average of comparable Negro income in 
—e ... almost five times the average in New 
ork! 
Mr. Pepper: For scores of such year- 
round national advertisers as Colgate, 
Chesterfield, Maxwell House Coffee { 
Nabisco, IA’s unique, hard- “a 
hitting salesmanship delivers vol- 
ume sales and profits unmatched by 
any other medium in the area! 
Mr. Ferguson: WDIA can create the same high volume 
sales for your product. Within its cover: area are 
1,237,686 Negroes—almost one-tenth of the Negro popu- 


lation of the United States! 

Mr. Pepper: And remember again: WDIA can deliver 
this market to you as a unit! Write us today. Let us 
know what product you want to sell. 

Mr. Ferguson: We'll give you facts sho how 

create - ny Ape ‘ this solid Sang ner moorbont 
WDIA is represented nationally by John E. Pearson 
Company 


Commercial Manager, Harold F. Walker 
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facilities to 18. 

Reportedly the industry’s ad- 
vertising leader, Kroehler has used 
a steady schedule since the first ad 
in 1914, L. W. Keller, advertising 
manager, told ApVERTISING AGE, He 
said Kroehler placed its first bkw 
page in 1919 and pioneered the in- 
dustry in color advertising shortly 
thereafter. 


e Mr. Keller, who will have been 
with the company 30 years in Feb- 
ruary—-the past 18 as ad manager 
—said the company has multiplied 
its ad budget tenfold since 1928. 

The company, which is reluctant 
to discuss specifics about annual 
ad budgets, will increase its bill- 
ing in consumer space 26% in 1958, 
Mr. Keller told AA. The total ad 
budget in 1457 was boosted about 
26% over ’56, with a 45% increase 
in consumer space, Mr. Keller said. 

Primary medium is magazines, 
with some space in supplements. 
The company tested tv in Chicago 
and New York about three years 
ago, but has no plans at present to 
go further into tv. 

The company’s basic ad format, 
that of showing its promotional 
pieces in room settings, has been 
used since its first national cam- 
paign. # 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 17-18, 1958. Midwestern Advertis- 
ing Agency Network, Bismark Hotel, Chi- 
cago. 


Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel 
del Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago 

*March 3-4, 1958. New England News- 
paper Advertising Executives Assn., win- 
ter meeting, University Club, Boston 

March 27, 1958. Associated Business 
Publications, annual eastern conference, 
Hotel Roosevelt, New York. 

April 16-17, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dort-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, 
The Greenbrier, White Sulphur Springs, 


W. Va. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 


May 5-7, 1958. Assn. of Canadian Ad- 


vertisers, annual meeting, Royal York 
Hotel, Toronto. 

*“May 25-28, 1958. A iated Busi 
Publications, spring conference, The 


Homestead, Hot Springs, Va. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., summer meet- 
tng, The Broadmoor, Colorado Springs, 
Colo. 

Sept. 10-12, 1958. Direct Mail Advertis- 
ing Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

*Oct. 5-9, 1958. Outdoor Advertising 
Acen. of America, Hotel Sherman, Chi- 
cago. 

*Oct. 20-21, 1958. Agricultural Publish- 
ers Assn., annual meeting, Chicago Ath- 


, 1958. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 23-24, 1958. Audit Bureau of Cir- 
culations, 44th annual meeting, Drake 
Hotel, Chicago 


APRA Helps Visitors 

The Philadelphia Forge of the 
American Public Relations Assn. 
has established a “host” plan to 
help visiting pr and advertising 
men establish relations with media, 
government, suppliers, civic groups 
and business organizations. A 
member of the loca] group will be 
assigned to help any visitor who is 
a member of any recognized ad or 
pr group. Larry Newman, Adel- 
phia Associates, is chairman of the 
committee. 


Proctor & Sparling Formed 

Richard C. Proctor is president 
and Judd Sparling vp of the new 
Proctor & Sparling Advertising 
Inc., 37 Molton St., Montgomery, 
Ala. Mr. Proctor was president of 
Richard Proctor Advertising Co., 
Montgomery. Mr. Sparling was 
with Benton & Bowles, New York, 
for five years, before he moved 
south. A predecessor agency, Dil- 
lard & Proctor, was dissolved last 
month. 
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HEALTH & BEAUTY AID ADVERTISING UP 43% : 
first 8 months of ’57 Fe 
over first 8 months '56 
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© Story of 
a | 


Jenn McMahon 


Pocket size ads 
«(this small 

get storybook returns 
In N.E.D.! 


AND THEY SHOULD! For N.E.D. was deliberately designed 
for only one purpose: to help industry's most active buying 
group do their jobs better, easier, faster. Every month 80,000- 


plus industrial buying influences (not counting pass-along) in 
over 43,800 of the country’s buyingest plants windowshop their 
way through N.E.D. They're on a merry shopping spree... 
mentally making purchases here, sending for more information 
there, planning future buys, passing up this so they can buy 
that. Result? More sales per call, better future prospects. 
Salesmen close 40.5% of calls following up N.E.D. inquiries, 
only 9.2% on cold calls. And 33.3% more of N.E.D. inquirers are 
future prospects. Get the full story. Write today for “How to 
Get Industrial Buying ACTION for Yc per Contact”. 


A | PENTOK | Publication, Penton Bidg., Cleveland 13, Ohio 
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HPA 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 
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Can't ‘Hire’ an Agency 
by Questionnaire Method 

To the Editor: Your Nov. 11 “ex- 
pose” on the indiscriminate use of 
questionnaires by advertisers in 
their supposed selection of agen- 
cies should certainly have a brak- 
ing effect on a practice that was 
gaining too much momentum. As 
an advertising personnel specialist 
who for years has been unalter- 
ably opposed to the use of aptitude 
tests and other mumbo jumbo in 
the selection of executive and cre- 
ative talent for the communica- 
tions industry, I can’t help but see 
an amazing parallel in the basic 
thinking behind this process in 
hiring a man and the basic think- 
ing behind the use of question- 
naires by clients in the “hiring” of 
ad agencies. 

With management today con- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


stantly seeking ways to eliminate 
the variable element of human 
choice in the making of decisions, 
it tries in every way to relegate 
this function to machines, to tests, 
to questionnaires, and to surveys. 
Even in the process of picking a 
man for a job, they try to eliminate 
the human equation of selection by 
submitting a number of candidates 
to an exhaustive battery of tests. 
The candidate with the highest 
score usually gets the job. It’s 
sometimes as simple as that. No 
one individual then is responsible 
for the decision. If the man turns 
out to be a dud, you can always 
blame the tests or the machine. 
And you can’t fire a machine or 
the company that dreamed up the 
tests for making a wrong decision. 

The exact same thing happens 
when an advertiser sets about to 


product of the * 
- revolution in : 


a“! 


agriculture .j 
. B Sa 2 ae 


Since 1940, 1,313,778 farms have been 


absorbed by today’s new 


type of farmer. 


He is the business farmer, the commercial © 


farmer, the professional farmer 


. +» produc- 


ing 78.8% of all farm income. 

In just three years, Poultry Tribune’s aver- 
age farm subscriber has increased his acre- 
age 44% and enlarged his poultry enterprise 
by 39%. Here is the new type of farmer, the 
specialized business farmer . . . whose inter- 
ests are best served by specialized business 
magazines such as Poultry Tribune. May we 


send you our new booklet, 
Farming Is a Business? 


LESLIE A WATT 
President and Publisher 


select an agency. The client sends 
out an elaborate questionnaire 
that delves into the minute detail 
of the agency’s track record and 
the living, breeding, and working 
habits of its staff. The agency with 
the best “score” usually gets the 
account. 

I head up an organization that 
screens and places more executive 
and creative advertising talent 
than any other group in the coun- 
try, and I’ve yet to see a test or 
questionnaire devised that can ef- 
fectively measure the heat of the 
creative spark in a writer or an 
artist, or the merchandising know- 
how of an account man. By the 
same token, what can a question- 
naire reveal about such things as 
taste and the over-all creativity of 
an agency? Only another human 
being or group of human beings, 
using all their own creative intel- 
ligence—and a little intuition— 
can effectively evaluate creative 
ability and potential. In selecting 
an agency or in hiring an execu- 
tive, somebody—not something— 
has to make a decision and be re- 
sponsible for it. 

Jerry Fields, 
Director, Jobs Unlimited, New 
York. 


Florida Tribute Spurred 

The Little Woman Last Year 
To the Editor: I have noted 
The Creative Man’s Nov. 4 col- 
umn with much interest. 

So far as “young wives’ tales” 
are concerned, pardon our point- 


family because we clocked over 
3,000 of them on the opening day 
of Miami Shores Heights. 

So then, who can really under- 
estimate the power of the wom- 
an! 

Leslie A. Stern, 

Newman, Stern & Mandell, 

Advertising, Miami Beach, 

Fla. 

o = e 


Says Business Paper Editor 
Is Important to Agency 

To the Editor: Mr. Marsteller’s 
amplification of your report on 
Chicago t.f. club talk (AA, Nov. 
18) makes sense. While I regret to 
have missed the report, I do feel 
that the editor’s “regard for the 
agency” is as important as the 
agency’s appreciation of the edi- 
tor’s helpful experience, etc. It is 
important to the advertiser, to 
the publisher and to the agency. 

If you will agree that there are 
more business paper advertisers 
who do not have “advertising” 
managers, you will see why agen- 
cies must double as advertising 
managers on such accounts. 

Every morning mail in an agen- 
cy testifies to the fact that pub- 
lishers seldom overlook an 
opportunity to sell the agency. 
The editorial department, on the 
other hand, ignores the agency 
and addresses the advertiser di- 
rect (usually the president) on 
editorial questionnaires, product 
information, requests for photo- 
graphs, etc., etc. 

The advertiser is a busy man, 
not always in town, does not 
maintain files of materials and is 
paying an agency to free him of 
bothersome details. Letters from 
publishers direct to advertisers 
may or may not find their way to 
the agency or, likely as not, after 
the deadline. Both the advertiser 
and the publisher suffer a void 
and the agency can be regarded 
as having been asleep. 

Over the years, I have talked to 
reps and corresponded with edi- 
tors “to mail service requests to 
the agency or mail in duplicate” 


Miami Shores hhetatste 


with little avail. So, let me repeat: 
“I do feel that the editor’s regard 
for the agency is important to all 
concerned and on many accounts 
it is indispensable.” 

Frank P. Wagener, 
Executive Vice-President, 
John B. Morrisey Co., Chica- 
go. 

- s = 

Again a Reminder that 
Fiberglas Is a Trademark 


ing, but we got there sooner! 


lady was prepared by this agency 
more than one year ago. It must 


The attached tribute to the little 


have been shoved under the noses 
of a lot of the “old men” of the 


To the Editor: We were happy 
to see the article on Page 90 of 
your Nov. 11 issue, which em- 
phasized the increasing use of 
Fiberglas in poster panels. 

However, we would like to call 
to your attention that Fiberglas 
is a registered trademark of 
Owens-Corning Fiberglas Corp. 
and refer to you a folder which 
you received early this year. 


Advertising Age, December 9, 1957 


We share with many other cor- 
porations the somewhat difficult 
job of protecting a trademark, 
which is very commonly incor- 
rectly used. Therefore, we would 
appreciate it if you would alert 
your editors concerning our par- 
ticular problem. 

Incidentally, the correct gener- 
ic term for our industry is the 
“fibrous glass industry.” 

George R. Medinnus, 

Publicity Department, Owens- 

Corning Fiberglas Corp., Tole- 

do. 

° e s 


Old Pearline Sign Is 
Soon to Disappear 

To the Editor: In the Vanishing 
Names department here’s one for 
the archives. 

Your granddaddy will remember 
Pearline—if you don’t. Half a cen- 


tury ago it was a pretty popular 
soap powder—so popular that ev- 
erybody knew the product and they 
could cut out advertising. 

This Polaroid shot is in E. 86th 
St. looking toward Medicine Ev- 
enyeh. A new building is about to 
obscure one of our few remaining 
Pearline signs. Sic semper! 

E. N. “Pat” Rowell, 
New York. 
. s s 
Two Readers Consider AA 
‘Prudish’ in Ad Criticism 

To the Editor: After careful and 
prolonged study, I have come to 
the conclusion that your Advertis- 
ing-We-Can-Do-Without expert 
was unnecessarily prudish in con- 
demning the photograph of a pret- 
ty, carelessly dressed young lady 
in an ad of one Flesch-Miller Inc. 
(AA, Nov. 18). When you suggest 
that the advertiser “keep the 
standards up,” what you obviously 
mean is that the girl should keep 
her shoulder straps up. Passing 
over the question of whether it is 
or is not within your proper edi- 
torial purview to intrude on this 
particular maiden’s freedom to 
loosen her collar on a hot day, we 
see that there is a much more fun- 
damental philosophical question 
involved. 

Close inspection of the adver- 


Sales of health and beauty 


Obviously Tndispensable 


supermarket and grocery store industry are soaring. 


For the first 8 months of 1957, health and beauty aid 
advertising in Supermarket News shows an increase of 43% 
over the first eight months of 1956. 


To gain distribution, to introduce new products, to sell the trade 
on new packaging, more and more makers of health and beauty aids are making 
Supermarket News an indispensable part of their advertising and marketing program. 


items in the $40 billion 


A Fairchild Publication 


Supermarket News 7 cast 12tn street, wy. 3 
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tisement reveals that the products 
being offered include such items as 
tar kettles, yaun buckets, 1,500-Ib. 
drop balls, and catch basin clean- 
ers. Now if your objection is car- 
ried through to its logical conclu- 
sion, the implied recommendation 
is that a yaun bucket or catch ba- 
sin cleaner be pictured instead of 
the girl. I am not, of course, in a 
position to know how eye-catching 
such articles might be to those 
with some specialized knowledge 
of the field, but it seems to me that 
people who habitually deal with 
yaun buckets and _  catch-basin 
cleaners deserve special considera- 
tion in the way of pictorial ap- 
peals. While your expert may feel 
that we can do without this type 
of advertising, I should not think 
that even the most fanatic yaun 
bucket fancier would insist on do- 
ing without sex. 
David Jenkins, 
New York. 


. 

To the Editor: Re: “Advertising 
We Can Do Without,” No. 28 (AA, 
Nov. 18), I can’t for the life of me 
see what is “poor taste” and below 
“standards” about this ad. Have 
you turned bluenose all of a sud- 
den? Furthermore, I believe this is 
a good (meaning successful and 
not-too-costly-to-produce) ad con- 
sidering the products and the au- 
dience. Talking of “poor taste,” the 
shoe would fit the ad reproduced 
on Page 66, same issue, much bet- 
ter! 

Otto F. Reiss, 

Copy Director, Wm. Von Zehle 

& Co., New York. 

e . . 
Speaking of Quiet Offices... 

To the Editor: In re: Edward F. 
Pelteson’s letter in the Oct. 21 is- 
sue of AA, I am inclined to agree 
with him on the subject in gener- 
al. I am a professional copywrit- 
er, which is simply a way of say- 
ing that I make my living at it, 
and can therefore speak with a 
modicum of authority. 

As to the idea of copy be- 
ing written in “a quiet office .. .” 
Brother, somebody has missed 
the boat by a mile. I have written 
hard-sell copy under circum- 
stances that would make a boiler 
factory sound like a_ sepulcher! 
One ideal spot was one of these 
pullman-type offices, in which 8- 
foot partitions separated individu- 
al units. My desk was in between 
the sales department and the traf- 
fic cubbyhole, and the day never 
dawned but what some zany 
salesman flushed up a hot idea 
out of a thicket, and roared same 
in detail to the traffic gal, with 
the words reverberating back and 
forth over the top of my red head! 

Another sparkling spot consist- 
ed of an office which resembled 
nothing so much as a bus terminal 
on a holiday weekend, with peo- 
ple churning back and forth, mut- 
tering, yelping or groaning, as be- 
came their natures. Doors slam- 
med, the radio blared, typewriters 
crackled and bammed, and at 
least once a week something went 
wrong with the plumbing, so that 
large sweaty workmen whanged 
away at the pipes and operated 
screaming electric drills in joyous 
abandon!! I wrote some darned 
good copy there, too, by gosh! 

In my present position, there is 
only a reasonable amount of noise 
—such as a herd of lame antelopes 
might make while crossing a tin 
roof. Only once in a great while, 
members of the staff get in a hud- 
dle and screech companionably at 
each other over the top of our 
desks, and it is rare, indeed, that 
anyone beats a plowshare into a 
sword right beside the door. 

I’m heartily in accord with staff 
meetings to discuss (and omit the 
“dis”) ideas and procedures. How- 
ever, in this day and age, or any- 
way in this area, staff meetings 
are seldom inter-departmental. 
Each group gets in a huddle, de- 
cides everybody else is a half-wit, 
and that’s the end of that. If any- 


thing goes wrong—correction— 


WHEN something goes wrong, 
there is a concerted frenzy of 
buck-passing, which ends up with 
somebody being the goat. All this 
could be alleviated by a general 
staff meeting, I think. With every 
department head a well-qualified, 
carefully selected man for the job, 
and every member of the force 


heartily interested in his own and | 


the company’s affairs, a good old- 
fashioned pow-wow once a month 
sure would clear the air and can- 
cel out some of the misunde:r- 
standings ... 
Vickie Varnum Leffers, 
Miami, Fla. 


e * * 
Reader Would Buy ‘Honest’ 
Reason for Hiring Car Wash 

To the Editor: My, my, don’t 
these advertising men come up 
with clever ideas! I’m referring 
to the Chicago ad executive who 
said recently (AA, Nov. 11) that 
car washing outfits must exert 
advertising pressure to make peo- 
ple “practically ashamed” to wash 
their own cars. He says that the 


50,000,000 Americans who choose 
to do so ought to be made to feel 
that they’re socially outmoded. 

Seriously, isn’t this one more 
example of the sort of thing that 
damns us in the eyes of intelli- 
gent members of the public, and 
quite rightly provokes a good 
many people into keeping a close 
eye on us through consumer or- 
ganizations, political legislation, 
and other means? 

If some advertising man wants 
to propose a campaign that tells 
me honest reasons for paying to 
have my car washed (it saves 
time, leaves me freedom for things 
that are more fun, protects my car, 
keeps it better looking, etc.) I’ll go 
right along with it. But I won't 
respond to someone with a gray 
flannel head telling me that it 
“isn’t respectable” to wash my car 
myself. 

Nowadays, it’s a cinch to write 
books blasting the advertising 
business. All you have to do is 
collect comments and viewpoints 
officially expressed by many ad- 


men and put them between cov- 
ers. In no time at all you end up 
with a fascinating, if horrifying, 
story of socially-irresponsible peo- 
ple at work. These are the boys 
whe’ve made “huckster” a popular 
word, and until the rest of us make 
it our business to protest publicly 
against their more senseless utter- 
ances we don’t deserve to be called 
anything else. 
Eric Adams, 
Toronto. 
. . oe 
For Decency, Common Sense 

To the Editor: Let me congratu- 
late you and thank you. As the 
person responsible for the editor- 
ial content, it is you who will be 
praised or damned, and properly 
so, for the influence AA exerts. I 
sincerely hope that this influence 
will be powerful. 

I’ve just read The Eye And Ear 
Man’s column, “Let’s Meet Some 
Decent People” (AA, Oct. 14). Say 
it again and again. Say it in many 
ways, but keep hammering in the 
cause of decency—and good com- 
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mon sense. 
W. J. MeNally, 
Charlotte, N. C. 
G. @.2 © 
The C.M. Gets a 


To the Editor: Just a short note 
to tell you how much I enjoy your 
magazine, and in particular “The 
Creative Man’s Corner.” I espe- 
cially enjoy his “barbed” com- 
ments on such ads as “Man at 
Home Work,” appearing in the 
July 29 issue. Whoever writes 
these comments expresses many of 
my own viewpoints—so there’s a 
bit of bias here. My compliments 
to the writer of this column. 

T. C. Pickett, 

Boland Associates, San Fran- 

cisco. 
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HOW BIG 


An extra half-inch of height makes only a 
small difference in the appearance of a 
j booklet. But the same half-inch can make 
a big difference in its final cost! Many times, 
a slight adjustment in the size or shape of a 
booklet can mean a much less expensive run. 
Your printer, lithographer or screen processer 
can quickly supply the right answer to prob- 
lems like this. “Trying it on for size” is one 
of the first things he does on any job. And 
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his wide, practical experience.can benefit f ; 
you in many other ways. That's why it’s so a 
important to talk with him before you start 


work on any printed piece. 


You'll like working closely with your printer, 


lithographer or screen processor, We know | 


because we've done it for years in bringing ; 
them the quality papers they need to serve 
you best—the most complete line in the world! 


The Mead Corporation, Dayton 
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Dan Tobias Forms Agency 
Dan Tobias Advertising—a new 
agency—has been estabiished at 
1209 Texas Bank Bidg., Dallas. 
Opening accounts include Brown- 
ing-Ferris Machinery Co.; Gardner 
Hotel Supply Co.; Fairway Co.; 
Janice Inc.; Johnson’s Office Out- 
fitters; Nationa] Disinfectant Co.; 
Sunnyland Furniture Co, and 
Gabe B. Weil, jeweler. Mr. Tobias 
previously was an account execu- 
tive with Moffett-Sheperd Adver- 
tising, Dallas. 


‘Times-Star’' Names Brady 
George L. Brady has been ap- 
pointed advertising manager of 
Kentucky Times-Star, in Coving- 
ton. He succeeds Ralph Freppon, 
who died recently. Mr. Brady 


“That Fellow Bott” 
HIS ° MARK 


This is my sign of creative toll to make 
sales boil, Symbolizes distinctive adver- 
tising; signifies conscientious service 
Leo P. Bott, Jr., 64 E. Jackson, Chicago 


joined the newspaper’s advertis- 
ing staff in 1933 and since 1941 
has been on the staff of the parent 
daily, the Cincinnati Times-Star. 


“$15—my most impressive salary.” 
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ONE BILLION 


ONE HUNDRED 
“SIXTY-NINE 


HITCH your SalesWagon 


to AKRON-AREA # 
with yust ONE medium 


*BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 
There's more than tires rolling out of Akron, the world’s 

trucking capital. Chrysler, G.M. Euclid Div’n., Firestone, Goodrich, 
Goodyear, General, Seiberling, Mohawk are among the big 

names here in Ohio’s most concentrated area of great industrial 
names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
books and of rubber toys are here, too. 


-:° THE BOOM IS ON IN AKRON 

= Be sure YOU get your share! 

~~ *A $1,169,000,000 Market with 
COMPLETE Coverage Daily and 
Sunday with ONE Complete 
Newspaper 


=. Send for Your Copy 
TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark Il & Associates, Inc., 
reporting the 10 Top Brands in the 
home and on retailer's shelves; family 
and market statistics. It's yours — free. 


AKRON BEACON JOURNAL | 


Obio’s Most Complete Newspaper 
STORY, BROOKS & FINLEY , Representatives 
JOHN S. KNIGHT, Publisher 
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‘Failure’ in Theatrics, 
He Now Is a Principal 
Stockholder in Agency 


New York, Dec. 3—“I got $15 
a week—-and I’ve never earned any 
salary that impressed me as much,” 
said Dick Lockman, vp at Emil Mo- 
gul Co., where he is a principal 
stockholder and director of drug, 
toiletries and cosmetics. 

Mr. Lockman was thinking back 
to 1940. That was the year an em- 
ployment agency lead sent him, at 
19 and with an aborted theatrical 
career behind him, to Ferry-Hanly 
Advertising. This was a small shop 
that hired Mr. Lockman as office 
boy and “assistant everything.” 

He “lugged electros through 
Grand Central” and when it came 
lunchtime he ducked into an S. H. 
Kress basement for an unvarying 
meal: “A 10¢ liverwurst sandwich, 
a nickel’s worth of potato salad, 
a nickel Coke and a nickel ice 
cream.” 


® Things are a little different to- 
day. At 36, Mr. Lockman eats bet- 
ter, and he maintains a bachelor 
apartment on lower Fifth Ave. 
stocked with maybe 4,000 discs— 
everything from jazz to classics. 
His hobbies: “Ring-A-Levio, 
Blackjack and Immies,” he says 
with a grin. “As soon as I joined 
the Mogul agency I went to a golf 
club. Everyone marveled, I was so 
horrible.” 

A Brooklynite, Mr. Lockman 
came from a family in “comfort- 
able” circumstances. “I was always 
a nut for show business. As a kid 
I saw every leading play on Broad- 
way for 55¢ in the second balcony. 
At 16 I was in summer stock, with 


er 


“I collected baby pictures for Mennen.” 


wo 


Capital Group Productions. It was 
an off-Broadway outfit; better 
make that an off-8th Ave. outfit. I 
played the juvenile lead in ‘Golden 
Boy.’ I found out in a hurry I 
wasn’t a great actor.” 


s Mr. Lockman put in a year at 
CCNY, then decided to go to work 
because “the best things in life are 
expensive.” At Ferry-Hanly he was 
promoted to the production depart- 
ment and raised to $20 a week. Af- 
ter two years he moved to the John 
O. Powers Co., a seven-man agency 
that paid him $30 to start. 

He did everything at Powers. “I 
wrote copy and even typed for- 


warding letters and contracts with 
media. Then I’d take electros and 
stand in line with them at the old 


familiar post office.” 
Mr. Lockman moved to the Men- 


“Cosmetics have subliminal connotations.” 


No Garrick, Mogul’s Lockman Retired 
to Agency Business When He Was 19 
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nen Co. after two years with Pow- 
ers. At Mennen he was half of a 
two-man ad department. The big- 
ger half—Lockman’s boss—was 
Lew Bonham, now president of 
Bourjois. 

“Mennen printed baby calendars 
in those days,” he said, “and one 
of my jobs was collecting baby pic- 
tures from the Mennen ad agency, 
photographers and printers. One 
print, a beautiful shot, showed a 
baby in a rose. But it was filed 
and nearly forgotten. 

“About a year later, Mennen 
started developing Mennen’s Baby 
Lotion, later renamed Baby Magic. 
We had a problem because our baby 
oil had a medicated odor that wom- 
en didn’t go for. So I suggested a 
good way to convey a nice smell 
with the new product was to use 
the baby-in-the-rose shot that I’d 
filed. The whole campaign was al- 
tered to ‘flower fragrant.’ The rose 
baby is now Mennen’s trademark.” 


s In 1946, Mennen brought out a 
cream deodorant called Halt which 
was tested and shelved. “Then 
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MEAT, DAIRY, FISH ADVERTISING UP 76% 
first 8 months of ’57 
over first 8 months ’56 
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“I was a nut for show business.” 


came the squeeze bottle and the 
product was transformed to a liquid 
and I urged that it be called Men- 
nen for Men.” 

Mr. Lockman moved on to Bour- 
jois as advertising director. “In the 
five years I was there Bourjois had | 
four presidents, but I was promot- 
ed by each one and wound up as a 
vp.” Bourjois had some budgetary 
problems during his tenure and he 
decided pr exploitation was inex- 
pensive. Some of his biggest stunts 
—sending a cowgirl, cowboy and | 
“wolf” walking down Fifth Ave.; 
Santa Claus (five of ’em) and rein- 
deer delivering perfume gifts sets 
to newshens; an evening in Paris 


“Women desire to be desirable.” 


for an American gal—got him, and 
Bourjois, four-page editorial cov- 
erage in Look. 


s He switched to the Mogul agency 
because Emil Mogul wanted a 
drug-cosmetic guy to handle a di- 
vision of Houbigant and Block 
Drug. Mr. Lockman moved in and 
both accounts shortly moved out. 
Houbigant’s division went else- 
where because of some conflicting 
Revlon products. Block and Mogul 
decided on a friendly parting. Mo- 
gul today handles five Revlon items 
now on the nation’s shelves and 
five others in the testing stage. Mr. 
Lockman finds Revlon a fast-mov- 
ing account and the Revsons “sheer 
perfectionists.”” But he likes the 
frenzy and declares, “They have 
always been very decent to me and 
the agency.” 

Mr. Lockman likes the drugs- 
toiletries-cosmetics triple-play. 
He’s got definite ideas about sell- 
ing women. All of them, he feels, 
“are basically insecure and they 
desire to be desirable.” He thinks 
copy should have “subliminal con- 
notations of prestige and high style, 
but there must be sell in every 
word. And the words, whatever 
they say, must mean: ‘Be desirable 
or he may leave you for another 
woman’.” # 


M&F Promotes Pfeiffer 
Meldrum & Fewsmith, Cleve- 
land, has promoted Harold A. 
Pfeiffer to senior account execu- 
tive on the Glidden Co. account. 


Retailers know where the money is 
...in Boston 


2,500,000 lines leadership* 


over the second paper i 
(1st 10 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BUHK in Boston 


The BOSTON HERALD-TRAVELE > 


Boston’s Basic Buy 


executive and creative wrner on Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK + CHICAGO 
the Republic Steel Kitchens and PHILADELPHIA * DETROIT « LOS ANGELES 
Bonne Bell Inc. accounts. Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


Mr. Pfeiffer has been an account 


SR 


a What does 
Fort Worth 
Mean to the 
National 
Advertiser 
im Texas? 


o 


& : 

Here Are the Facts 
Put yourself in Fort Worth for just-a moment, . y 
and look around. Here you find<One of 
the most rapidly expanding metropolitan 


Standard Rate and Data Service has 
ranked the Fort Worth metropolitan area 


areas es country . . . new skysc eR 
ing ae risscross POPULATION 41st 
the city, new ultra-modern ‘suburban CONSUMER SPENDABLE 
shopping centers are everywhere, and mile INCOME 37th 
after mile of residential areas are being built. TOTAL RETAIL SALES 34th 
You see aircraft production, automobiles FOOD 46th 
being assembled, the meat packing DRUG 32nd 


industry, the oil industry, and a wide 
diversity of industry responsible for uncontrolled 
growth. You soon realize that Fort 
Worth has really got what it takes. 
Meee Newspapers published in cities other than Fort Worth do 
IT TAKES A not penetrate the metropolitan area with ample 


coverage to be considered merchandisable. The 


GENERAL MERCHANDISE 27th 
AUTOMOTIVE 27th 


FORT WORTH _ Fort Worth Star-Telegram influences 
NEWSPAPER TO virtually every home in the metropolitan 
SELL THE area, and in addition reaches 
out to influence a large portion of 
FORT WORTH West Texas, pre-selling customers, 
assuring more sales and bigger profits for 


MARKET! your products. 


FORT WORTH STAR-TELEGRi 


AMON G. CARTER, Jr., President and National Advertising Dirécfor, 


: a . ’ oy: ‘ € . 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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|dously impressed by southern Cal- 
|ifornia’s winter flowers. To achieve 


California Boosters 


Budget $600,000 for 
37th Annual Ad Push 


Los ANGELES, Dec. 3—The All- 
Year Club of Southern California, 
starting its 37th consecutive year 
of tourist promotion, will highlight 
Los Angeles and flowers in its ad- 
vertising this coming year. The or- 
ganization has a $600,000 budget 
for space, which will be divided 
about equally between magazines 
and newspapers. 

Ads will be geared to survey re- 
sults which show that Los Angeles 
has the greatest attraction for tour- 
ists, followed by Hollywood specif- 
ically and the Pacific coast in gen- 
eral. Over-all, tourists fresh from 
snow-bound areas are tremen- 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


ANGELES. HALLIBURTON BLDG. 


FRANCISCO - CENTRAL TOWER 


> 


Los 
SAN 


realism, photographs of flowers 
will be used to show these attrac- 
tions. 

As in the past few years, a four- 
way approach will be used to at- 
tract tourists and their dollars. 
General magazines will be used for 
national coverage, Sunday supple- 


iments and newspapers for cover- | 


age of specific areas and general 
business publications to reach ex- 
ecutives. 


s Five color insertions, ranging 
from half pages to spreads, will 
run in Better Homes & Gardens, 
Cosmopolitan, Holiday, National 
Geographic, Reader’s Digest and 
Redbook. The campaign kicks off 
with a page in the December Holi- 
day. 

The magazine ads will be re- 
sized for color ads in the Sunday 
rotogravure magazines of 11 news- 
papers in the Midwest. This is a 
special effort directed at the area 
which accounts for the major share 
of the tourists to southern Califor- 
nia. The schedule will run from 
now through June. 

Over the same period, 39 news- 
papers will carry insertions aver- 
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Manufacturers who advertise in 


oO , 

OSonnie Hubbard Kupboard 
(ABC circulation over one million — reaching 
two out of three homes, see Standard Rate 


and Data). 


get realistic and effective store- 
level support from these retail 
food stores—the largest indepen- 


dent organization in northern 


California. 


only *395-°° per participation 
*THE ONLY MEDIUM THAT CAN MAKE THIS STATEMENT 


FOR MORE INFORMATION... CONTACT 


Ofonnie Hubbards KUPBOARD 


685 — 6th STREET 


* SAN FRANCISCO 


ee 


Nothing /ike /t jn alt the world- 


SOUTHERN CALIFORNIA VACATION | = 


‘ 


Our bloomin’ flowers dont know it's winter ! 


lt Crees HONTTENED mar 9 
te BP ering 
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and that they can vacation there at 
the same time. 

Humor will be used in illustra- 
tions for the executive ads. A typi- 
cal ad shows a Mexican sleeping in 
the sun on Olvera St. in Los 
Angeles, with the caption, “You’re 
looking at America’s 3rd largest 
retail market.” Copy then gets into 
hard sell of Los Angeles as a mar- 
ket and references to its features as 
a vacation area. 

In the year ending Aug. 31, a 
new all-time high of 4,363,002 
tourists was registered in southern 
California. This was up 1.6% from 
the previous year and marked the 
third successive year the record 
was broken. The tourists spent 
$608,773,000, up 2.4% from the 
year previous. 


= Making the club’s annual report, 
F. M. Banks, president, said: “This 
[advertising] continuity is of ines- 
timable value in our work of in- 
creasing the area’s income from 
visitors’ dollars. 

“In advertising, momentum 
builds up year after year, profit- 
able returns upon profitable re- 
turns. A campaign such as the All- 
Year Club’s, just completing its 
36th year, is many times more ef- 
fective than a campaign that is just 


starting or has been interrupted.” 

| Foote, Cone & Belding, Los An- 
| geles, is the All-Year Club’s agen- 
cy. # 


KICK OFF—This color page in the 
December Holiday starts the 37th 
year of tourist promotion for the 


® As in previous years, the 39 
newspapers include several which 
are being tested. This is a contin- 
uous process because with a budget 
which does not permit full national 
coverage, the All-Year Club dis- 
tributes it directly in terms of re- 
sults obtained. This policy pre- 
cludes use of some newspapers in 
areas it is felt could be productive 
because the club believes coupon 
returns definitely show that a 
newspaper, no matter how effec- 
tive, cannot pull its weight unless 
it is in a circulation area of 250,000 
people. 

A special winter campaign di- 
rected to vacationing executives 
will run in the Wall Street Journal, 
Business Week, and U.S. News & 
World Report. These ads suggest to 
executives that southern California 
is worth investigating as a market 


All-Year Club of Southern Cal- T are ee 
ifornia. Foote, Cone & Belding, PHOENIX, nei See yea s dverti i ¢ 
Los Angeles, is the agency. noe the nation 1 rate ot by aa Ubi ¥ ity 
aging half a page on a twice-a- ~ valley Na year i i 
month schedule. All these ads will wry os Arizona ever om the desk of 
appear on travel pages. The All- won 10 te ance cos ipl MEDIA DIRECTOR 
Year Club bases all its advertising werpied since we 
on coupon returns which are fol- _ > since 198. 
lowed in determining what publi- it ee 
cations to include on its schedule. 
Some inconclusive tests were made 
of running r.o.p. ads last year. Howdy: 


Your insurance accounts will be 
interested in this clip from Phoenix. 
Insurance in force has tripled 


over an eight year period. 


sell story! 


A perfect 


perishables every week of the year. 


of 1957 over the same period last year. 


QO bviously T hdispensable 


A successful perishables operation is the keystone to a successful 3 
supermarket. To report developments in this vital operational fe 
area, Supermarket News devotes a complete editorial section to 


Suppliers of perishables find the weekly frequency of Supermarket News 
an invaluable aid to selling. Meat, fish, dairy advertising in 
Supermarket News shows a 76% increase for the first 8 months 


A Fairchild Publication 
Supermarket News =; cast 12th street, w.¥.3 
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McGregor Names 
McCann; Likes Its 
Marketing Setup 


(Continued from Page 1) 
contribution we’ve made to this 
fine company for the past seven 
years. 

“When we started with them 
back in 1951, the total volume of 


the company was $31,000,000. We | 


were indeed pleased to see that 
volume reached $53,000,000 last 
year.” 

At McGregor Al Morse, advertis- 
ing manager, said the company 
preferred not to comment on the 
reasons for the change, but he add- 
ed: “We are very happy with Grey. 
We think they’re a great agency.” 


® AtGrey, VP Ed Richer, who rode 
herd on the McGregor account, also 
was uncommunicative, but said: 
“You know how it is sometimes. An 
agency and a client can fall out of 
love.” 

At McCann, Gerald Light, who 
will supervise the account, said 


McGregor came to McCann because | 


it is a “dynamic, forceful, research- 
oriented agency.” The company, 
said Mr. Light, wanted a “total 
marketing agency,” an agency that 
could do more than “just create 
ads.” 

Mr. Morse said the company has 
been looking over agencies for some 
time. He said McCann was not the 
only agency McGregor talked to, 
but he refused to name any of the 
others. 

McGregor-Doniger is one of the 
largest advertisers in the soft goods 
field. Its total annual budget for 
advertising and promotion is now 
about $1,250,000, of which $500,000 
represents expenditures in maga- 
zine space. The remainder is spent 
in various promotional aids, pri- 
marily for dealer use. 


® Grey said this week that the ac- 
count bills $500,000, but McCann 
said it expects the account to bill 
“quite a bit more than that.” Mr. 
Morse said he expects McCann to 
work closely with him on develop- 
ment of dealer aid materials. 

The shift is a somewhat surpris- 
ing one for Madison Ave., because 
Grey has a strong reputation in soft 
goods merchandising, while Mc- 
Cann has had little experience in 
this field. Mr. Light joined McCann 
a year and a half ago and has been 
working on the Bulova Watch Co. 
account. Previously, he was ad 
manager of the CBS-Columbia di- 
vision and ad director of Emerson 
Radio. 

Grey’s work for McGregor has 
been admired from the standpoint 
of getting extra mileage for the ad- 
vertising dollar. McGregor has got- 
ten extensive space in magazines 
from tie-ins with fabric suppliers, 
washing machine manufacturers 
and soap producers. 


s The company has always had a 
strong merchandising operation for 
promotion of its line to dealers. As 
a result of this program, McGregor 
has generally eschewed advertising 
in trade papers. 

Formerly the David D. Doniger 
Co., the company made its first 
public offering of stock in 1956 and 
is now listed on the New York 
Stock Exchange. The Doniger 
brothers—Harry and William—re- 
tain 67% control of the company. # 


Norall Named Publisher 


Frank Norall, European manager 
of Vision for the past six years, 
will become publisher on Jan. 1, 
moving from London to New York. 
He succeeds William E. Barlow, 
president of Vision Inc., who has 
acted as publisher since the resig- 
nation of John Kirby last year. 


Cash 


Wiley Burbank 


SAMPLERS—Bill Cash, marketing director of General Mills baking 
mixes, and Dick Burbank, account supervisor, and Val Wiley, ac- 
count executive, Knox Reeves Advertising, test goodies made with 
the help of the new “Betty Crocker Party Book.” The 28-page book 
is being distributed attached to three sizes of Bisquick. Women’s 
magazines and tv are being used to promote the book. 


McCann’‘s Armstrong 
Lauds Motive Study: 
Doesn't Belittle It 


New York, Dec. 4—Motivation 
research is useful, and Donald B. 
Armstrong, vp and chairman of the 
creative plans board at McCann- 
Erickson, said so at the Nov. 20 
meeting of the Sales Promotion 
Executives Assn. 

In its Dec. 2 issue, ADVERTISING 
AcE reported that Mr. Armstrong 
said “an idiotic amount of valu- 
able time is spent on it,” which in 
context could be read to mean he 
was talking about motivation re- 
search, where in fact he was talk- 
ing about the debate surrounding 
the research. 

“Before touching on the useful- 
ness of the depth interview . . 
let me take a minute or two to re- 
state some of my feelings about the 
idiotic amount of many people’s 
valuable time the motivation re- 
search debate has consumed,” he 
said. 

Mr. Armstrong also described 
motivation research as “a generic, 
unspecific term for a very useful 
set of tools which can be borrowed 
from the social scientists to help 
us do much better, much more 
penetrating market and opinion re- 
search, because these tools help 
us in the understanding phase of 
the operation.” 


s AA’s report translated two Arm- 


strong references to Cicero and 
Aristotle into: “Motivation re- 
search .. . has been around since 


the days of Aristotle and Cicero.” 
Mr. Armstrong said, in discussing 
the morality of motivation and 
persuasion, that “devices of per- 
suasion antedate Aristotle.” Later 
he said that “immorality is not the 
concern of the measurement tech- 
nique. Immorality must still be 
the concern of an individual hu- 
man being, just as it was when 


mean that we will have more im- 
moral human beings in our society. 
Actually, it could mean that we 
will have fewer.” # 


Avis Names Taylor 

George A. Taylor has been 
named sales manager of the direct 
operations division of Avis Rent-a 
Car System, Boston. Mr. Taylor, 
who will supervise sales promotion 
for Avis System operations in 38 
cities, formerly was ad manager 
of Libbey-Owens-Ford Glass Co. 
and sales promotion manager of 
the electrical tape division of Bos- 


ton Woven Hose & Rubber Co. 


Cicero was being persuasive. Be-| 
cause our measuring techniques | 
are constantly improving, does not | 


C&W’s Videotown 
Study Shows Slight 

. = = Ll ’ 
Viewing Gain in ‘57 

New York, Dec. 5—Cunningham 
& Walsh, which has been observing 
the reactions of Videotown, U.S.A. 
—New Brunswick, N.J.—to tv for 
ten years, reports that people are 
becoming more matter-of-fact 
about, and critical of, television. 

The general findings in the 1957 
survey were released for the first 
time this week, but the results of 
a special depth study made in the 
town already have been widely 
publicized. This study provided the 
nucleus for John P. Cunningham’s 
now famous “Index of Boredom” 
speech at the ANA convention in 
Atlantic City (AA, Nov. 4, Dec. 


-}2). 


The agency reported that set 
ownership was up to 92.7%—a 
slight gain over the 90.5% marked 
up the previous year. There was 
an increase in the total number of 
viewing hours per week per per- 
son—13 hours, 33 minutes, against 
13 hours and 26 minutes in 1956. 
But the level of viewing on a 
weekly basis was below the 1955 
peak of 15 hours, 33 minutes. 


s However, it was pointed out, the 
weekly gain resulted from a slight 
increase in the number of people 
in tv homes and a rise in the per- 
centage of people watching each 
weekday. 

Other general findings: (1) A 
larger number of people are watch- 
ing for a shorter time in the eve- 
ning; (2) weekday morning view- 
ing is on a plateau—a low one in 
comparison with other periods of 
the day; (3) weekday afternoon 
viewing also is down slightly. # 


JOEL HARNETT, formerly manager of 
advertising sales development for 
Look, New York, has been named 
assistant to the publisher and pro- 
| motion director of the magazine. 


‘Reader's Digest’ 
Foreign Editions 
Chief Acheson Dies 


New York, Dec. 5—Dr. Barclay 
Acheson, 70, chairman of the in- 
ternational editions of Reader’s 
Digest, died last night at his home 
in Briarcliff Manor, N. Y., of a 
cerebral hemorrhage. He was a 
brother of Mrs. DeWitt Wallace, 
co-publisher of Reader’s Digest. 

Dr. Acheson, who pioneered de- 
velopment of the Digest’s 27 for- 
eign editions, was named chairman 
last month after having been di- 
rector since 1942. He also recently 
became chairman of the magazine 
committee of People-to-People 
Inc., a private project organized 
at the suggestion of President Ei- 
senhower to develop cultural ex- 
change programs among people of 
different countries. 

Born in Virden, Manitoba, Cana- 
da, Dr. Acheson joined Reader’s 
Digest as an associate editor in 
1935 and was appointed roving 
editor in 1940, in which capacity 
he lectured frequently throughout 
the US. 

Since the first international edi- 
tion of the Digest (the British edi- 
tion) was published in 1939, Dr. 
Acheson had the major responsi- 
bility of guiding the development 
of the Digest’s foreign editions. He 
was named director of all interna- 
tional editions in 1942. He also 
extended the Digest’s condensed 
book club into the international 
field. 

Dr. Acheson maintained a close 
personal correspondence with 
nearly 1,000 leaders in many fields 
in foreign countries, and numbered 
among his friends many of the out- 
standing personalities in virtually 
every country in which the Digest 
is published. 


CHARLES W. WRIGLEY 

Curcaco, Dec. 3—Charles W: 
Wrigley, 84, an outdoor adver- 
tising and ad agency executive for 
more than 50 years, died here to- 
day in a convalescent home. He 
had been in ill health for several 
years, 

Born in Philadelphia, Mr. Wrig- 
ley was the youngest brother of 
the late William Wrigley Jr., foun- 
der of William Wrigley Jr. Co., 
chewing gum manufacturer. The 
brothers started their business ca- 
reers selling soap for the old Wrig- 
ley Mfg. Co., owned by their fa- 
ther, William Wrigley Sr., in 
Philadelphia. 

Charles Wrigley moved here 
about 50 years ago and worked for 
the A. M. Briggs Co. and the 
Poster Advertising Co., both out- 
door advertising companies, before 
organizing his own advertising 
agency, the Charles W. Wrigley 
Co., in 1924. 


JOHN HANSEL 

Tucson, Dec. 5—John Hansel, 68, 
retired vp of N. W. Ayer & Son, 
Philadelphia, died here Dec. 1 after 
a short illness. He had lived at 
Smoky Springs Ranch near here 
since his retirement three years 
ago. 

Born in Kansas City, Mo., he 
received his degree in civil engi- 
neering from the University of 
Illinois. He later took an Inter- 
national Correspondence Schools 
course in advertising. From 1919 
to 1935 he headed the Ayer office 
in Chicago. He was then called to 
the agency’s main office in Phil- 
adelphia to direct the company’s 
business development division. 


Mission Valley to A&C 

Mission Valley Mills, New 
Braunfels, Tex., producer of box 
loom cotton and cotton/Dacron 
blended fabrics for apparel, has ap- 
pointed Anderson & Cairns, New 
York, to handle its advertising. 
Needham & Grohmann is the pre- 
vious agency. 


GE, Timken Are 
Top Winners in 


Cleveland Contest 


Meldrum & Fewsmith Is 
Top Agency; 7 Campaigns 
Honored as Effective 


CLEVELAND, Dec. 6—General 
Electric Co. and Timken Roller 
Bearing Co. finished nose-and- 
nose in the Cleveland Advertising 
Club’s annual performance awards 
program, when each took three 
plaques. 

Timken and GE led the 25 win- 
ners in number of awards. 25 ad- 
vertisers sponsored 35 campaigns 
declared the best-performing ad- 
vertising prepared in Cleveland in 
1957. 

Five winners received two 
awards each—Glidden Co., Ohio 
Bell Telephone Co., Republic Steel 
Corp., Sherwin Williams Co., all of 
Cleveland, and Gar Wood Indus- 
tries, Wayne, Mich. 

In agency recognition, Meldrum 
& Fewsmith led the parade. The 
Meldrum staff prepared seven of 
the winning campaigns. Batten, 
Barton, Durstine & Osborn came 
next with five. 

The competition drew 107 en- 
tries, the highest number since the 
program started nine years ago. 


a Certificates were awarded to 206 
advertising managers and agency 
personnel who worked on the win- 
ning projects. 

Here is the list of the award- 
winning companies and the agen- 
cies which prepared the material: 
« Meldrum & Fewsmith: F. E. Myers & 
Bros. Co.; Glidden Co. (graphic arts di- 
vision and trade sales divisions; Gar Wood 
Industries (two campaigns); Davey Tree 
Expert Co.; Republic Steel Corp. 


e BBDO: General Electric, large lamp 
retail, commercial and industrial, and large 
lamp market development; Timken Roller 
Bearing, national bearing, automotive and 
public relations projects. 


« Fuller & Smith & Ress: Sherwin-Wii- 
liams Co. (two campaigns); True Temper 
Corp., Harris-Seybold Co. 

« MeCann-Erickson: Ohio Bell, Standard 
Oil Co. (Ohio). 


e Lang, Fisher & Stashower: International 
Molded Plastics Inc., and Stouffer Frozen 
Cook Foods. 


« Bayless-Kerr Co.: Pickands Mather & 
Co. and Van Dorn Iron Works Co. 

e Griswold-Eshieman Oo.: 

Products Inc. and Hotel Cleveland. 

« Palm & Patterson: Columbian Vise & 
Mfg. Co. and Century Products Inc. 

« Carr Liggett Advertising Ageney: Ohio 
Crankshaft Co. 

e D'Arcy Advertising Co.: Central Tire 
& Rubber Co. 


« Richard L. Brandt Inc.: Euclid division 
of General Moters Corp. 


« Wyse Advertising Agency: Gold Bond 
Brewing Co. 


« Television Station KYW, for 
its own ti 


Ohio Bell, for a staff-prepared 


‘am, 
promotion. 


@ The seven judges making the decisions 
were Kenneth Kramer, managing editor 
of Business Week; Karl Krauskopf, pro- 
fessor of advertising, Ohio University, 
Athens, O.; Bert Herron, advertising di- 
rector of Owens-Illinois Glass Co.; Jarlath 
J. Graham, managing editor of Advertising 
Age; O. B. Stauffer, advertising manager, 
American Steel & Wire division, U. 5S. 
Steel Corp.; Cy Norton, vp of the Assn. 
of National Advertisers, and Grant Stone, 
advertising director ef the Cleveland 
Press. # 


Singer Elects Kircher 

Donald P. Kircher, a vp of Sing- 
er Mfg. Co., New York, has been 
elected president. He will assume 
his new position Jan. 1, succeeding 
Milton C. Lightner, who has been 
elected to the new post of board 
chairman. 


WBZ-TV Appoints Ryan 

Edward Ryan, formerly with 
Dowd, Redfield & Johnstone, has 
been named advertising and sales 
promotion manager of WBZ-TV, 
Boston. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Faun all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 


date. 
discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


~ 6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 


Display classified takes card rate of $17.75 per column inch, and card 


39,430 — 


| HELP WANTED 


PR ADVERTISING COPYWRITER 
Want pleasant living and new opportuni- 
ty in the growing Southeast? Large 4-A 
agency needs copy-contact man strong 
on creative public relations-institutional 
advertising, with utilities experience. All 
media. 30-35. Send resume, salary ex- 
pected. Our staff knows of this ad. 

Box 1079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MCLENE 
Editors ™ Public Relations 
Copywriters ... Advtg Managers 
Artists ....Media . duction ...... Service 


a 
“All is grist which comes to our mill” 
Andover 3-4424, 105 W. AdamsSt.,Chgo3 


ADVERTISING SPACE SALESMAN 
We have an unusual opportunity for an 
aggressive, personable man with good 
space sales record. Business publications 
experience desirable. Excellent growth 
company with unusual employee benefit 
program. Travel midwest territory and 
headquarter in Chicago. Car necessary. 
Write giving details of past experience 
and earnings expected in first letter. 

Box 1080, ADVERTISING AGE 

200 E. Mlinois St., Chicago 11, Illinois 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 


TYPE MAN 
Experienced mark-up, familiar with cata- 
log work. Excellent working conditions, 
new air-conditioned advertising office. 
State age, exverience, salary require- 
ments in first letter. 
Box 1082, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR AND COPY CHIEF 

I need two topflight men to complete the 
organization of a new advertising and 
public relations firm. If you have confi- 
dence in yourself and have wanted to get 
into business for yourself, this is your 
opportunity. I promise you that this will 
be the ultimate in interesting and satis- 
tying work. In the formative stages, this 
could be handled extracurricularly. The 
art director should be a one-man art 
department. The copy-writer should have 
a flair for selling recreation and travel 
These two men will each be given 25% 
interest in the business—I will do all 
financing and in addition, will not draw 
any profits from the business until the 
partners are adequately reimbursed. I 
can make these concessions because I 
feel so strongly about the possibilities 
of this venture. If you want to build a 
secure future for yourself and your fam- 
ily, and have no illusions about the effort 
needed to acquire success, I would be 
pleased to hear from you in confidence 
WRITE: W. J. Higgins, 420 No. Michigan 
Ave., Chicage 11, Tl. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgeo. Sua 717-2255 


Layout Man. Agency or studio experi- 
ence. To design booklets, folders, retail 
ads, promotional pieces for national ac- 
counts. Versatility, good merchandising 
important. Outstanding working condi- 
tions and big income opportunity. Salary 
or commission. Send brief summary. 

Box 1083, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CREATIVE LAYOUT ARTIST 

We need a top-notch, highly creative 
| layout artist in our Chicago headquarters. 
This man must possess a vivid imagina- 
| tion and should have an intuitive mer- 
|chandising sense. Ability to visualize 
ideas is far more important than ability 
to render art. At least five years of 
creative advertising experience are re- 
quired. 
Employment is with a very large and 
nationally famous company in the gen- 
eral merchandise field. Opportunities are 
almost unlimited. Outstanding company 
benefits, regular work hours, stability, 
and other incentives. Salary open. Send 
complete resume including salary re- 
quirement. All replies confidential. 

Box 1081, ADVERTISING AGE 
200 E. Lilinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 So. State St. HA 17-1991 Chicago 
ONE OF THE MOST PROGRESSIVE 
DAILY NEWSPAPERS IN NEW JERSEY 
HAS A PERMANENT OPPORTUNITY 
FOR A GO-GETTING LOCAL DISPLAY 
SALESMAN. Attractive salary, incentive 
and fringe benefits. 


Box 1084, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


A complete placement service 


of Ad men, for Ad men... by an Ad mar 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - 
FRonklin 2-3280 


KNOW THIS MAN? 


Account Executive. Creative 
sales planner with advertising 
and promotional know-how. A 
doer not a dreamer. Wants to 
handle group of blue-chip 
accounts for leading Chicago 
engineering and technical pub- 
lisher serving oil and automo- 
tive industries with service and 
training manuals. 


If this sounds like you, let’s 


WANTED! 
48 Ad Men! 


An aggressive ad man—with age no 
factor—or an aggressive small agen- 
cy—has a terrific opportunity in serv- 
ing the super market field! Ad and 
creative expenditures for supers are 
on the way up—and will be higher in 
1958! We propose to offer a complete 
year’s super market merchandised ad- 
vertising program—to such aggres- 
sive people with exclusive rights in 
their area of operation. This program 
—only one of its quality—in the 
hands of a man of vision—would be 
like having a large staff of super 
market merchandising and advertising 
specialists at your command. 

Areas now open in most of the 48 
states! Here’s an opportunity to in- 
crease your income HANDSOMELY— 
with this program and your own initia- 
tive! Write, wire, or call HOUSE of 
IDEAS, 1132 W. Peachtree St., N. W., 
Atlanta 9, Georgia. (TRinity 6-6719) 


talk. Age unimportant. Salary 
open. 


Box 838, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Memo to 
Chicago Employers 


We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

|| Some are men and women with 
top agency, top account expe- 


rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
|| college degrees and a burning 
desire to get into advertising, 
radio or TV. 

| 


NO FEES CHARGED 
applicants or 

| employers. 
Professional, Sales 
and Clerical Office 


IMinois State Employment Service 
73 W. Washingten Street 
Chicago—Financiai 6-3960 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


TV MERCHANDISING AND SALES 
Young (28) adman. 5 years TV sales and 
merchandising plus newspaper exp. now 
employed TV commercial preparation and 
administration for large corp. on its Sun- 
day network TV show. Willing to move 
for right opportunity. Available Dec. 15. 
Resume on request - top reference from 
present employer. 

Box 1085, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

SENIOR WRITER AVAILABLE 
Solid background as daily newspaper edi- 
tor, magazine feature writer, radio news 
editor, author of 3 books, ghost-writer 
for many prominent figures (including 
2 Cabinet members), PR Account Execu- 


tive; also thorough knowledge of all 
media including 

radio-tv, trade publications; excellent 
contacts. 


Box 1086, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Secretary, executive, experienced, attrac- 
tive, desires responsible career position. 
Advertising, sales promotion, public re- 
lations. Like public contact. Write 
Box 1087, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NEW PRODUCT MANAGER, 
ENGINEERING BACKGROUND 
General Management, R. & D. Experi- 
ence architectural and engineering prod- 
ucts. Idea man, problem solver. Record 
accomplishment dealer sales technical 


a. 
1088, ADVERTISING AGE 
200 r “iinois St., Chicago 11, Illinois 
COPY CONTACT 
Young, creative man with advertising 
and merchandising background seeks po- 
sition with opportunity in Chicago agen- 
cy. Over 3 years experience in industrial 
and consumer advertising. College gradu- 


ate. 
Richard A. Carison, 415 Audubon Road 
Riverside, Iii. Phone RI 17-2226 


NOT BEGINNER, NOT YET OLD HAND 
Six years agency experience, recently 
Asst. Acct. Exec. Looking for not a top 
spot, not a bottom spot in Acct. Mgmt. 
or Copy-Contact. My copy sparkles like 
my Phi Beta Kappa key, know produc- 
tion well enough to tell at conception 
what completion will look like. NYC or 
Nor’east. 
Box 1089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
PUBL. REL. MAN, experienced public, 
internal company communications, cre- 
ating & handling sound PR program, 
mag. writing, itches to put you on profit- 
able, friendly footing with your publics. 
PR grad., 30, now on $6250, seeks better 
opportunity NYC. 
Box 1091, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
SPACE SALESMAN-Consumer Magazine 
experience. Now located Chgo., desire N.Y. 

Box 1094, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICITY—EDITORIAL—N ow empl. 
with major steel corp. writing publicity, 


producing promotional material. 
newspaper, mag editing, work with 
Graphic camera. Seek berth with good 


publication or publicity job with future. 

e 39, A. degree. Write: 

Box 1090, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MONEY SECONDARY: §$20-$30M Ph.D. 
creative ad-marketing mgr., 46, ready. 
Exp. speaker. Broad art, merchandising, 
admin. bg. Prolific visualizer, theme 
sparker. Midwest. Phone Alpine 1-7335. 
Wilmette, Illinois. 
ADVERTISING ACCOUNT EXEC. 
Small indus. and cons. house accts. Well 
rounded background. Creative, resource- 
ful. Want adv. pos. with future. Col. 
grad, 37, familied. Chicago location. 

Box 1095, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADV. MGR. - ACCT. EXEC. 

Strong ange A background, 8 yrs’ exp. 
with agency mfgr. - on consumer 
package goods. Snow with a national com- 


pany. 
Box 1092, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y¥. 


SALES OR MARKETING DIRECTOR 
Over 10 years experience chiefly package 
food. Heavy merchandising background 
plus strong organizational ability. 
Box 1093, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Our 46th Year 


A.E., PKG. GOODS $15-16M 
RETAIL ART DIRECTOR $10-12M 
FARM WRITER, FEEDS to $10M 
EDITORIAL & SALES PROM. 

Oil co. or automotive exper. $9-10M 
ASST. ADV. MGR. 

Grocery product $8,000 


TECHNICAL WRITER 
Electrical & mechanical 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S. Dearborn CE-6-5353 Chicago 


~ MAKE YOUR 
DIRECT MAIL 
PAY ITS WAY 


‘Supply Tr catalogs: ted 


dunhill 


TERWATIONAL a co., | 


ADVERTISING SPACE SALESMEN 
Fast Growing Beauty Trade Publication 
needs reps in St. Louis, Tennessee, Cali- 
fornia and throughout South. 
Box 1096, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
AVAILABLE 


Furnishes successful market and layout 
presentations for large and small ac- 
counts. Has —— yyy successful 5 
years selling record in ghly competi- 
tive trade journal field. Travels 7 mid- 
west states out of Chicago. Anxious to 
represent an additional magazine. College 


grad.—under 40. 
Box 1062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
CARTOON PROBLEMS? 
Solved by return mail! Your idea or 
mine, $5. (One frame, to 9” x 12”). Pen 
and ink. You must pleased. Tell me 
what you want and mail it with a five 
dollar check to CARTOONS, 001 Scituate 
Ave., Cranston, BR. I. 
EXEC OR JR. EXEC 
25 to 50 & Dead-ended? Oppty to land 
- paying ——. Unusual Booklet 
How To Find A Job” Guarantees swift 
results! Only $1 - also get free book on 
sales careers. Order Now. L. Corwen, 
Publ. 45 W. 75, NYC 
PROFESSIONAL OFFICE MANHATTAN 
38th St-107 East-Superb location. Private 
Entrance, modern, fully air-cond., parti- 
tioned. Suitable advertising, public rela- 
tions, etc.-immediate possession- n- 
able. BU 8-4483, NYC. 


BRAIN & BACK 
WANT WORK 
Creative ad man, now newspaper 
romotion manager, with broadcast 
/g, versatile, hard-working. $10,000 
copy, presentation- gr ~ 4 be n= 
AD VERTISING 


but worth more te sha 
Write: Box 837, 

AGE, 200 E Illinois St., Chicago 11, 
Illinois. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LaGSALLE, CHICAGO 1LLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
The Midwest's 


outstonding placement 
service for Adv.- Art & 
allied fields. 
appointment only 
« MADISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


EDITOR FOR ROADBUILDING 
AND MUNICIPAL FIELD 


Know roadbuilding equipment 
and job methods? Civil engi- 
neering background? Now with 
equipment manufacturer, pub- 
lisher or agency? Group maga- 
zine publisher looking for such 
a fellow. Associate Editor spot 
for right man. Location Chicago. 
Some travel. Tell qualifications, 
age, salary requirements. 

Box 836, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
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Advertisers 
Experiment With 
Big Show TV Ads 


(Continued from Page 3) 
a two-hour show. But one wonders 
why some effort wasn’t made to 
call attention to a few of the auto- 
motive innovations made by the 
company. 


s On the other hand Standard Oil 
Co. (New Jersey) was criticized by 
some newspaper reviewers for try- 
ing to mix the sell with the enter- 
tainment in its 75th anniversary 
party on NBC. This show included 
a 12-minute cartoon tracing the 
history of the human race in terms 
of the sources of energy; some re- 
viewers complained that this Ron- 
ald Seark cartoon amounted to an 
over-long commercial. McCann- 
Erickson is the agency. 

Since the GM anniversary tele- 
cast followed Esso’s tv party, these 
criticisms may have had something 
to do with the extremely soft sell 
on the auto telecast. 


® The think-big approach to com- 
mercials for big tv shows is cer- 
tainly well exemplified by Ford 
and J. Walter Thompson Co. Ford 
went all around the world to film 
a commercial for its first feature 
length Lucille Ball-Desi Arnaz 
comedy on CBS. The film featured 
an around-the-world test drive by 
a 1958 Ford, but it was given extra 
sock by being combined with foot- 
age spotlighting Arthur Godfrey, 
Tennessee Ernie and Dick Powell. 


Pontiac, Pepsi Potent 


There are other equally impres- 
sive examples. Both sponsors of the 
“Annie Oakley” NBC musical star- 
ring Mary Martin came up with eye 
and ear catching selling messages. 

Pontiac got Irving Berlin’s 


MARKETING DIRECTOR 
$20,000 - $25,000 


Outstanding opportunity with large 
multi-plant manufacturer. Must possess 
solid history in sales, marketing, ad- 
vertising, sales promotion and mer- 
chandising, at national level. Should 
have experience in metal commercial 
furniture, or related lines. For confi- 
dential representation, contact: 


GEORGE E. PYLKAS 


Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 


220 S. State St. « Chicago « WA 2-4800 


Almos 


t everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


ee, Aa eee eR ee ee ee ee a re ge ee ee: Se es 
ED Dene. Rae RN ~<a eeeteTe ae Per te a eae: eee | ee aoe Bo Rory oe eee ae | Se cea =< ieee 
sai So al ae ee ree es ie ee ey Te ee Sy Paaae omy - = he eo eS ae gE ENE ~ ie eb Seeder 1g ade ap ae ae ae ee Fay eee ° My Bis eee D5 foe B5 ee, oe es 4S ease oe Mere oe Oe 
aaa | ~ aes ete. <  RE e ae ea ae hes es ee a ig a 20 eo E ee ee ee : z eee Se : ae ali 7 ie ioe at ‘ dana SoS ee 
ot uy . . & 
: 
— 108 ee 
ie R » 
A THE ADVERTISING: MARKET PLACE s 
ie 1 
: | | _ 
‘ i Sema AT TN Gera ea a TN afl: a : 
: a a ai ' 
| ee 
& 
= 
“a 4 
a ee 
' 
us 
Bad . 
a = P a 
bah 
~ : ee | 
" ee | 
aa { DOUG SMITH, INC. 
lL 
a | | 
be Pe | 
ke me 
re cere 
oa So 
a ee | 
ia fe 2 
. | DIRUN 
a | Bos 4 
— | Service, 3 
| " 
| Inc. | 
. } @--.. 
she Bat a uid | 
ON =a pele 
Share 
ie | | . 
; || | 
et xd 4 
i As Po f 
sia | , 
- “ 
a‘ ee 
‘ 
aly Po £ 
i he \ ; 
maby < 
aes SEEN : 
a ‘ 
eee ' 
| ATTENTION: f AGERS oF | 
| wih pr Ma A JAS 
| = gas | 
a *, s a 
ce CIE 
a ae (yd 
rO & ae 
s y Es Mss en a 
: a BB 1: » : 
Cs) eS) a Getelog TODA 
: | Write or phone now and receive your new 1957-58 , PS 
‘ ait. ines you fact om 3.0 rem aa SS : 
Bethy soe aN airs corel eotting. ae = \\ 
fai | ae pt; i enna : ‘ ; 
+e | Sealed mC 
ste —_ - . . ee eT, DIS 
| Earborn 2.0580 
7» i ao or ees Sr ca eR en ee ee re yon ye 
i. cies temecan epee ore ee eS. 7 oe. 
i eee a-Si ek a P s Hap es ape ‘ Ye get a yee eR Ee roe aan ee ee a Pini By Sera j ee 
aie cee ane a ete. Le hoent oa PR es A, eg ee eae 2 aia ae a wee aye: aan fen Se ee R Gecaare ot fp ce Vo ath Si ane ees wigeme: 
pabes. te ae & Paap OSs ee eens eer ee aig at at eg Se ase, PRG LAER aE Became ot ee eS) ee iS Sa eae o Reese 5) tt pe ae ASE oa rs at Po Ses Phe ee 


Advertising Age, December 9, 1957 


permission to use music from songs 
in the show. With these as a start- 
er, MacManus, John & Adams put 
together little “musicals” to show 
off the main attractions of the new 
Pontiac cars. The commercials 
were set to two not-so-well-known 
tunes—“Colonel Buffalo Bill” and 
“My Defenses Are Down”—and 
one standard: “I’ve Got The Sun 
in the Morning and the Moon at 
Night.” 


8s While Mary Martin and John 
Raitt did their singing live from 
Hollywood, the commercial cast of 
34 dancers and singers presented 
their part of the show from an 
equally big color studio in Brook- 
lyn. The music, by a 25-piece or- 
chestra, and the lyrics were pre- 
recorded, but the video portion of 
the commercials was presented 
“live.” “Star” of the commercials 
was singer-dancer Carleton Car- 
penter. 

These spectacular commercials 
cost approximately $60,000, ac- 
cording to the agency. Pontiac paid 
about $340,000 to co-sponsor this 
hit musical, excluding the price of 
commercials. 


s Sponsor credits on this color ex- 
travaganza were shared with Pep- 
si-Cola (Kenyon & Eckhardt). One 
of Pepsi’s breaks was filled with a 
vignette starring actor Hans Con- 
reid, who, in exploring the refrig- 
erator, happily discovers a supply 
of Pepsi. 

The closing soft drink commer- 
cial was a real dazzler. But of 
course not every sponsor has a wife 
with the box office appeal of Mrs. 
Al Steele. 

Pepsi’s closing appearance on the 
telecast showed the Pepsi-Cola 
chairman and Mrs. Steele—better 
known to practically everybody as 
Joan Crawford—and their two 
daughters in their home in New 
York. Miss Crawford introduced 
her husband and the pretty daugh- 
ters and brought the tv audience | 


Roseman Layman 


WEATHER PROBLEM—In this commercial for Delco, a 
C-124 comes in for a landing at Anchorage in heavy 
ice fog. The Ground Control Approach experts get 
set to bring the plane in by radar—saved by a Del- 


GM’s agency, achieved this feat by 
finding batteries in use in a key 
role in the area where the adven- 
ture is taking place and shooting a 
film of this use as it actually hap- 
pens—making certain, naturally, 
that there is a plentiful supply of 
Delco batteries on hand when the 
cameras start rolling. 

For his first adventure Mr. 
Thomas chose the remote Sepik 
River section of New Guinea. 
There was really no perceptible 
break when it came time for one 
of the commercials. The cameras 
merely concentrated on showing 
what a vital function batteries, 
which powered everything in Am- 
goram including a saw mill, per- 
form in that isolated primitive 
community. 

The camera remained on close- 
ups of batteries in New Guinea as 
silken-voiced Nelson Case, in a 
separately made sound track, got 
across the principal reasons for 
choosing a Delco battery. 

As an indication of how ex- 
pensive this kind of operation can 
be, Campbell-Ewald reports the 
freight charges to ship enough of 
the latest type batteries for the 
film from Anderson, Ind., to Am- 
goram were $5,000. 

Mr. Thomas’ second travelog 
Dec. 23 will take viewers to the 
Arctic, covering among other 


Exthelm Rayfield 


MODERN APPROACH—Claudia Layman took part in the Exquisite Form 


live model demonstration of bras 


on “Las Vegas Holiday.” Shown 


with her here are Irwin Roseman of Exquisite Form and Ralph 
Exthelm and Jack Rayfield of Grey Advertising Agency. At the 


right is the dummy used for 


Thanksgiving greetings from the 
families of Pepsi-Cola and its bot- 
tlers. 

She then turned the screen back 
to Miss Martin, who rode her horse 
on stage for a curtain call. The 
sponsor identification must have 
skyrocketed like the thermometer 
in July as Miss Martin, with the 
help of electronic magic, “shot” the 
names of Pepsi-Cola and Pontiac 
onto the screen as she bade her 
audience goodnight on behalf of 
both sponsors. 

Integrating commercials in a 
non-offensive manner is even 
more difficult in a special show 
than in a regular series. But one 
advertiser this season has hurdled 
that barrier in championship style. 


Travelog Trailer 


The commercials for the Lowell 
Thomas “High Adventure” (CBS) 
series for the United Motors Serv- 
ice and Delco-Remy divisions of 
General Motors are fitted into the 
documentaries smoothly and con- 
vincingly. Campbell-Ewald Co., 


a closeup in the commercial. 


things, the activities of U. S. mili- 
tary men stationed there. 

This telecast will include a very 
dramatic commercial shot at Elm- 
endorf air base, at Anchorage. It 
shows exactly how the ground con- 
trol approach experts use radar to 
guide the big planes to safe land- 
ings despite the hazards of a field 
shrouded in an icy fog. Delco gets 
into the act naturally when a pow- 
er failure forces a switch to an 
emergency unit powered by bat- 
teries. 

The sell section—again voice- 
over by Mr. Case—comes as the 
scene shifts to closeups of batteries 
in the hands of ground crews. 


Bra Plugs Flat 


A notable example of an adver- 
tiser buying a special telecast, but 
choosing to give his commercials 
routine treatment is that of Ex- 
quisite Form. Lots of money and 
effort was spent to corral big name 
talent for the brassiere maker’s 
Las Vegas variety hour (NBC), but 
the commercials inserted in the 


co battery which comes to the rescue in the emer- 
gency during a power failure. At the right, a ser- 
geant fills the dry charge battery—“power that can’t 
get old before it’s sold.” 


program weren’t even new—at|ping boys since the days of Adam 


least in the markets where they 
had already been seen as spots. 
Equally surprising was the fact 
that one or two of the commercials 
were repeated during the show. 
They did, however, stir up a good 
deal of talk because of the rather 
daring technique used in selling 
this somewhat personal product. 
The Exquisite Form commer- 
cials opened with a couple in a ro- 
mantic mood. In one a girl was get- 
ting what appeared to be a good- 
night kiss somewhere in the vicin- 
ity of her shoulder. In another a 
girl and her date were drifting 
along in a row boat and she made a 
playful slap in his direction—for 
the same reason, it is to be as- 
sumed, that girls have been slap- 


and Eve. 


® The scene shifted to the girl’s 
bedroom, where she appeared first 
fully clothed, then in a half-slip 
and bra. In the final sequence, in 
these Grey Agency produced films, 
the camera moved in for a tight 
closeup on the bra—still on what 
looked like the same live figure, 
but actually on a dummy. 

The products on display had 
such unsubtle names as Ambush 
and Hi-Lo Witchery. The general 
impression left with a female 
viewer was that this was the bra 
to get if you were man hunting, 
and particularly if you preferred 
one who was just fresh enough to 
be flattering. + 
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Wolf Elected Agency Head 

Bill Wolf has been elected presi- 
dent of Small-Grissom-Wolf Inc., 
Chicago. Mr. Wolf, who will head a 
new department with the agency 
specializing in automobile dealer- 
ship advertising, formerly owned 
his own car agency in Chicago. 


, 5 — J 
“I usually go around in even less!” 
Attention bird-watchers! These ever- 


popular events are always covered 
by golf's greatest magazine . . . 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, ill. 


ABL) WRITE FOR MARKET DATA 


Supermarket News 


DRY GROCERY ADVERTISING UP 54% 
first 8 months of ’57 
over first 8 months 56 


5-day FREE trial 


Leading advertisers endorse 
Salesense in Advertising 


381 of Jim Woolf's articles now 
available in one big book 


Woolf's “Salesense,” among 


“Along with most everyone 


eral Mills, General Electric, Parker Pen, Ford, General Motors, 
Cream of Wheat Corp., Kellogg’s, Aetna Life, Heinz, and hun- 
dreds of other leaders. Typical is this statement by D. H. 
Grigsby, Director of Advertising, Zenith Radio Corp., Chicago: 


Advertising and sales executives of many of America’s most 
successful advertisers are enthusiastic readers of James D. 


them such firms as Dupont, Gen- 


else in this business, I have en- 


joyed your ‘Salesense’ articles. What is more important, I have 
benefited from them.” Now—in response to a flood of demand— 


the Woolf articles, 381 of them, are bound in a handsome cloth- 


bound book. Use coupon to 


ADVERTISING AGE 


' 
| 
| 200 E. MMlinois St., Chicago, Ilinois 
| 


send for your trial copy. 


‘ Okay, I want to examine the book. Please send it to me 
Send no money now. Mail the cou- at once. If I like it, I'll send you my check for $5.95. If I 
pon, simply indicating your willing- don’t, I'll return it to you after 5 days. 
ness to examine the book for 5 days Name : 
—at our risk. Then, if you like the Company 2 ie ee 
book, send us your check for $5.95. Address 
You can’t lose—you may win a lot! diy ‘ia Ri 
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St. Louis Tax 


Proposal Eased 
After Attack 


(Continued from Page 1) 
first $150,000 of advertising re- 
ceipts for newspapers. 

“The neighborhood newspapers 
are small. They would be hurt too 
badly without such an exemption,” 
he said. 

Mr. Harris, who has been re- 
ferred to as a “self-styled spokes- 
man for the little guy,” could not 
be reached for comment on the 
amendment to his proposal to see 
if it would include a like exemption 
for all other advertising receipts. 

In commenting on the tax pro- 
posal, Mr. Holloran stated: “I be- 
lieve these proposals are ill advised. 
They are harsh and oppressive. No 
matter how laudable the motive for 
these proposed taxes, they repre- 
sent a threat to the economic sta- 
bility of the city. 

“While the apparent intention is 
to tax utility companies and the 
newspapers, the person who will 
have to pay all these increases is 


Bulletin 

Sr. Louis, Dec. 6—As AA 
went to press the board of al- 
dermen met, but Alderman 
Harris was not present and the 
matter of the proposed tax was 
not brought up. Mr. Harris 
could not be reached for com- 
ment. The board meets again 
next Friday (Dec. 13). 


the person who can least afford it. 
He is the ultimate consumer of 
goods and services.” 

The advertising tax, which Mr. 
Harris said was “copied” after the 
controversial tax in Baltimore, was 
labeled a “bad tax in Baltimore, 
just the same as it is a bad tax in 
St. Louis” by Mr. Holloran. Mr. 
Holloran’s position on the advertis- 
ing tax was somewhat of a sur- 
prise, since some newspapers had 
vigorously opposed his role in the 
recent city charter election and 
other local issues. 

“TI have no special obligation to 
work for the newspapers,” Mr. Hol- 
loran said. “That’s not the point. 
Whether they have supported me 
or opposed me has nothing to do 
with what is right or wrong. . . 

“I am obliged as a spokesman for 
the Democratic party in Missouri 
to resist unfair taxation or any- 
thing else which I feel is unfair to 
the average citizen. I do not think 
for a moment that utility execu- 
tives or the newspaper owners will 
be the ones who will suffer if this 
tax is passed and upheld. It will 
only be a bookkeeping job for 
them.” 


® William K. Beard, president of 
the Associated Business Publica- 
tions, New York, protested the pro- 


posed tax in a telegram to St. Louis 
Mayor Raymond R. Tucker. It read 
in part: 

“This organization pleads ear- 
nestly with you and your official 
advisers to abandon this potential- 
ly injurious proposal. It seems ut- 
terly ridiculous to stifle the force 
which lubricates our economy. It 
would be a happy thing if your 
great city acted immediately, and 
in the face of the rash action taken 
recently in Baltimore, to strongly 
decry this form of levy. Putting the 
brakes on selling is dangerous and 
downright unintelligent.” 

Warner R. Moore, president of 
Outdoor Advertising Inc., declared 
in a telegram that “advertising is 
to business what freedom of speech 
is to the individual. Tax obstruc- 
tion of advertising will unquestion- 
ably cripple one of the main sources 
of local economic health.” 


BALTIMORE TAX HIT 
BY TWO MORE SUITS 

BALTIMORE, Dec. 5—The fifth 
and sixth court actions challeng- 
ing the legality of the Baltimore ad 
tax were filed in circuit court by 
two Baltimore radio stations this 
week. 

The Plough Broadcasting Co., 
operator of Station WCAO, filed 
a suit calling for invalidation of 
and injunction action against the 
tax laws, scheduled to go into ef- 
fect Jan. 1. 

Robert B. Jones Jr., vp and gen- 
eral manager of WFBR, filed a bill 
of complaint requesting the court 
to issue a decree declaring the 
ordinances unconstitutional and in- 
valid, and declaring that WFBR 
and its advertisers are not subject 
to the taxes. The complaint also 
asks that the city be enjoined from 
enforcing the ordinances. 


® The Plough suit asks similar ac- 
tion against the ordinances, which 
impose a 4% tax on advertisers 
for space and time purchased in 
local media, and a 2% gross re- 
ceipts tax on the media. 

Judge Edwin Harlan last week 
gave the city until Dec. 17 to an- 
swer the other suits (AA, Dec. 2) 
filed by the Hearst Corp. (WBAL 
and WBAL-TV), the Baltimore 
News-American division of the 
Hearst Consolidated Publications 
(Baltimore News-Post and Sunday 
American), A. S. Abell Co. (Balti- 
more Sun and WMAR-TV) and 
Westinghouse Broadcasting Co. 
(WJZ-TV). # 


Morton to ‘American Weekly’ 

Jim Morton, promotion manager 
of the New York Journal-Amer- 
ican, will join The American 
Weekly on Jan. 6, where he will 
work directly under Thor M. 
Smith, vp in charge of publisher 
services, 


Gets Ford Ad Post 


Edward J. Rodgers has been 
named to the new post of car 
broadcast ad coordinator of the 
Ford division of Ford Motor Co. 
He was formerly with Geyer Ad- 
vertising. 
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J. N. Pithuk 


L. H. Pithuk 


J.N. Pithuk Jr. 


FAMILY AFFAIR—A father and two sons have things pretty well sewn 

up at the San Antonio Advertising Club—all have served as presi- 

dent. Here, Jack N. Pitluk (1934 and 1935) and Jack N. Pitluk Jr. 

(1953) congratulate the 1958 president, Louis H. Pitluk, Pitluk Ad- 

vertising Co. Other 1958 officers are L. H. Beneke, General Art & 

Process Co., 1st vp; John Conboye, KONO-TV, 2nd vp, and Bill 
Arnold, Weekly Dispatch, secretary. 


Safeway Scuttles Private Brands, Cuts 
Ad Budget in Decentralization Move 


(Continued from Page 1) 
the breaking up of the elaborate 
bureaucracy at the company’s 
headquarters in Oakland, Cal. Uni- 
form directives were issued giving 
each regional manager complete 
responsibility. 


s “They are free,” Mr. Magowan 
says, “to operate the business under 
their supervision as if they owned 
it themselves. We hold them ac- 
countable for regular sales increas- 
es and profits commensurate with 
those obtained by their principal 
competitors. We don’t care how 
they do it,” he says, “as long as 
they get results.” 

Mr. Magowan, a Harvard grad- 
uate, now 53, was with R. H. Macy 
& Co., New York department store; 
N. W. Ayer & Son, Philadelphia, 
and Merrill Lynch, Pierce, Fenner 
& Beane, New York stock broker, 
before taking control of Safeway. 
Safeway, incidentally, was formed 
through a series of chain store | 
mergers with the assistance of the | 
late Charles E. Merrill, who, before | 
his death in October, 1956, was 
senior partner of Merrill Lynch and 
father-in-law of Mr. Magowan. 

Before Mr. Magowan took over 
the Safeway operation in the fall of 
1955, the food chain had 210 differ- 
ent products in a variety of sizes 
that called for 600 different labels, 
Food Topics reports. These items 
now have been drastically cut to 71 
products. In canned goods a list of 
40 brands was chopped to six. 

Advertising expenses for Safe- 
way brands, apart from local con- 
sumer advertising, were reduced 
from $7,700,000 to $4,100,000. 


es “We're going to open all the 
stores we can handle,” Mr. Magow- 
an told Food Topics. “Mergers are 
out. I feel you can’t expand by 
diminishing your competition. Our 
stores are in the primary growth 
areas, the West and Southwest, and 


in the choice locations along the 
eastern seaboard. 

“We close a store for every one 
we open, on the average. It’s not 
the number of stores that counts, 
or the square footage, as much as 
the dollar volume per store. Safe- 
way’s sights are set on stores that 
will gross about $30,000 a week in 
metropolitan areas and $25,000 in 
towns. 

“One of the things we are not 
going to do,” Mr. Magowan said, 
“is enter the soft goods business, 
although some of our competitors 
have successfully diversified their 
operations. We are going to remain 
conventional grocery stores, with 
renewed emphasis on non-foods 
such as housewares and health and 
beauty aids.” 

For the first time, the report 
says, Safeway is retaining a nation- 
al research organization—A. C. 
Nielsen Co.—to find out, among 
other things, the number of brands 
necessary to achieve maximum re- 
sults. Items carried per store, Mr. 
Magowan reported, average 6,000. 


® Suppliers’ salesmen, the report 
says, may look for a new open door 
policy at Safeway. “We want to 
spread the word,’ Mr. Magowan 
said, “that salesmen are welcome 
and will get a courteous hearing 
from Safeway buyers.” 

A $75,000,000 building program 
for new stores, facilities and re- 
modeling is scheduled through 
1957, with a probable 1958 outlay of 
$96,000,000. 

The total number of Safeway 
stores will not tend to increase 
much, because older, smaller stores 
will be closed as new ones are built. 
But Mr. Magowan foresees in- 
creased profits based on differences 
between the new and old stores. 

Safeway’s sales two years ago 
were $1,932,200,000. Last year they 
were $1,989,000,000. Its net income 
two years ago was $13,621,803. Last 


year it was $25,406,000. Estimated 
sales this year are expected to be 
$2.1 billion, and profit as a percent- 
age of sales is expected to be 1.5%. 


100 N.Y. Retailers 
Cut as GE, Hotpoint 
Realign Franchises 


New York, Dec. 5—General 
Electric Co. has eliminated more 
than 100 appliance dealers and is 
discontinuing duplicate distribu- 
tion of its two lines—GE and Hot- 
point—to the same dealers in this 
area. 

More than 100 franchise retailers 
have been eliminated for 1958 in 
what is described as a step toward 
greater selectivity and part of a 
long-range franchise program by 
G. R. Brownback, manager of the 
New York branch of General Elec- 
tric Appliance Co. The reason cited 
for eliminating duplicate GE and 
Hotpoint distributors was that 
“working with two components of 
the company is bound to dilute the 
retailer’s interest in General Elec- 
tric.” 

The company has not indicated 
whether the change in franchising 
is purely a local operation or will 
be extended to other areas. 

In Chicago today, John F. Mc- 
Daniel, newly appointed general 
manager of sales and distribution 
for Hotpoint, said that the compa- 
ny might cut its total dealer 
franchises by one-third—reducing 
them to approximately 9,000—in 
1958. Dealer notifications are ex- 
pected to go out shortly. + 


C&W Gets $300,000 
Baldwin Piano Co. 
Account from EWRR 


(Continued from Page 1) 
executive. Mr. Scott will be ac- 
count supervisor and Mr. Thomas 
account executive on the Baldwin 
account, which will be handled out 
of Chicago. 


® Baldwin, which bills between 
$300,000 and $400,000 annually, 
had been an R&R client for the 
past 15 years. The principal reason 
for the switch, AA was told, was 
the loss this year of key R&R per- 
sonnel who worked on Baldwin. 
Among the account men who left 
R&R earlier this year were Ray 
Washburn, account supervisor; 
George Rudnick, creative chief, 
and Verne Kelley, account execu- 
tive. Mr. Washburn and Mr. Rud- 
nick have since joined Maxon Inc., 
and Mr. Kelley is now director of 
advertising of Greyhound Corp. # 


General Mills Boosts Barton 

H. H. Barton, with General Mills, 
Minneapolis, since 1948, most re- 
cently as a product promotion 
manager, has been advanced to 
the post of ad and promotion man- 
ager, household products market- 
ing, grocery products division. He 
will be in charge of national ad- 
vertising for the O-Cel-O sponge 
line. 


Clevay 
PARTYTIME—At the Chicago Farm Publication Representative Assn.’s annual Farm Har- 
vest Party at which advertiser and agency executives are entertained, these people 
were snapped by the roving cameraman. They are Les Clevay, Frank Finn & Associ- 
ates; C. R. (Cap) Lash, Needham, Louis & Brorby; Bob Byron, Young & Rubicam; Fred 


Byron 


Grede 


Phelps McGuire 


Hopkins Ho 


Hayes Tillson 


Swearingen 
Grede, International Harvester Co.; Ray Phelps, Earle Ludgin & Co.; Roger McGuire, 
Progressive Farmer; Florence Hopkins and Dr. Ho Sheng Sun, Toni Co.; Harold Hayes, 
Fuller & Smith & Ross; Hal Tillson, Leo Burnett Co.; Tom Swearingen, Masonite Corp.; 
Felix Morris, Capper Publications, and Paul Limerick, Western Advertising Agency. 


Morris Limerick 
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‘Business Week’ 
Sees 10% Hike in 
‘58 Ad Spending 


New York, Dec. 6—Advertising | 
expenditures in 1958 will break | 
1957’s estimated $10.4 billion rec- | 
ord, according to Business Week, 
and the National Assn. of Manu- 
facturers expects next year’s sales 
to equal or surpass those of 1957. 

Business Week found in a survey 
that advertising budget increases 
should offset cutbacks by as much 
as 10%, but added that “budgets 
will be screened more closely 
throughout the year.” 

Advertisers are most cost-con- 
scious, said the magazine, adding 
that it is costing steadily more each 
year just to obtain the same 
amount of advertising space or 
time. 

“Media costs and prices are go- 
ing up 7%-10%—and advertisers 
are well aware of it, in view of the 
need of maintaining strong budget 
control over-all.” 


s Business Week said this aware- 
ness was being expressed “by 
withholding approval of ad budg- 
ets”—many of which, by this time 
of year, ordinarily have already 
won okays. 

The magazine reported ad strat- 
egy changes by lots of companies 
“because they see 1958 as a year 
they can least afford to waste their 
ad dollars.” It predicted a shift 
away from institutional or soft 
selling to hard-sell product promo- 
tion. 

Growing disillusionment with 
the high cost of television was 
found in many cities by the maga- 
zine’s reporters. Biggest beefs: 
“We just can’t afford it,” and 
“When we spend a lot of money 
we want to be sure we get our 
money out; with tv we lack the 
certainty.” 


s Spot radio benefits by all this, it 
was said, because advertisers are 
finding it effective and “a good 
buy in terms of the dollars it 
takes.” 

Business Week made its higher 
budgets forecast despite “(1) an 
obvious softening in business gen- 
erally; (2) a marked cutback by 
some advertisers in the last couple 
of months or so and (3) the pros- 
pects of a continuing business de- 
cline at least through the early part 
of 1958.” # 


Three Lawsuits Contest 
Associated Artists Sale 

The fight over who, if anybody, 
will buy the majority stock owner- 
ship in Associated Artists Pro- 
ductions Corp., New York tv film 
distributor, is now centered in 
New York supreme court. Both Na- 
tional Telefilm Associates, another 
tv film distributor, and United 
Artists Corp., a motion picture pro- 
ducer, have been attempting to buy 
the 50% plus block of AAP stock 
owned by Louis Chesler, Maxwell 
Goldhar and M. Max Schwebel, 
officers of the company. 

NTA filed suit against United 
Artists, AAP’s president, Eliot Hy- 
man, and other AAP officers, 
charging they had attempted to 
break NTA’s contract for purchase 
of the stock. United Artists in turn 
filed a suit against NTA. The third 
action—and the first chronological- 
ly—was filed by a minority group 
of stockholders who sought to block 
the sale of the majority holdings. 


Ted Weber Joins WVUE-TV 
Ted Weber has been named to 
the new post of director of sales 
development of WVUE-TV, Phila- 
delphia-Wilmington. Mr. Weber 
formerly was sales manager of 


WGN-TV, Chicago. 


JOHN T. McHUGH has resigned as 
president of Joseph Katz Co., New 


York, and on Jan. 2 will join 
Keyes, Madden & Jones as exec vp- 
administration, a partner, director 
and member of the plans board. 
He has been with Katz 24 years. 


After Sudsy Hiatus... 
Lachner Returns 
to Soap Field as 
Babbitt President 


New YorkK, Dec. 6—Marshall S. 
Lachner this week became presi- 
dent of B. T. Babbitt Inc., but no- 
body mentioned the fact that he 
was formerly president of Pabst 
Brewing Co. 

A release from Pan-American 
Public Relations announced that 
Mr. Lachner has joined Babbitt, 
where he will be president, chief 
executive officer, a director and a 
member of the executive commit- 
tee. The release said: “Mr. Lach- 
ner comes to B. T. Babbitt Inc. 
after 16 years with the Colgate- 
Palmolive Co., where he had been 
vp of its soap division.” 

A spokesman for Pan-American 
said that Babbitt thought Mr. 
Lachner’s soap experience was 
more pertinent, and that it was 
not necessary to mention that be- 
tween Colgate and Babbitt, Mr. 
Lachner spent a year and a half 
as president of the brewery. 

Coincidentally, Pan-American— 
which says it just acquired the 
Babbitt account—has for more 
than a year been handling special 
assignments for Pabst. 

Mr. Lachner succeeds Samuel 
Mendelson, who was elected Bab- 
bitt board chairman. # 


Decision on Sale of 
Eversharp Unit to 
Parker Seen ‘Soon’ 


Curcaco, Dec, 6—Eversharp Inc. 
and Parker Pen Co., Janesville, 
Wis., which have been engaged for 
some time in negotiations toward 
the sale to Parker of Eversharp’s 
writing instrument operations, ex- 
pect to reach a decision shortly, 
according to M. B. Jeffris, Parker 
president, and T. J. Welsh, Ever- 
sharp exec vp. 

The sale of the pen and pencil 
division would leave Eversharp 
solely in the safety razor and blade 
business. Eversharp last month 
sold its internal combustion engine 
division to Waukesha Motor Co. 

Eversharp has sustained declines 
in sales and earnings recently. Last 
May its president, F. J. Young, de- 
clined to stand for reelection, and 
the post is still vacant. Mr. Welsh 
is acting as chief executive officer. 
In the first half of Eversharp’s 
current fiscal year, net income fell 
to $525,428 from $1,170,362 a year 
earlier. + 


Lang Opens N.Y. Office 

Frank Lang & Associates, Chica- 
go management and marketing 
consultant company, has opened a 
New York office -at 521 Fifth Ave. 


Last Minute News Flashes 
Clyne Slated to Head McCann’‘s Worldwide Radio-TV 


New York, Dec. 6—C. Terence Clyne, vp in charge of the tv-radio 
programming division of McCann-Erickson, reportedly will be pro- 
moted shortly to a new post which will put him in charge of McCann’s 
worldwide radio and television activities. It is also expected that 
George Haight, a vp, will succeed Mr. Clyne in his present post. 


Fairchild Camera Ponders Agency Shift 


Syosset, N.Y., Dec. 6—Fairchild Camera & Instrument Corp., whose 
controls, graphic and industrial camera divisions are with G. M. Bas- 
ford Co., “is considering a change of agencies, but is still investigating; 
may end up with no agency change.” The advertiser said it had looked 
at presentations from “several” agencies, but no decision will be made 
before Jan. 1. 


Sun Oil Agency Choice Expected Next Week 
PuHILaDELPuiaA, Dec. 6—Sun Oil Co. reportedly heard the last of six 

formal presentations today and should make its agency decision some 

time next week. The present agency is Erwin Wasey, Ruthrauff & Ryan. 


ARF Magazine Study Session Set ‘Before Dec. 25’ 

New York, Dec. 6—The Advertising Research Foundation, meeting 
this morning in an executive committee session, agreed to invite pub- 
lishers to a meeting “‘before Christmas” to discuss the magazine audi- 
ence study the ARF insists must be done. 


Pierce Leaves McCall Corp. for ‘Time’ 


New York, Dec. 6—Marvin Pierce, as indicated here last week, has 
left the board of the McCall Corp. to become special assistant to James 
Linen, publisher of Time. Mr. Pierce had been board chairman of 
McCall. 


Standard-Triumph Push Introduces Economy Car 

New York, Dec. 6—One of the largest introductory campaigns ever 
mounted for a foreign automobile will be launched in February by 
Standard-Triumph Motor Co. for its new economy car, the $1,700 
Standard. The campaign will cover 27 newspapers, major market radio 
stations and eight magazines: Holiday, Motor Trend, The New Yorker, 
Road & Track, The Saturday Evening Post, Sports Illustrated, Sports 
Cars Illustrated and Sunset. Gore, Smith & Greenland Inc. is the agen- 
cy. 


P&G Markets Pace, New Home Permanent 

Cincinnati, Dec. 6—Procter & Gamble is marketing nationally a 
new no-lotion home permanent called Pace. It sells for $2 a kit. The 
end papers are impregnated with the waving ingredients; only water is 
needed to activate the waving effect. No advertising has been done, but 
some is planned; it will be handled by Leo Burnett Co., Chicago. 


Watrous Moves to B&B from Tatham-Laird 


New Yor«k, Dec. 6—David G. Watrous has joined Benton & Bowles 
as a vp and account supervisor. He was formerly an account supervisor 
with Tatham-Laird, Chicago. Mr. Watrous was advertising director of 
the Parker Pen Co. before going to Tatham-Laird in 1952. 


Labor Press Elects Terzick, Hits ‘Racket’ Papers 


ATLANTIC City, Dec. 6—Peter E. Terzick, editor of the Carpenters 
Union, Indianapolis, has been elected president of International Labor 
Press Assn., succeeding Gordon H. Cole, editor of the Machinist, Wash- 
ington, D. C. Delegates at the annual convention of AFL-CIO publica- 
tions voted to intensify efforts to wipe out so-called “racket” labor 
papers, and also voted to accept the invitation of the National Better 
Business Bureau to affiliate. 


ABP to Discuss Sale of ‘Brad-Vern’s Reports’ 


New York, Dec. 6—Associated Business Publications will sponsor a 
meeting of advertisers and publishers in January to discuss a proposal 
for the continuation of “Brad-Vern’s Reports,” annual business paper 
advertising index, as a cooperative publishing enterprise by advertisers 
and publishers associations. Discussions on sale of the index to a group 
of associations were started last summer by V. H. Van Diver, its found- 
er (AA, Aug. 26). 


W. D. McAdams Sets Farm-Veterinary Unit 


New York, Dec. 6—William Douglas McAdams Inc., largest of the 
ethical drug advertising agencies, is setting up a veterinary and agri- 
cultural sciences division to offer clients a “package” service in this 
field. The division, to be headed by Jack Ryan, starts off with a staff 
of five but expects eventually to employ 15. 


Lutkin Rule Names F&S&R; Other Late News 

e Lufkin Rule Co., Saginaw, Mich., maker of rules, tapes and precision 
measuring tools, has named Fulier & Smith & Ross, Cleveland, to han- 
dle its advertising. Jepson-Murray Advertising, Lansing, formerly han- 
dled the account. 


e Franklin S. Ferry, formerly account group head at Paris & Peart, 
joins Hilton & Riggio, New York, Dec. 15 as vp, account executive and 
executive plans board member. 


e Allan B. Chalfant, managing director of the National Assn. of Trans- 
portation Advertising, New York, has resigned, effective as soon as the 
association finds a successor. Mr. Chalfant has not announced his plans. 


e Charles F, Nickenig, formerly manager of Newsweek international 
editions in Cleveland, has been promoted to western advertising man- 
ager of the editions. He will remain in Cleveland. 


e Revelation Plastics, New York manufacturer of advertising special- 
ties, will move its account Jan. 1 from Leber & Katz to Rose-Martin Inc. 


e The American Restaurant China Manufacturers Assn., Washington, 
has named J. M. Hickerson Inc., New York and Des Moines, as its agen- 
cy. The association is a new advertiser. 


e Robert J. Brewster, formerly vp in charge of radio-tv of McCann- 
Erickson, Chicago, has joined the radio-tv department of J. Walter 
Thompson Co., Chicago, as a senior group head, Mr. Brewster previ- 
ously had been with the New York and Hollywood offices of JWT be- 
fore joining McCann. 


ill 


Ad-Stimulated 
Obsolescence Is 


Vital, Says Fait 


Cliches About Madison 
Ave. Denizens Denied by 
Grey Exec on TV Show 


New York, Dec. 6—Arthur C. 
Fatt, president of Grey Advertis- 
ing Agency, made a spirited de- 
fense of the advertising business 
in an appearance on the “Night- 
beat” tv show (WABD) here this 
week. 

Mr, Fatt indicated he sees noth- 
ing wrong in using advertising to 
persuade people to buy new prod- 
ucts before the old ones wear out. 

“If we didn’t have obsolescence, 
we wouldn’t have production,” he 
said. “If we didn’t have produc- 
tion, we wouldn’t have consump- 
tion, and we wouldn’t have the 
high standard of living that makes 
America the great country that it 
-” 


s A great many of interviewer 
Howard Whitman’s questions to 
Mr. Fatt concerned Madison Ave. 
cliches and stereotypes. Mr. Whit- 
man began by determining that 
the agency man had started the day 
by brushing his teeth with Crest, 
grooming his hair with Mennen’s 
and drinking Chock Full O’Nuts 
coffee for breakfast. 

This was, as the interviewer put 
it, “two hits and one miss,” since 
Grey represents Mennen’s hair 
cream, Chock Full O’Nuts coffee 
and Kolynos toothpaste. 

Mr. Fatt, who admitted that re- 
minder slips to use the products of 
clients go into employes’ pay en- 
velopes twice a year, explained: 

“I just happened to use it 
(Crest) this morning. It’s a prod- 
uct of Procter & Gamble, another 
client of our agency.” 


s The questioning continued: “If 
you lost Procter & Gamble as a cli- 
ent and you picked up another 
toothpaste client, would you shift 
to another toothpaste?” 

Mr. Fatt: “I probably would.” 

Mr. Whitman: “But why? Don’t 
you like to use the best tooth- 
paste?” 

Mr. Fatt: “I don’t think that’s 
germane. I think all toothpastes 
are good, and I believe it would be 
almost impossible to determine 
which is the best toothpaste.” 


s Mr. Whitman: “Would you ever 
permit a copywriter of yours to put 
that line in an advertisement; that 
I believe, or we believe, that all 
toothpastes are good?” 

Mr. Fatt: “Probably not. But the 
fact of the matter is that they all 
are good or they couldn’t succeed 
at all, and it’s basically true that 
all products haven’t differences. 
You are talking about a category 
of items in which the variation is 
quite slight. 

“You might take other products 
in which the variation would be 
tremendous.” 

The agency executive dismissed 
as a cliche the stories of clients 
who have been accused of forcing 
“agency men to follow along at 
heel like a trained dog.” 


s The Grey executive also dis- 
puted the contention that the ad- 
vertising business is run at a man- 
killing pace. “I think there are just 
as many old men in the advertis- 
ing business as there are in almost 
any other industry,” he said. “The 
story that seems to be current is 
that we’re an ulcer business. Just 
for fun, I looked over our organi- 
zation. We have 550 people in it. I 
found one boy that has ulcers, and 
he’s in a rather docile type job.” # 
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This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Dec. 5—Like a 
| well-trained reporter, the Depart- 
ment of Labor is covering all sides 
of the nation’s labor force story. 

For the short run, it has been 
warning that the volume of unem- 
ployment is rising threateningly 
from postwar lows. Looking far- 
ther ahead, however, it calculates 
there will be such a shortage of 
qualified workers during the next 
decade that Labor Secretary James 
P. Mitchell is urging the nation to 
start preparing immediately to 
draw on new sources of trained 
manpower in order to operate our 
economy. 

Even with new machinery which 
has been introduced into office and 
factory, the department computes 
that at least 10,000,000 more work- 
ers will be necessary to provide for 
the population of nearly 200,000,- 
000 persons which the U.S. antici- 
pates by 1965, Since there will not 
be any increase in the number of 
young males (25-44), this expan- 
sion of the labor force can be 
achieved, the Secretary says, only 
if we “change our attitude toward 
the older worker, the woman who 
wants to work, the youthful work- 
er and the minority worker.” 


® One significant fact about the 
occupational outlook in the years 
ahead is that the new jobs will be 
in occupational groups which cus- 
tomarily enjoy the best incomes. 
Among the new opportunities, the 
Secretary says, will be jobs for 
1,700,000 more professional and 
technical people, 1,000,000 more 
proprietors and managers and 2,- 
300,000 more clerical and sales 
people. 

One of the most threatening bot- 
tlenecks is the impending shortage 
of craftsmen and skilled opera- 
tives, he warns. While the number 
of craftsmen and operatives must 
increase by 5,000,000 in the next 
eight years, our training programs 
for craftsmen have been lagging 
so badly that there are 28% fewer 
trainees under 25 today than there 
were in 1951. 


Consumers of 
Fear Cutback ong sta- 
i tistics are hope- 
in Statistics Gul Gees glene for 
a whole series of benchmark cen- 
sus studies which are supposed to 
be made during the next three 
years will proceed on schedule de- 
spite the current search for non- 
defense items which can be 
chopped out of the government’s 
budget. 

Extensive preparations already 
|have been completed for the cen- 
sus of business and manufactures 
covering 1958, and preliminary in- 
vestments have also been made in 
censuses of population, housing 
and agriculture covering 1960. 

During earlier “emergency” pe- 
riods, census studies were ad- 
judged among the “most expend- 
jable” items when Congress sought 
|ways to hold down government 
| spending. More recently, however, 
|the importance of fresh statistics 
'as a basis for measuring the 
\“health” of the business picture 
|has been more widely recognized 
| here. 


| 
. As a measure of the importance 
seagoe the administration is plac- 
ing on good statistics, it is inter- 
j esting to find that current business 
|data are being processed in the 
|Census Bureau’s Univac machines, 
|where detailed analysis can be 
made with split second precision. 
Important policy decisions hinge 
on the results of these computa- 


Unemployment Now; 10,000,000-Job 
Manpower Shortage by ‘65, Says U.S. 


tions, so the economists sometimes 
await results with the same im- 
patience a prospective father dis- 
plays as he measures the tiles on 
the floor of a hospital waiting 
room, 


Federal Trade 
FTC, Health Commission came 
Insurers Agree a bit closer to 

burying its dif- 
ferences with the National Assn. 
of Insurance Commissioners last 
weekend, as commission members 
met with state insurance commis- 
sioners in an effort to find ways 
of exercising more effective super- 
vision over advertising of health 
and accident insurance. 

The health and accident insur- 
ance advertising question isn’t as 
urgent as it has been in the past, 
because the industry has adopted 
a code which eliminates some of 
the excesses which brought on a 
barrage of FTC complaints three 
years ago. Nevertheless the com- 
mission and the state regulatory 
officials are still a bit gun shy of 
each other, with state officials ar- 
guing that the commission had no 
right to step into a field where 
states are supposed to operate. 

A test case determining whether 
FTC can act in the insurance field 
is currently before the Supreme 
Court. Meanwhile, federal and 
state officials now agree they ought 
to help each other on insurance 
matters, regardless of the outcome 
of the litigation. 


The Federal 

Barrow Will Communica- 

Explain Report tions Commission 

finally gets down 

to cases next Thursday (Dec. 12) 

on Dean Roscoe Barrow’s recom- 

mendations for tightening up con- 
trol of networks. 

More than two months ago, he 

and his staff made a number of 


far reaching proposals, including | 


a recommendation that the com- 
mission seek power to license net- 
works, and that it ban the use of 
must buy and option time. Now he 
is to be on hand to provide the 
seven commissioners with an anal- 
ysis of his study. 

Subsequently FCC must go back 
to Congress and give a progress 
report on its studies of network 
monopoly problems. While this 
progress report probably will be 
submitted next month, it is hardly 
likely to indicate which of the 
Barrow report recommendations— 
if any—FCC is considering sym- 
pathetically. 

There’s some feeling at FCC that 
pressure for action on network 


monopoly proposals is less urgent 
than it was a year or two ago. 
Since broadcast time is less scarce 
than it has been in the past, re- 
strictive practices hurt less than 
they did when good time was at a 
premium. Some commission people 
think subscription tv is a far more 
timely problem than option time, 
must buy, or even multiple own- 
ership. # 


Green Leaves ‘Printers’ Ink’ 
to Join ‘Mediascope’ 

Harold E. Green has resigned as 
executive editor of Printers’ Ink to 
take a similar post with Media/- 
scope, Evanston, IIl., effective Jan. 
6. Mr. Green was with Printers’ 


Ink for 13 years and is the immed- | 


iate past president of the National 
Conference of Business Paper Ed- 
itors. 
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Bates Appoints in Media Unit 

William T. Kammerer, formerly 
with Kenyon & Eckhardt, has 
joined Ted Bates & Co., New York, 
as assistant to the media director. 
William J. Kennedy, assistant vp, 
has been named manager of the 
media department. Norman H. 
Chester and Christopher P. Lynch, 
with the agency seven and three 
years respectively, have been 
named media supervisors. 


Kayne Forms Radio Company 

A new company to provide ad- 
vertising, sales promotion and con- 
sultant services to radio stations 
has been formed by J. M. Kayne, 
| formerly with Hunter Douglas Alu- 
minum Corp. Offices will be set up 
at 70 E. 56th St., New York, for 
the company, which will be called 
Eye & Ear Inc. 
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50,000 WATTS - BOSTON 


livers buyers 


BY JOHN BLAIR & COMPANY 


Obviously Tndispensable 


Dry grocery advertising in Supermarket News shows 
a 54% increase for the first 8 months of 1957 over the 


same period last year. 


Advertisers are investing more dollars in the industry's leading publication . . . 
they know that Supermarket News is read by their top prospects and customers. 


They know it is more important today than ever to build trade enthusiasm 


and support for their new products, their promotions, their consumer advertising. 


Supermarket News 


A Fairchild Publication 
7 East 12th Street, N.Y. 3 
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Demosthenes and Cicero were iinpor- 
tant broadcasters in their day, without 
benefit of microphones or network. A long 
time after, an English historian made a 
significant comment. 

When Cicero orated, his listeners 
remarked that he made a dandy speech. 
When Demosthenes spoke, he made the 
Athenians mad enough to fight Macedon. 

Cicero got a terrific audience rating. 
Demosthenes got action! 

‘What are advertisers buying these days? 
Isn’t the real answer that old fashioned, 


non-socio-psychological word—Influence? 

An advertising medium is an influence 
—or it isn’t a medium. How can you tell? 

In behalf of SuccessruL FARMING, a 
magazine with the modest circulation of 
1,300,000, consider: 

You raise pigs, and regularly lose one out 
of six baby pigs in every litter. SuccessFUL 
FARMING tells you how to save that sixth 
pig. Would SF have influence with you? 

A farmer learns in SF about wide row 
corn planting, and grows corn in the same 
field every year instead of every other year. 
Does SF have influence with him? 

SF shows a woman a kitchen centers 
plan—efficient, work saving, beautiful — 
installed piecemeal, as her budget permits. 
Does SF have influence with her? 

Multiply these instances a few million 
times over fifty years, and you estimate 
SuccessFUL Farminc Influence... in 


the barns, fields, houses, and the bank 
accounts of a million or more US farms. 

SF helps the country’s best farmers 
make their jobs easier, prevent losses, 
increase production, earn more, and helps 
their families live better. So they read it, 
believe it, follow it, rely on it, refer to 
issues for years. 

They show SF editors farms, records, 
and bank books. They drive hundreds of 
miles to see an SF sponsored 
demonstration. ‘They 
swarm into stores with 
SF promotions, and send 
sales skyrocketing. And they 
never forget favors received! 


Is it any wonder that advertising in SF 
gets better reception, and better response? 
In addition to Influence, SuccessFuL 
FARMING has an audience that’s blue chip 
—average cash income from farming above 
$10,000 for years; a $12 billion market, 
equivalent to another national suburbia! 
SuccessFuUL FARMING also delivers 
pressure on an important segment of 
the national market where general media 
run light, balances national schedules. 
Call any SF office to learn the facts. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 
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